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In  Editor  &  Publisher’s  color  advertising  com¬ 
petition,  the  Chicago  Tribune  received  3  out  of 
4  first  place  awards  among  newspapers  of 
500,000  or  more  daily  circulation.  We  are  proud 
to  accept  these  awards  and  to  share  this  recog¬ 
nition  with  the  advertisers  and  agencies  who 
placed  the  advertisements  in  the  Tribune. 

•  •  • 

In  Chicago,  nothing  sells  like  Tribune  color. 
Outstanding  in  reproduction,  it  produces  stand¬ 
out  sales  results.  As  no  other  medium,  it  jolts 
p)eople  into  action ...  makes  them  want  to  buy. 


^nhntvt 

THB  WOAiO’t  OABATIIT  NIWtPAPIA 


THE  UlOOD  METROPOLITAN  PRES^ 


We  will  be  glad  to 
help  you  plan  your 
press  requirements. 


Combines  the  Wood  4-Colot  Unit  with 
Stnndetd  BM  end  White  Unitsl 

Designed  for  high-speed,  heavy  duty  production,  the  WOOD  Metropollta: 
Black  and  White  Units  offer  maximum  flexibility  by  combining  them  wit 
the  WOOD  4-Color  Unit. 

If  you  print  or  contemplate  printing  color,  here  is  the  ideal  comblnatioj 
for  ROP,  supplements,  comic  pages,  and  special  seaions.  All  WOOD  Unii 
available  in  arrangements  to  suit  the  requirements  of  your  plant. 

WOOD  NEWSPAPER  MACHINERY  CORPORA  Ol 

PLAINFIELD,  NEW  JERSEY  •  Executive  &  Sales  Office:  501  Fifth  Avenue,  New  York  17,  N 

MAKERS  OF  PRESSES,  REELROOM  AND  STEREOTYPE  EQUIPMENT  FOR  OVER  A  HALF  CENTO# 


9  Our  artist  is  barely  stretching  the  point.  Drug  store 
sales  here  actually  are  a  staggering  79%  above  the  na¬ 
tional  average!*  In  turn,  pharmacists  (and  pharmacists’ 
mates)  are  buying  more  of  everything,  along  with  just 
about  everybody  else.  It  figures.  Average  income  per  family 
has  now  reached  a  fat  $6,882**.  .  .  folks  are  in  a  buying 
mood  .  .  .  and  the  Federal  Reserve  Bank  of  Chicago,  in  its 
latest  annual  report,  calls  Indianapolis  "Big  Town  Boom 
Town!”  Isn’t  it  time  \ou  got  in  on  the  fun?  Here  are  some 
more  facts  about  our  market,  to  help  you  decide: 


►  It’s  Big  .  .  .  it’s  growing!  In  l9.56,  Indiana  was  second 
in  industrial  growth  in  the  U.  S. 

►  It’s  Steady  ...  a  balance  between  industry  and  agricul¬ 
ture  that  assures  a  stable  market. 

►  You  get  Saturation  (Coverage  of  the  metropolitan  area, 
plus  an  effective  bonus  coverage  of  the  44  surrounding 
counties,  in  The  Indianapolis  Star  and  The  Indianapolis 
News.  Write  for  complete  market  and  circulation  data. 

Member,  Metro  Sunday  Magazine  Network 
Member.  Metro  Sunday  Comics  Network 


KELLY-SMITH  COMPANY  •  NATIONAL  REPRESENTATIVES 


'1954  Census  of  Business  and  Retail  Trade 

'Sales  Management  Survey  of  Buying  Power,  May  10,  1957 
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life  Begins  at  fcnJGf 


_ By  ROBERT  PETERSON 

Why  Not  Grow  Old? 

“WHY  GROW  OLD?”  IS  THE  weary  query  which  serves  as  the 
title  of  a  syndicated  newspaper  column  written  by  Miss 
Josephine  Lowman.  Now  I  don’t  want  to  step  into  a  skii'mish 
with  a  scribe  as  seasoned  as  Miss  Lowman  but  it  seems  to 
me  that  the  title  with  its  oblique  promise  of  eternal  youth 
disturbs  and  dismays  more  readers  than  it  helps. 

Why  grow  old?  My  answer  would  be  that  we  should 
grow  old  because  aging  is  a  normal  part  of  the  life  cycle.  As 
aging  is  inevitable  if  we  continue  to  live,  it  seems  that  in¬ 
formed  folk  in  the  journalistic  fraternity  should  be  nursing 
instead  of  knocking  the  belief  that  old  age  is  a  highly  desir¬ 
able  time  of  life. 

There  are  still  quite  a  few  ])eople  around  who  tend  to 
be  kittenish  about  growing  old.  These  are  the  characters 

who  conceal  their  age  with  greater  zeal  than  they  hide  the 

skeletons  in  their  family  closet.  They  seem  completely  un¬ 
aware  that  while  the  later  years  used  to  hint  of  ugliness 

and  defeat,  these  years  are  increasingly  coming  to  bear  the 

hallmarks  of  dignity,  wisdom,  and  freedom. 

If  our  youth-oriented  writers  will  take  a  fresh  look  at  ' 
life  they’ll  discover  that  old  age  in  modern  times  is  as  re-  j 
warding  a  period  as  any  other  and  that  it  is  much  sounder 
to  document  its  delights  than  to  suggest  detours. 

«  «  * 

ANOTHER  FEMALE  WHO  SHOULD  be  taken  to  task 
is  Miss  Gloria  Swanson,  60,  who  offers  a  line  of  fashions  for 
mature  women  under  the  fawning  label  “Forever  Young.” 

It  would  seem  that  Miss  Swanson  is  old  enough  to  know  that 
even  a  movie  queen  can’t  remain  forever  young.  Yet  when  I 
once  \x»iced  my  protest  to  the  svelte  Swanson  I  got  the 
snappy  comeuppance.  “Don’t  be  foolish — everyone  wants  to 
be  young!” 

Apparentlv  the  hucksters  believe  that  everyone  wants 
to  be  young.  They  seem  convinced  that  youthfulness  will  sell 
and  that  anything  smelling  of  maturity  is  a  dead  duck.  Just  ! 
look  at  the  ads.  Nine  out  of  ten  of  them  feature  radiant, 
pink-cheeked  youngsters  who  smilingly  suggest  that  the  prod-  ■ 
uct  they  are  plugging  will  help  you  roll  back  the  years  as 
neatly  as  you  roll  up  a  windowshade.  , 

All  this  would  be  funny  except  that  there  are  still  some  ■ 
people  around  who  believe  everything  they  read  and  who,  I 
when  they  are  regularly  exposed  to  such  dictums  as  “Why  I 
Grow  Old?”  and  “Forever  Young”,  find  themselves  cata¬ 
loguing  old  age  as  a  hideous  time  of  life.  In  a  pitiful  attempt 
to  escape  the  inevitable  they  seize  on  every  trick  in  the  hook 
to  make  them  look  young,  act  young,  and  feel  young.  And 
when  these  efforts  ultimately  fail  and  they  still  can’t  fool 
the  face  in  the  bathroom  mirror,  they  grudgingly  submit 
to  old  age  as  a  deafening  defeat. 

«  «  * 

FORTUNATELY,  THERE  are  growing  numbers  of  mature  |)eople 
in  this  country  who  consider  the  “let’s  stay  young”  philosophy 
pretty  silly.  There  may  have  been  a  time  when  just  about 
everyone  wanted  to  be  young.  But  gerontology — the  study  of 
aging — has  in  the  past  decade  encouraged  millions  of  people 
to  take  pride  in  their  years.  Youthfulness  is  no  longer  the 
appealing  maiden  she  may  have  been  in  earlier,  less  en¬ 
lightened  periods.  A  goodly  number  of  our  population  today 
is  bright  enough  to  realize  that  old  age  can  be  a  richly 
attractive  segment  of  life. 

When  the  population  past  6.1  years  of  age  reaches  22 
million,  as  it  is  nredicted  it  will  within  the  next  dozen  or 
so  years,  the  oldsters  will  be  so  plentiful,  and  so  well- 
informed  gerontologically,  that  they  won’t  put  up  with  the 
snide  attacks  which  have  been  heaped  at  their  door  for  so 
many  decades. 


For  rates  and  additional  samples  of  this  lively,  weekly 
feature  write  or  call  LIFE  BEGINS  AT  FORTY, 

15  West  Uth  St.,  NYC  (OX  7-5286) 
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EDITOR  &  PUBLISHER  CALENDAR 

Sept.  29-30 — Ohio  Select  List  of  Daily  Newspapers,  annual  meefifi9 
Fort  Hayes  Hotel,  Columbus,  Ohio. 

Sept.  29-Oct.  4— Newspaper  Food  Editors  Conference,  15th  annus 
meeting,  Drake  Hotel,  Chicago. 

Oct.  1-8 — National  Newspaper  Week. 

Oct.  2 — Canadian  Press,  Fall  meeting  of  Board,  Windsor  Hots! 
Montreal. 

Oct.  3 — North  Dakota  AP  Broadcasters  Association,  annual  meeting 
Plainsman  Hotel,  Williston,  N.  D. 

Oct.  4-5— University  Press  Club  of  Michigan,  40th  annual  meeting 
University  of  Michigan,  Ann  Arbor,  Mich. 

Oct.  4-5 — United  Press  Illinois  Newspaper  Editors  Association  meeting 
Pere  Marquette  State  Park  near  Alton. 

Oct.  4-5— University  of  Colorado,  26th  Newspaper  Week,  Boulder,  Col 
Oct.  5-6 — South  Dakota  Associated  Press,  Fall  meeting,  Sioux  Falls. 

Oct.  6-8 — Ohio  Circulation  Managers  Association,  Fall  meeting,  Lis 
coin  Lodge.  Columbus,  Ohio. 

Oct.  6-8— Advertising  Managers  Bureau,  New  York  State  Dailies,  sn 
nual  meeting.  DeWitt  Clinton  Hotel,  Albany,  N.  Y. 

Oct.  7-8 — New  York  State  Associated  Press  meeting.  Hotel  Syracust 
Syracuse,  N.  Y. 

Oct.  9-12— National  Conference  of  Editorial  Writers,  Oklahoma  Gty 
Oct.  10-12 — West  Virginia  Press  Association,  annual  Fall  business  mttt 
ing  and  convention.  Stonewall  Jackson  Hotel,  Clarksburg,  W.  Va. 

Oct.  II — United  Press  Editors  of  West  Virginia,  Fall  meeting,  Clark- 
burg,  W.  Va. 

Oct.  1 1 — The  Newspaper  Comics  Council,  Fall  meeting.  Hotel  Pari 
Lane,  New  York  City. 

Oct.  11-12 — Interstate  Advertising  Managers  Association,  meeting 
Bethlehem  Hotel,  Bethlehem.  Pa. 

Oct.  12 — Connecticut  Editorial  Association,  Fall  meeting,  Silvermlni 
Tavern,  Norwalk,  Conn. 

Oct.  12-13 — Illinois  AP  Telegraph  Editors  Association,  annual  meeting 
Palmer  House,  Chicago. 

Oct.  12-13 — Indiana  Associated  Press,  Fall  meeting.  Indiana  University. 
Bloomington,  Ind. 

Oct.  13-15— California  Newspaper  Circulation  Managers  Assocletlen. 
annual  convention.  Hotel  Huntington,  Pasadena,  Calif. 

Oct.  13-15— Pennsylvania  Newspaper  Publishers'  Association  Classified 
Clinic,  Penn  Harris  Hotel,  Harrisburg,  Pa. 

Oct.  13-1^— Inland  Daily  Press  Association,  annual  meeting,  Drake  Hotel. 
Chicago. 

Oct.  13-16— Institute  of  Newspaper  Controllers  and  Finance  Officen. 
lOth  annual  meeting.  Hotel  Statler,  Boston,  Mass. 

Oct.  14-18 — Inter-American  Press  Association,  13th  annual  meetitig. 
Mayflower  Hotel,  Washington,  D.  C. 

Oct.  15 — New  England  Daily  Newspaper  Association,  Fall  meeting, 
Sheraton-Plaza  Hotel,  Boston,  Mass. 

Oct.  17-18 — Audit  Bureau  of  Circulations,  annual  meeting,  Drake  Hotel, 
Chicago. 

Oct.  17-19 — National  Editorial  Association  Fall  meeting,  Conrad  Hilton 
Hotel,  Chicago. 

Oct.  18 — New  Jersey  Press  Association,  36th  annual  Newspaper  In¬ 
stitute  Rutgers  University,  New  Brunswick,  N.  J. 

Oct.  18-19 — Michigan  Press  Advertising  Conference,  Porter  Hotel 
Lansing. 

Oct.  18-20 — Southern  Illinois  University  Photojournalism  Workshop, 
second  annual.  Giant  City  State  Park,  III. 

Oct.  19 — Oregon  Newspaper  Publishers  Association  Admarsagers,  fn'l 
meeting,  Heathman  hotel,  Portland.  Ore. 

Oct.  19-20 — Texas  AP  Managing  Editors  Association  meeting,  Adolphus 
Hotel,  Dallas. 

Oct.  19-20 — South  Coralina  Associated  Press  News  Council,  Fall  meet¬ 
ing,  Columbia  Hotel,  Columbia.  S.  C. 

Oct.  19-20 — New  England  Newspaper  Mechanical  Conference,  Hotel 
Statler,  Boston,  Mass.  I 

Oct.  20-22 — Inter-State  Circulation  Managers  Association  meetirg 
Benjamin  Franklin  Hotel,  Philadelphia,  Pa. 

Oct.  20-22 — National  Newspaper  Promotion  Association,  Western  meet¬ 
ing,  Portland,  Ore. 

Oct.  21-23 — New  York  State  Circulation  Managers  Association,  Shera¬ 
ton  Hotel,  Rochester,  N.  Y. 

Oct.  21-Nov.  I — American  Press  Institute.  Managing  Editors  and  News 
Editors  Seminar,  Columbia  University.  New  York  City. 

Oct.  22 — Associated  Press  Connecticut  Circuit,  Fall  meeting.  Longshore 
Country  Club.  Westport  Conn. 

Vol.  90,  No.'eo.  September  2«.  1957.  Editor  &  Publisher,  the  Fourth  Estate*) 
publisibed  every  Saturday  with  an  additional  issue — The  International  Year  B<x* 
Number  in  February  by  the  Ekiitor  ft  Publisher  Co.,  Inc.  Editorial  and  0®- 
nest)  offices  at  Suite  1700.  Times  Tower,  1475  Broadway,  New  York  86,  N.  i 
(Printed  by  Scott  Printing  Co.,  Jersey  (jity,  N.  J.)  Second  class  mail  Pri'ile^ 
authorised  at  New  York,  N.  Y.  under  the  act  of  March  3,  1879,  with  Tit.«i 
patented  and  Reitistered  and  contents  CopyriRhted  1957  by  the  Editor  ft 
lisher  Co.,  Inc.  Annual  subscription  $6.50  in  United  States  and  is>sm-ssioii!  j 
and  in  Canada.  All  other  countries  $10.00.  Payment  in  SterlinK  may  be  n>*"l 
to  EftP  “American  Account”  First  National  City  Bank  of  N.  Y..  115  0* 
Broad  St.,  I/indon,  or  to  the  Australia  and  New-  Zealand  Bank  Limited,  Koy«, 
Exchanue  Branch,  85  Pitt  St.,  Sydney,  N.S.W.  I 
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Business  is  GOOD  in  the 
Busy  BINGHAMTON  (New  York)  Area 

Yes,  things  are  really  hitting  a  fast  pace  in  Binghamton,  with  many  industries  and 
businesses  breaking  production,  sales  and  employment  records.  Advance  orders  on  file 
with  several  manufacturers  constitute  a  “back  log”  that  is  the  highest  in  their  history, 
assuring  peak  production  for  a  long  time  to  come.  This  means  top  employment  of  skilled 
workers  at  high  wages — and  in  turn,  a  fast-moving  profitable  market  for  your  product. 


MORE  WAGE  EARNERS-MORE  MONEY  TO  SPEND 


More  wage  earners  per  family  is  the  reason  Binghamton 
leads  all  eleven  of  New  York’s  Metropolitan  Cities  of 
over  50,000  population  in  BUYING  INCOME  PER 
FAMILY.  And  more  money  to  spend  naturally  explains 
Binghamton’s  highest  retail  sales  iier  family  among  them 
all. 

An  analysis  of  Retail  Sales/ Number  of  Families,  and  of 
Department  and  Apparel  Store  sales,  shows  Binghamton 
‘-nd  highest  among  the  State’s  big  cities  .  .  .  far  higher 


per  family  in  Binghamton  than  in  great  New  York  City 
(oO/k ),  or  in  Buffalo,  or  Syracuse. 

Every  evening  and  Sundays  the  Binghamton  Press 
reaches  more  than  9  out  of  10  homes  throughout  the 
144,011  population  “Urbanized  Area.”  And  beyond  that 
effective  coverage  in  an  outside  area  of  104,397  additional. 
No  other  advertising  medium  can  carry  your  message 
into  anything  like  this  penetration  of  this  well  over  half 
million  market. 


The  Binghamton 

Evening  Member:  The  Guiiiiett  Group  of  Newspapers 

Represented  by  J.  P.  McKinney  &  Son,  liu*..  New  York  •  Syracuse  • 
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The  Thups  of  India  murdered  because 
of  the  dictates  of  their  religion. 

The  Nazis  of  Germany 
murdered  at  the  com¬ 
mand  of  a  deranged 
dictator. 

Now  the  Communists 
(who  have  Russia  by 
the  throat)  kill 
myriads  of  their 
own  people  in  slave 
labor  camps. 

These  Crimes  are  in- 
'  cited  by  leaders  of 
thought  with  warped 
or  vicious  minds. 

The  current  masters  of  Russia  are  fol¬ 
lowers  of  Marx, — who  said  that  law, 
morality,  and  religion,  were  so 
many  prejudices. 

^^Bold  knaves  thrive  without  one  grain 
of  sense”;  said  Dryden. 

The  best  antidote  to  vicious  and  warped 
appeals  to  the  unthinking, — is  wide¬ 
spread  ownership— and  profit  sharing. 

Edmund  Burke  said : — “The  power  of 
perpetuating  our  property  in  our 
families  is  one  of  the  most  valuable 
and  interesting  circumstances  belonging 
to  it,  and  that  which  tends  most  to  the 
perpetuation  of  society  iself.” 

Those  numerous  companies  with  wide 
spread  stock  ownership  and  profit 
sharing  by  the  worker, — are  living 
the  best  answer  to  the  rabble  rouser. 


HOWLAND  and  HOWLAND,  INC. 

1  East  54  Street 
New  York  22,  N.  Y. 


P.S. —  If  you  have  not  as  yet  set  up  your  profit 
sharing  plan,  write — The  Council  of  Profit 
Sharing  Industries,  400  West  Madison  St., 
Chicago  6,  Illinois.  They  will  be  glad  to 
send  you  outlines  of  numerous  plans. 


t^rwin  J  C^oii 


f)  ★  ★  ★ 

umn 


P.P.S.  We  are  glad  to  send  you  a  copy  of  ours  (it 
has  been  approved  by  the  Internal  Revenue 
Service.) 


w  OULDNT  IT  BE  nice  to  be  able  to  write  for  newspapers  without  | 
making  people  mad  and  without  making  mistakes?  Eldon  Roark,  Memphu 
Press-Scimitar  columnist,  discovered  Mrs.  R.  H.  (Miss  Mazie)  Glenn,  85, 
who  has  written  the  Noxapater,  Miss.,  “notes”  for  the  Louisville  (Miss.) 
Winston  County  Journal  for  M  years,  missing  only  three  issues,  and 
making  only  one  person  angry — caused  by  a  typographical  error.  William 
N.  Scanlan,  public  relations.  Boot  and  Shoe  Workers’  Union,  Boston, 
writes:  “We  have  never  seen  E&P  represented  in  your  Short  Takes 
feature,  though  the  book  rarely  is  without  quotable  bloopers.  We  enjoy 
reading  about  the  typographical  foibles  of  newspapers  everywhere,  bnt 
we’d  like  to  feel  that  E&P  can  take  a  poke  as  well  as  hand  one  out.” 

We  do  reprint  E&P’s  errors  in  Short  Takes  sometimes  but  most  are  not 
funny  enough  to  he  quotable.  Usually,  it  takes  a  fancy  subject  like  i 
wedding  to  offer  really  amusing  errors.  Mr.  Scanlan’s  offerings  from 
E&P:  “How  does  it  feel  to  have  the  foot  on  the  other  shoe?  He’s  it 
the  typewriter  at  8  works  until  6  a.m.  (iood  pubic  relations.” 

— Arthur  Hays  Sulzberger,  Chairman  of  the  Board  and  Pnk- 
lisher  of  the  Netv  York  Times,  sometimes  exercises  his  puekiifc 
sense  of  humor  in  a  witty  letter-to>the.editor  of  the  Times.  They 
invariably  are  signed  A.  Aitchess,  which,  being  interpreted,  meant 
A.H.S.  Mr.  A.  Aitchess’  latest  letter:  “I  am  impressed  with  the 
work  of  Congo,  the  chimpanzee  pictured  in  the  New  York  Tima 
of  Sept.  19.  His  painting  shows  the  freedom  that  is  essential  ts 
true  art.  His  brush  stroke  is  firm,  untainted  by  the  neo-Raphael- 
ites  whose  tawdry  work  takes  up  so  much  space  in  what  should  bt 
our  great  museums.  Surely  we  should  have  some  examples  af 
!  his  art  in  the  Archeum  which  Frank  Lloyd  Wright  has  designed 
I  and  which  is  now  being  erected  on  Fifth  Avenue.  Only  a  mile  er 
so  south  on  the  other  side  of  the  street  is  the  other  monkey 
house.” 

—Managing  Editor  George  Beebe,  Miami  Herald,  just  home  fitim 
South  America,  writes:  “I  have  spent  a  lot  of  time  in  newspaper  plaati 
in  the  23  years  I  have  heen  in  the  business,  but  I  had  to  go  to  StMtk 
'  America  to  learn  what  it  is  like  to  sleep  three  nights  over  a  pressrooo. 
The  first  seven  floors  of  the  new  Hotel  Juaraqua  are  occupied  by 
0  Estado,  one  of  the  leading  newspapers  in  Brazil.  Incidentally,  I  cooldl^ 
hear  the  presses.  The  building  is  well  sound-proofed.  The  paper  maka  i 
tidy  profit  from  its  hotel  lease.”  .  .  .  The  Winnipeg  (Man.)  Free  Prtst 
organized  a  “tongue-in-cheek”  expedition  to  capture  a  35-foot  monstet 
with  head  like  a  horse,  reported  to  infest  Lake  Manitoba.  Staff  writen 
A1  Finkelstein  and  Mike  Best  led  the  hunt  to  the  supposed  lair.  The 
Free  Press  observed  editorially:  “A  good  monster  is  something  thi» 
province  has  lacked  since  Plesiosaurus  swam  in  the  Cretacebus  seas  (d 
Manitoba  fifty  million  years  ago.”  A  frogman  and  Indian  guide  woe 
in  the  party  and  the  reporters  decked  themselves  in  pith  helmits  lad 
one  posed  in  a  suit  of  armor  complete  with  spear,  regulation  monster¬ 
hunting  equipment,  for  picture  purposes.  Chief  photographer  Jack  Ablefl 
prepared  a  photo-montage  of  the  extraordinary  expedition.  Mr.  Finkel- 
stein’s  expense  account  listed  monster  food  and  Indian  heads. 

Ntimher^s  Up 

And  now  upon  the  copy 
Inflation’s  made  its  sortie. 

The  business  page  writers 
End  last  taken  with  “Fortie.” 

— Fred  J.  Curran 

Wisconsin  State  Journal  (Madison) 

— Usually  astute  Dr.  John  Tebbel,  chairman  of  the  Department  <d  | 
Journalism  of  New  York  University,  in  a  kindly  or  careless  moment, 
invited  me  to  be  instructor  of  a  night  class  on  newspaper  promotion— 
so  just  call  me  the  Ole  Perfesser.  .  .  .  When  R.  R.  (Scoop)  Coatefc 
Reaver  (Pa.)  Valley  Times  columnist,  was  a  copyreader  on  the  Detreit 
Times  years  ago  he  was  alone  in  the  city  room  at  2:30  a.m.  A  fellov 
without  a  hat  and  with  an  old  rump-sprung  red  sweater  on  came  in  and 
said:  “I’m  Arthur  Brisbane  and  I  want  to  get  in  immediate  touch  with 
Henry  Montgomery,  your  managing  editor.”  “I’m  pleased  to  meet  you. 
Art,”  replied  brash  young  Coates.  “I’m  Horace  Greeley.”  When  the 
visitor  protested  further  his  true  identity,  Coates  asked:  “Did  you  leave 
poor  old  Randolph  waiting  in  yonder  dim  corridor?”  “No,”  the  visitor 
sighed  grimly,  “Mr.  Hearst  is  aboard  his  private  car  down  at  the  station 
We  are  on  our  way  to  the  Coast  and  have  a  brief  switching  delay. 
Just  then  a  police  reporter  rang  the  city  room  and  told  the  still  doubtfm 
copyreader  that  a  private  car  was  on  the  siding  at  the  station  and 
him  to  guess  its  owner.  “Not  William  Randolph  Hearst?”  asked  Mr. 
Coates.  “How  did  you  know?”  the  reporter  gasped.  .  .  .  And  the  libranu 
at  the  Staten  Island  (N.Y.)  Advance  was  somewhat  taken  aback 
he  reprimanded  a  little  man  who  had  not  replaced  some  files  he  hw 
been  reading  and  an  associate  whispered  to  him  it  was  the  owner  of  that 
and  many  other  newspapers — S.  I.  Newhouse.  i 

EDITOR  8i  PUBLISHER  for  September  28,  1957 


WANT  MORE... 

FAMILIES  WITH  MORE  CHILDREN 


Yes!  It's  a  fact  that  the  Star-Ledger  families  have  more  and 
younger  children  and  more  of  them  own  their  own  home  than 
those  of  the  evening  paper!  These  are  your  BEST  customers... 
they  buy  more  food,  more  clothing,  more  home  needs  and 
more  cars!  You  reach  more  than  220,000  of  them  daily  and 
over  360,000  on  Sunday  and  at  a  27%  LOWER  milline  rate! 


There  are  many  MORE  important  facts  about  these  young 
home-owning  families  that  will  help  give  you  a  new,  up-to-the- 
minute  idea  about  this  rich  market  area,  revealed  in  our  most 
recent  survey  of  the  multi-billion  dollar  Tri-county  New  Jersey 
market  area  of  Essex,  Union  and  Middlesex.  Take  a  new  look 
at  New  Jersey. .  .we'd  like  to  tell  you  more! 


REPRESENTED  NATIONAUY  BY  MOLONEY,  REGAN  AND  SCHMITT,  INC. 

Largest  Sunday  and  Largest  Morning  Circulation  in  New  Jersey! 
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Important  Conference 

The  importance  of  the  ROP  Color  CJonference  in  Chicago  this  week 
goes  far  be\'ond  its  valuable  contributions  to  newspaper  color 
printing.  It  should  be  of  benefit,  as  should  all  future  color  confer¬ 
ences,  to  new  spaper  advertising  per  se. 

In  the  past,  newspaper  publishers  and  admen  have  invited  ad 
agency  executix  es  and  their  clients  to  attend  national  conferences  and 
to  make  occasional  speeches.  The  color  Conference  inaugurated  a 
vear  ago  bv  the  American  Association  of  New'spaper  Representatives 
has  brought  together  for  the  first  time  the  creators  and  buyers  of 
national  advertising,  those  w’ho  prepare  the  materials  and  make  the 
equipment,  and  those  who  print  the  ads,  not  to  mention  some  of  those 
w’ho  pav  the  bills— the  advertisers. 

The  record  shows  that  the  first  Color  Conference  more  than 
serx^ed  its  purpose  admirably.  Not  only  has  there  been  better  nexvs- 
paper  color  advertising  reproduction,  but  there  has  been  a  lot  more 
of  it  and  there  is  eviclence  that  some  of  the  problems  inv'olved  are 
being  ironed  out  both  on  the  creative  and  mechanical  sides.  This 
second  Color  Conference  should  prove  even  more  productive  of  ejuan- 
tity  and  (jualitv  in  ROP  color  advertising. 

If  the  tempo  of  interest  and  attendance  can  be  maintained  in  the 
future  (about  1,0(K)  attended  this  xveek),  this  conference  might  xvell 
become  the  most  important  annual  meeting  in  the  nexvspaper  busi¬ 
ness  and  act  as  effectixely  in  the  interest  of  all  nexvspaper  adx'^ertising 
as  it  does  for  ROP  color  adx^ertising  because  it  offers  a  common  meet¬ 
ing  place  for  all  concerned. 

Expanded  Cotor  Awards 

15  nexxspaper  xvinners  of  Editor  &  Publisher’s  first  ROP 
Color  Aw'ards  announced  in  this  issue  can  feel  justly  proud  of 
their  accomplishment  because  their  entries  were  selected  as  the  best 
of  1,800  submitted  to  the  judges.  The  judges,  all  experts  in  this  field, 
had  a  difficult  task  because  of  the  high  quality  of  all  the  entries.  The 
non-xvinners  also  could  be  proud  of  their  xx'ork  xx'hich  xvas  displayed 
at  the  ROP  Color  Conference  this  xx^eek  and  xvas  closelx'  examined  bx 
most  of  those  in  attendance. 

These  axvards  xvill  be  repeated  at  the  1958  Color  Conference 
xvhich  will  be  held  in  New'  York  City.  E  &  P  hopes  that  newspaper  ad 
managers  and  production  men  xx'ill  start  noxv  to  select  their  best  xx'ork 
for  entry. 

Arthur  Porter,  vicepresident  and  media  director  for  |.  Walter 
Thompson  Company,  New  York,  suggested  at  the  Chicago  meeting 
that  in  addition  to  these  axvards  recognizing  excellence  of  newspaper 
reproduction  there  should  be  some  “Oscars”  or  “Emmys”  for  adver¬ 
tisers  and  agencies  that  demonstrate  the  most  expert  use  of  the 
medium  in  copy,  layout  and  use  of  color.  (At  the  present  time,  agen¬ 
cies  and  advertisers  xvho  place  the  ad  receive  certificates  xx'hen  a 
newspaper  xvins  an  axx'ard  for  reproduction.) 

We  think  that  is  an  excellent  recommendation  and  E  &  P  xvill 
explore  the  possibilities  of  expanding  its  present  Color  Axvards  to 
include  such  further  recognition  of  the  xvork  done  bv  advertisers  and 
agencies. 


ff  alk  worthy  of  God,  who  hath  called 
you  unto  Hi»  kingdom  and  glory. 

— 1  The»»alonian».  11;  12. 
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letters 

NOT  SO  IN  DUBUQUE 

Perhaps  Professor  Steigleman  should 
practice  what  he  preaches  to  us  everyday 
reporters  and  do  a  more  thorough  job 
of  reporting  before  making  a  statement. 

In  the  Sept.  7  issue  of  E  &  P  be  cited 
new  stories  which  left  “unanswered  ques¬ 
tions.”  His  lead  example  obviously  referred 
to  the  capture  March  31,  1953  near 
Dubuque,  Iowa,  of  Fred  E.  McManus, 
the  Marine  who  had  killed  five  persons. 

Professor  Steigleman  stated  “every  press 
and  special  story  carried”  a  sentence  tell¬ 
ing  of  the  youth’s  capture  by  an  Iowa 
highway  patrolman,  but  implied  that  none 
explained  why  the  patrolman  stopped  “that 
particular  car.” 

Readers  of  the  Dubuque  Telegraph- 
Herald  (the  local  paper  in  this  case) 
weren’t  left  in  wonderment,  as  Professor 
Steigleman  said  “hundreds  of  readers” 
were.  My  wife,  the  former  Ann  Guest  and 
the  T-H  police  reporter  at  the  time, 
covered  the  story  of  the  capture  giving 
the  full  details. 

Why  the  professor  didn’t  check  the  local 
paper  before  implying  that  no  reporter 
got  the  fact  remains  a  mysterv  to  us. 

Kenneth  A.  Germ.anson 
4161  S.  Clement  Ave. 

Milwaukee  7,  Wis. 

OOPS! 

Prof.  Steigleman’s  observations  and  con¬ 
structive  criticism  of  the  reporting  profes¬ 
sion  should  do  us  all  some  good. 

While  he  scores  the  ink-stained  wretches 
for  their  laziness  and  inaccuracy,  however, 
I  believe  he  committed  an  error  in  his 
Sept.  14,  installment. 

On  page  70,  he  relates  how  “Bill  Veeck 
was  riding  high  as  general  manager  of  the 
St.  Louis  Cardinals.  .  .  .” 

Although  he  is  famous  for  making  the 
open-necked  short  shirt  fashionable,  Mr. 
Veeck  is  not  famous  for  heading  the 
Cardinal  front  office. 

He  had  an  ill-fated  tenn  with  the  St. 
Louis  Browns  in  that  capacity  after  leaving 
the  Cleveland  Indians.  The  “Browns”  can 
now  be  found  on  selected  afternoons  and 
evenings,  cavorting  in  Baltimore,  Md.,  as 
“Orioles.” 

Although  no  longer  a  sportswriter,  I 
sympathize  with  Prof.  Steigleman  and  his 
“slip  of  the  typewriter.” 

Robert  M.  Stiff 

1150  Garden  Rd., 

Willoughby,  Ohio 

PRINTERS 

The  management  of  the  new  weekly  in 
the  Manchester  area.  Eastern  News  must 
have  been  somewhat  perplexed  to  read  in 
E  &  P  that  it  is  operating  “under  the 
banner”  of  the  West  Hartford  News.  As 
printers,  we  are  under  contract  with  Pub¬ 
lisher  Russell  Broderick  to  produce  his 
paper.  That  is  the  sum  of  our  business 
relationship. 

Bice  Ci.emow 

Publisher, 

West  Hartford  (Conn.)  .Veits 
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BY  WHAT  AUTHORITY? 

In  the  Sept.  21  issue.  Page  62,  is  a 
one  graph  report  from  New  Orleans  which 
says  that  the  International  Association  of 
Fire  Chiefs  adopted  a  resolution  urging 
the  Federal  Communications  Commission 
to  restrain  radio  and  TV  stations  from 
broadcasting  disaster  reports  until  at  least 
15  minutes  after  they  occur. 

Since  when  does  the  Federal  Communi¬ 
cations  Commission  have  the  power  of 
censorship  over  news— or  programs  of  any 
nature,  for  that  matter? 

Pat  Kelly 

Augusta  (Ga. )  Herald 


ON  LUXON’S  SIDE 

On  page  65  of  the  Sept.  7th  issue 
there  was  a  story  to  the  efi^ect  that  Dean 
Norval  N.  Luxon  of  North  Carolina,  the 
retiring  president  of  the  Association  on 
Education  for  Journalism,  was  denied 
election  to  the  American  Council  on  Edu¬ 
cation  for  Journalism  because  of  statements 
at  the  Boston  teachers  convention  favoring 
the  weeding  out  of  certain  schixils  of  jour¬ 
nalism.  It  was  intimated  that  my  election 
in  his  place  was  a  rebuke  to  him  for  his 
statement  of  his  policies.  .\s  I  read  it,  it 
apfieared  as  though  I  were  “soft”  on 
standards  of  journalism  advocated  by 
Dean  Luxon. 

I  was  unaware  at  the  time  that  any 
such  issue  had  arisen.  For  the  sake  of 
the  record  I  would  like  it  to  be  known 
that  had  Dean  Luxon’s  propo.sals  come 
to  a  vote,  I  should  have  voti^  for  them. 

Henry  Ladd  Smith 
University  of  Wa.shington, 

School  of  Communications, 

Seattle,  Wash. 


NO  ADS  ON  PAY.TV 

The  suggestion  by  William  B.  Lewis  in 
the  article  by  Philip  N.  Schuyler  (Aug.  17) 
concerning  pay-TV  advertising  is  about  as 
far  out-of-line  as  the  idea  of  pay-as-you-see 
TV  itself. 

The  idea  of  pay-TV  receiving  income  as 
do  newspapers  and  magazines  is  not  con¬ 
sistent.  The  general  public  pays  for  the 
right  to  read  the  newspapers  and  magazines 
by  paying  the  subscriptions  or  off  the 
stands,  and  also  by  purchasing  goods  from 
advertisers  in  those  newspapers  and  maga¬ 
zines.  They  also  buy  goods  from  TV  or 
radio  advertising  firms.  The  purchase  price 
of  a  newspaper  or  magazine  can  certainly 
be  similar  to  that  of  buying  a  TV  set.  The 
public  certainly  doesn’t  hand  the  postman 
money  for  postage  every  time  a  magazine 
is  delivered.  If  Mr.  Lewis  does  that,  he 
certainly  is  being  “taken  for  a  ride,”  and 
the  first  in  the  world  to  do  so. 


Phoenix.  .Arizona 


Estey  I.  Reed 
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15  Winners  Awarded  Prizes 
In  E&P  ROP  Color  Contest 


Presentation  of  Certificates, 
Plaques  Made  at  Second  Parley 


ing.  (W.  C.  Edwards,  vicepresi¬ 
dent).  Advertiser:  Standard 
Oil  Co.  (Wesley  I.  Nunn,  ad¬ 
vertising  manager). 


Chicago 

Fifteen  winners  of  Editor  &  Publisher’s  first  annual 
ROP  Color  Contest  received  plaques  and  certificates  this 
week  from  Robert  U.  Brown,  president  and  editor  of  E&P, 
during  the  Second  Annual  ROP  Color  Conference  here. 
Plaques  were  awarded  to  the  newspapers  and  certificates 
went  to  advertisers  and  their  agencies.  The  presentations 
were  made  at  the  Conference  dinner  Tuesday  night. 


Winners  of  the  contest,  co¬ 
sponsored  by  the  American  As¬ 
sociation  of  Newspaper  Repre¬ 
sentatives,  the  Advertising 
Agency  Production  Men’s  Club 
of  Chicago,  and  the  Art  Di¬ 
rectors’  Club  of  Chicago,  were 
selected  by  a  panel  of  seven 
screening  jurors  and  three 
final  judges  from  a  total  of 
1800  entries  submitted  by  150 
newspapers. 

Rules  of  the  contest  called 
for  naming  12  winners  from 
two  subject  groups — food  and 
general — each  containing  12 
classifications  of  national  or 
general  rate  ROP  color  ads. 
However,  ties  in  three  classifi¬ 
cations  brought  the  total  num¬ 
ber  of  winners  from  12  to  15. 

The  Winners 

Winners  for  their  outstand¬ 
ing  ROP  newspaper  color  re¬ 
production  of  national  adver¬ 
tising,  with  name  of  person 
accepting  award,  follow: 

FOOD  SUBJECTS— 3  Col¬ 
ors  and  Black: 

(Circulation  under  100,000) 

Davenport  (Iowa)  Newspa¬ 
pers,  Inc.  (David  Gottlieb,  busi¬ 
ness  manager).  Agency:  Mc¬ 
Cann  -  Erickson,  Inc.  (Harry 
Burrell,  production  manager) . 
Advertiser :  Anderson  Clayton 
&  Co.,  Capri  Salad  Oil. 

(Circulation  of  100,000  to 
500,000) — a  tie. 

Newark  (N.J.)  Star  Ledger. 
(William  Schmitt  of  Moloney, 
Regan  &  Schmitt).  Agency: 
Needham,  Louis  &  Brorby,  Inc. 
(W.  R.  Fowler,  senior  vice- 
president)  .  Advertiser :  Kraft 


Foods  Co.  (Redmond  Hogan, 
product  advertising  manager). 
Milwaukee  (Wis.)  Journal. 
(Robert  K.  Drew,  advertising 
director).  Agency:  Rutledge  & 
Lilienfeld.  (Larry  Rubin,  ac¬ 
count  executive).  Advertiser: 
Realemon- Puritan  Co.  (A.  W. 
Lundell,  advertising  manager). 

(Circulation  over  500,000) 
— a  tie. 

Chicago  (Ill.)  Tribune.  (Fred 
Shafer,  manager  copy  and  art 
department).  Agency:  Kenyon 
&  Eckhardt.  (William  Haworth, 
K&E  regional  representative) . 
Advertiser:  Pepsi -Cola  Co. 
(Robert  Warden). 

Philadelphia  (Pa.)  Bulletin. 
(Joseph  Elliott,  administrative 
assistant).  Agency:  A1  Paul 
Lefton.  (Herschell  Brown,  gen¬ 
eral  manager).  Advertiser: 
Sylvan  Seal  Milk,  Inc.,  Sylvan 
Seal  Ice  Cream.  (S.  W.  Pender- 
gast,  sales  manager). 

GENERAL  SUBJECTS—  3 
Colors  and  Black: 

(Circulation  under  100,000) 
Tacoma  (Wash.)  News  Trib¬ 
une.  (Charles  Purdy,  mechani¬ 
cal  superintendent).  Agency: 
Miller,  Mackay,  Hoeck  &  Hart- 
ung,  Inc.  (W.  E.  McCauley, 
Sawyer,  Ferguson  &  Walker). 
Advertiser:  Sicks’  Brewing  & 
Malting  Co.,  Rainier  Beer.  (Mr. 
McCauley) . 

(Circulation  of  100,000  to 
500,000)— a  tie. 

Peoria  (Ill.)  Journal  Star. 
(Gus  Vergon,  night  pressroom 
superintendent,  and  Chalmers 
Cloyd,  night  stereo  superintend¬ 
ent).  Agency:  D’Arcy  Advertis¬ 


Miami  (Fla.)  Herald.  (Les 
Griner,  mechanical  superin¬ 
tendent,  Knight  Newspapers). 
Agency:  Donahue  &  Coe.  (Wal¬ 
ter  Weir,  executive  vicepresi¬ 
dent).  Advertiser :  L  o  e  w  ’  s 
MGM  (Teahouse  of  the  August 
Moon). 

(Circulation  over  500,000) 

Chicago  (Ill.)  Tribune. 
(A1  Drier,  general  advertising 
manager).  Agency:  J.  Walter 
Thompson  Co.  (John  J.  Mor¬ 
rissey,  account  supervisor). 
Advertiser:  Joseph  Schlitz 
Brewing  Co.  (F.  L.  Smawley, 
assistant  advertising  man¬ 
ager). 

FOOD  SUBJECTS— 1  Color 
and  Black: 

(Circulation  under  100,000) 

Scranton  ( Pa. )  Times. 
(Thomas  L.  Moran,  general 
manager).  Agency:  N.  W. 
Ayer  &  Son,  Inc.  (Harry  Suse- 
mihl,  manager  of  printing  de¬ 
partment).  Advertiser:  Dole 
Pineapple. 

(Circulation  of  100,000  to 
500,000) 

Cleveland  ( Ohio)  News. 
(Arnold  Crane,  general  adver¬ 
tising  manager).  Agency : 
Maxon,  Inc.  (Hunter  Hendee). 
Advertiser:  H.  J.  Heinz  Co. 
(Arthur  Dimond,  advertising 
manager). 

(Circulation  over  500,000) 

Philadelphia  (Pa.)  Bulletin. 
(Joseph  Elliott,  administrative 
assistant).  Agency:  Maxon,  Inc, 
(Hunter  Hendee).  Advertiser; 
H.  J.  Heinz  Co.  (Mr.  Dimond). 

GENERAL  SUBJECTS— 1 
Color  and  Black: 

(Circulation  under  100,000) 

Portland  (Me.)  Press  Her¬ 
ald-Express.  (Mrs.  Dorothy 
Roderick,  national  advertising 
manager).  Agency:  Lennen  & 
Newell,  Inc.  (Dale  Anderson, 
account  supervisor) .  Adver¬ 
tiser:  P.  Lorillard  Co.  (Wil¬ 
liam  Jordan,  sales  representa¬ 
tive). 
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Reader^s  Guide 
To  Color  Coverage 

Important  stories  on  the 
.second  annual  ROP  Newspaper 


Color  Conference  include: 

E&P’s  Color  Awards  _  9 

General  Mills’  Study  _  IP 

Huge  Linage  Increase 

Forecast  .  1 1 

New  York 

Hicktown  Colorw’ise  _  17 

Admen  Must  Better 

Ad  Preparation  _  20 

Color  Offers  Assets, 

Problems  .  22 

How  Wilson  Merchandises 

Color  . 28 

R.  Hoe  Sets  Fashion  Bow  ..  30 
Partial  Page  Key  to  Growth  32 
Color  Challenges 

Art  Directors  .  58 

New  Ink  Testing  Service 

Described  .  64 

.‘>-to-l  Ratio  of  Responses  77 


(Circulation  of  100,000  to 
500,000) 

Spokane  (Wash.)  Daily 
Chronicle.  (Donald  G.  Scott, 
mechanical  superintendent). 
Agency:  McCann-Erickson,  Inc. 
(Foster  Wick,  account  execu¬ 
tive).  Advertiser:  Carter  Oil 
Co.  (Foster  Wick). 

(Circulation  over  500,000) 

Chicago  ( Ill. )  Tribune. 
(Harold  Grumhaus,  production 
manager).  Agency:  Leo  Bur¬ 
nett.  (Lee  Stanley,  vicepresi¬ 
dent-manager  of  art  depart¬ 
ment).  Advertiser:  Philip  Mor¬ 
ris  &  Co.,  Inc.  (Lee  Stanley). 

Recapitulation 

A  recapitulation  of  the 
award  winners  shows  that  the 
Chicago  Tribune  received  three 
awards  while  the  Philadelphia 
Bulletin  won  two.  Two  of  the 
winning  ads  were  placed  by 
McCann-Erickson,  and  two 
were  placed  by  Maxon.  H.  J. 
Heinz  Co.  won  awards  in  two 
circulation  groups. 

According  to  Dr.  Albert  A. 
Sutton,  Department  of  Graphic 
Arts,  Medill  School  of  Jour¬ 
nalism,  Northwestern  Univer¬ 
sity,  and  chairman  of  the 
judg^es,  a  newspaper’s  circula¬ 
tion  had  little,  or  no  bearing 
on  the  quality  of  reproduction, 
“especially  in  the  two-color 
classification.’’ 

(Continued  on  page  85) 
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General  Mills  Probes 


‘Guts  of  ROP  Color’ 


Chicago  txiday  is  how  to  accelerate  this 
C.  W.  Plattes,  manager  of  dynamism.  How  can  the  food 
cereal  advertising  for  General  advertiser,  and  for  that  matter 
Mills,  probed  before  the  Color  other  advertisers  as  well,  team 
Conference  this  week  what  he  up  with  the  newspaper  industry 
called  the  “guts  of  ROP  color”,  to  hurry  things  along?  Have 
or,  in  fancier  language,  the  you  ever  talked  about  the  ad- 
“sales  generating  dynamics  of  vantages  of  less  than  four  color 
the  medium.”  printing? 

What  he  had  to  say  is  of  .  “Relatively  little  if  any  sell- 
special  interest.  General  Mills  effort  has  been  placed 

made  a  large-scale  test  of  color  against  Uvo  and  three  color  ad- 
in  newspapers  during  the  past  ^^rtising.  Yet  for  certain  types 

of  copy,  fewer  inks  have  greater 
advantages.  We  find  it  difficult 


Escorting  "Miss  ROP"  .are  Vernon  Spiteleri,  Ste-Hi  Corporation,  and 
Frank  Stolz,  production  manager  of  Batten.  Barton,  Durstine  &  Osborn. 
"Miss  ROP"  is  Joyce  Atkinson  of  Chicago. 


year. 

“Research  is  still  needed  to 
find  out  how  best  to  use  ROP 
color,”  Mr.  Plattes  said  in  an 
interview  with  Editor  &  Pub¬ 
lisher.  “As  we  used  it  in  Min¬ 
neapolis,  Chicago  and  Mil-  ^  -i  t-.-  i.  j- 

waukee,  it  left  some  questions  \^ntforrmty.  First  of 


to  get  information  on  reader- 
ship,  cost  and  other  factors  in¬ 
volved  in  a  campaign  based  on 
less  than  four  color  printing. 

“Even  more  challenging  is 


unanswered. 


all,  uniformity  or  reproduction. 
^  Even  after  allowance  for  the 

But  we  at  General  Mills  are  register  and  ink  fadeouts  of 
continuing  to  use  ROP  color,  changes,  a  great  job  needs 


Another  major  campaign 
under  consideration.  It  is 
question  of  how  color  should  be 
used  that  is  the  guts  of  the  unifonnitv  haunts  the 


to  be  done  here.  There  is  an 
alarming  lack  of  uniformity 
among  newspapers.  The  lack 


matter.” 


food  advertiser;  it  is  costing 


According  to  information  re-  you  millions  in  advertising  dol- 
cently  published  to  stockholders,  lars  that  would  otherwise  be 
General  Mills  is  investing  $23  scheduled. 


million  in  advertising.  Mr.  Plat 
tes  said  that  was  roughly  di¬ 
vided  into  60 '/r  TV  and  40% 
print. 


Harsh  Premiums 


“Rate  structures.  The  dif¬ 
ferences  in  costs  among  ROP 
color  newspapers  are  fewer 
than  they  were,  but  they  are 
“Today  ROP  newspaper  color  formidable.  On  a  cost  per 
fairly  bristles  with  dynamic  thousand  basis  the  national  ad- 
u  •  u  •  1.  i.  X  vertiser  pays  often  harsh  and 

growth — which  is  a  happy  state  ,  .  ,  ,  •  , , 

,  ™  ,  XV.  c  A  A  X  highly  variable  premiums. 


W.  C.  Savage,  advertising  director.  Cincinnati  Post,  and  M.  J.  Butler, 
assistant  business  manager,  Houston  Chronicle. 


Less  Than  4-Color? 


of  affairs  for  the  food  industry, 
with  its  primary  dependence  on 
appetite  appeal  in  advertising,” 
Mr.  Plattes  told  the  Conference. 

“But  the  question  before  us 


Comparing  ROP  notes:  Victor 
Free,  Pittsburgh  Press,  and  L.  F. 
Newmyer,  Toledo  Blade. 


“Lack  of  color  in  major 
markets.  New  York  is  the  clas¬ 
sic  example.  The  creative  peo¬ 
ple  in  the  ad  agencies  do  not 
see  ROP  color  because  it  isn’t 
available.  So  how  about  your 
mailing  these  agencies  tear 
sheets  from  major  national 
campaigns  in  your  newspaper? 

“In  line  with  this,  a  further 
project  of  periodically  compil¬ 
ing  who  uses  color  and  to  what 
extent  might  be  undertaken. 
Frequent  reminders  to  adver¬ 
tising  people  of  the  blue  chip 
manufacturers  and  aggressive 
retailers  who  are  utilizing  a 
new  medium  is  bound  to  be  im¬ 
pressive. 

“How  about  taking  us  food 
advertisers  into  your  confi¬ 
dence  on  your  production  prob¬ 
lems?  Some  of  us  don’t  know 
the  difference  between  Bista 
mats  and  electros,  and  others 
don’t  even  know  what  the  ‘wire’ 
side  of  a  news  sheet  is — let 
alone  that  it  is  to  be  avoided 


for  newspaper  color  printing. 
Any  difficulties  which  you  have 
had  in  reproducing  copy  from 
particular  types  of  materials 
should  be  mentioned  to  adver¬ 
tising  agency  production  peo¬ 
ple  with  examples  of  what  you 
are  talking  about. 

“And  how  about  more  re¬ 
search?  The  Milwaukee  Journal 
ColoROPtics  data  was  tremen¬ 
dous.  Among  other  things  it 
showed  as  only  comparative 
study  can  the  built-in  dynamic 
impact  of  the  newspaper  color 
ad.  The  Minneapolis  Star  is 
doing  some  fine  work  on  im¬ 
pressions  and  playback  in  co¬ 
operation  with  the  University 
of  Minnesota.  We  need  more 
of  this  type  of  research.  How 
about  a  study  comparing  the 
especially  designed  black  and 
white  ad  with  the  specifically 
designed  color  ad?  The  two 
color  with  the  three  color,  and 
both  with  the  four-color?  The 
restrained  versus  the  garish 
use?  Photographic  color  versus 
the  artist’s  product?  Fractional 
pages  versus  full  pages. 

Editorial  Use 

“How  about  showing  the  dy¬ 


namics  of  ROP  color  in  your 
news  columns?  Certain  news¬ 
papers,  including  our  own  Min¬ 
neapolis  Star,  are  doing  just 
that — and  doing  it  well.  Color 
has  many  advantages,  and 
what  better  way  is  there  of 
demonstrating  them  than  in  the 
editorial  content  of  your  news¬ 
paper? 

“Today,  in  buying  a  national 
market,  the  advertisement 
should  begin  with  the  newspa¬ 
pers  involved.  Then  it  should  be 
created  in  such  a  manner  so 
that  the  smallest  newspaper  in 
the  schedule  can  print  it  beauti¬ 
fully.  It  follows  then  that  the 
larger  newspapers  will  take  it 
like  a  breeze.  This  rule  of 
thumb,  if  applied  with  all  na¬ 
tional  schedules,  would  save  a 
lot  of  repro  headaches. 

“We  need  more  documented 
sales  stories,  market  research 
if  you  please — and  many  of 
these  should  come  from  the 
advertiser.  An  impoi-tant  point 
to  remember  is  that  newspaper 
color  of  and  by  itself  is  no  in¬ 
surance  against  poor  advertis¬ 
ing.  It  is  no  panacea.  And  it  is 
(Continued  on  page  77) 
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Vast  Increases  in  ROP  Color 
Are  Predicted  for  1958 


Success  Stories  To  Spur 
Growth;  Improvement  Noted 

By  Philip  N.  Schuyler 


Mr.  Sawyer  also  expressed 
his  belief  that,  with  more  than 
600  newspapers  printing  color, 
“the  time  had  arrived  for  the 
directing  heads  of  the  Bureau 
of  Advertising  (ANPA)  to 
Chic  ago  consider  setting  up  a  special 
Impressive  increases  in  ROP  newspaper  color  were  department  for  the  promotion 
predicted  for  1958  both  directly  bv  speakers  and  impliedly  advertising, 

in  the  record  crowd  of  nearly  1,000  attending  the  Second  sessions  was  Laurence  T. 

.\nnual  ROP  Color  Conference  here  Sept.  23-24-25.  Knott,  vicepresident  of  the 

Certain  to  spur  growth  were  the  success  stories  told  of  Chicago  Sun-Times. 
phenomenal  sales  achieved  through  the  impact  of  color  plus  “Recent  Publication  Research 
the  penetration  of  local  newspaper  circulation. 

Arthur  A.  Porter,  vicepresi-  - - - 


dent  and  media  director  of  J. 
Walter  Thompson  Company, 


Discounts  Asked 


studies  of  newspaper  readers 
reveal  that  people  remember 
color  ads  five  and  six  days 
longer  than  the  same  ads  in 


New  York,  predicting  increases  „  *  ‘ 

- - Sawyer,  of  Sawyer-Ferguson 


Mr.  Porter  also  joined  J.  H.  black  and  white,”  he  said. 


both  from  his  agency  and  from 
advertisers  generally,  sug- 


&  Walker  Co.,  conference  chair- 


‘The  greatest  tribute  and 
endorsement  of  newspapers  as 


man,  in  calling  for  quantity  a  medium  of  mass  communica- 


Sunday  supplements. 


color,  while  clinging  resolutely 


Knott  said. 

Success  Stories 
An  explosive  purveyor  of 
ROP  success  stories  was 


strategy  for  waking  frequency  discounts  on  tion  is  the  fact  that  they  could 

xf  called  competition  survive  and  even  grow  in  a 

New  York  City,  where,  as  yet,  radio,  TV,  magazines  and  world  of  vivid  and  exciting 
only  two  of  seven  dailies  offer  supplements.  color,  while  clinging  resolutely 

Porter  told  of  a  survey  “Today  the  widespread  avail-  same  black  and  white  in 

he  conducted  amone  90  adver-  ability  of  ROP  color  makes  our  jbich  printing  has  been  done 
LT  aTncy  .  Z,  ".edlum  a  better  advertisiag  500  year,."  Mr. 

proved  to  his  satisfaction  that  than  ever  before,  Mr. 

"key  creative  people  need  to  Sawyer  said,  opening  the  con- 
be  made  familiar  with  the  im-  fcrence.  ‘Beyond  any  doubt, 

pact,  the  power  and  the  in-  brightest  opportunity  for  _  _  _ 

creased  opportunity  for  reader-  increased  linage  lies  in  ROP  Robert  N.  Weed,  representing 
ship  that  is  contained  in  daily  In  tenns  of  basic  values,  ^jje  National  Newspaper  Pro¬ 
color  advertising.”  newspaper  now  stands  motion  Association.  At  his 

Mr.  Porter’s  suggestion  was  bead  and  shoulders  above  any  j-jg^t  hand  at  the  speaker’s 
that  a  list  of  about  600  key  nfber  medium,  print  or  broad-  rostrum  Mr.  Weed  had  a  CO  2 
creative  people  in  New  York  cylinder  device  that  blew  off 

agencies — copy  writers  and  art  “It  is  clear  that  the  stage  simulated  steam  to  emphasize 
directors — be  sent  weekly  ex-  is  set  for  newspapers  to  make  each  point  he  made  favoring 
atnples  of  outstanding  color  ROP  color  more  attractive  to  ROP. 

advertisements  as  printed  by  buy  via  group  frequency  and  In  brief  here  are  some  of 
newspapers  outside  the  metro-  volume  discounts,  with  the  the  ROP  success  stories  as  told 
politan  area.  Another  idea  he  publishers  and  their  represent-  by  Mr.  Weed: 
advanced  was  to  take  black  atives  joining  hands  with  each  Hardwick’s  rug  sale  in  the 
and  white  ads  and  have  a  good  other  to  promote  the  increased  Philadelphia  Bulletin,  a  simple 
art  studio  prepare  color  lay-  usage  of  ROP  color  to  ad-  color  ad  in  black  and  red,  pro- 
outs  to  show  how  they  would  vertisers.”  duced,  according  to  Ralph  Bell, 

benefit  by  the  addition  of  color. 

“.Manhattan  Hicks” 

“These  are  people  who  .spend 
their  lives  devising  new  and 
more  effective  ways  to  sell 
goods  through  advertising,”  he 
said.  “They  are  sharply  recep¬ 
tive  to  any  new,  fresh  ideas 
nnd  techniques  that  can  be 
employed  to  raise  the  client’s 
share  of  market.  They’d  be 
intensely  interested  in  a  series 
of  examples  showing  how  ROP 
color  is  being  used  throughout 
the  country  by  important  ad¬ 
vertisers. 

“And  remember,  these  are 
the  poor  Manhattan  hicks  who 
just  don’t  see  it  at  home.” 


"Friendly  Enemies"  in  local  and  national  promotion  of  ROP  are 
(left  to  right)  Walter  Kurz,  advertising  director,  Chicago  Tribune, 
and  William  Sandford,  Chicago  Sun-Times,  watching  moving  picture 
presentation. 


Keynote  speaker  at  ROP  Confer¬ 
ence,  Laurence  T.  Knotf,  Chicago 
Sun-Times. 

the  store’s  general  manager, 
“the  biggest  volume  day  in  our 
store’s  10(»-year  history.” 

In  Pittsburgh  a  1,000  line, 
2-colors-and-black  ad  for  Coun¬ 
try  Belle  Dairies,  moved  25,000 
quarts  of  the  Belle  Orange 
Drink  in  one  day,  and,  a  week 
later,  “sales  were  continuing 
at  a  fast  pace.” 

In  Miami,  Fla.,  a  1,000-line 
4-color  ad  for  a  bargain  base¬ 
ment  sold  more  than  $7,000 
worth  of  dresses — 1,897  by 
telephone,  948  by  mail  and 
620  off  the  sales  floor. 

In  Los  Angeles,  Cal.,  a 
series  of  ROP  4-color  pages 
for  Oscar  Mayer’s  wieners 
moved  the  product  from  zero 
distribution  in  1952  to  first 
position  in  the  market. 

In  the  Las  Vegas  (Nev.) 
Review  Journal  the  Four  Roses 
4-color  decanter  ad  brought  the 
advertiser  “results — everything 
we  could  have  asked.  Retailers 
ran  completely  out  of  de¬ 
canters.” 

In  Rockford,  Ill.,  a  series  of 
4-color  page  ads  moved  Busch 
Bavarian  beer  from  nothing  to 
first  place  in  packaged,  take- 
home  beer  sales  in  three  and 
a  half  months. 

In  Jackson,  Miss.,  a  black 
and  red  Jax  beer  ad  pushed 
1957  sales  six  percent  ahead 
of  record-breaking  1956. 

Sales  Zoom 

In  Houston,  Tex.,  Hunt’s 
catsup,  with  black  and  red,  in¬ 
creased  sales  from  1,800  a 
week  to  12,000  a  week  for  two 
weeks  following  appearance. 

In  Columbus  and  Dayton,  O., 
a  full  page  color  ad  for 
(Continued  on  page  79) 
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Little  Rock’s  2  Papers 
Sustain  Ike’s  Action 


Little  Rock,  Ahk. 
Both  of  Little  Rock’s  daily  newspapers  gave  editorial 


The  governor  described  Harry 
Ashmore  and  Hugh  Patterson 
as  “ardent  integrationists”  and 
said  that  “they  and  others  men¬ 
tioned  have  bent  every  effort  to 
contact  all  newsmen  from  out  of 
the  state  who  have  come  to  Lit¬ 
tle  Rock  .  .  .  and  to  indoctrinate 
them  with  a  biased  and  prej¬ 
udiced  viewpoint  toward  me.” 

Mr.  Faubus,  in  a  television 
and  radio  talk  Sept.  20,  ac- 


custody.  Mr.  Welch’s  neck  was 
bloodied  slightly. 

“They  saved  our  lives  out 
there,”  Mr.  Welch  said  when 
the  police  escorted  him  into  the 
station,  “and  now  they  are 
booking  us.  It  was  touch  and 
go  for  a  minute  or  two.” 

Knocked  Down  Twice 


During  the  rest  of  the  day, 
newsmen  were  subjected  to  in¬ 


endorsement  Wednesday  to  President  Eisenhower’s  action  periodicals’  and  suits  and  some  blows.  Bobby 

in  ordering  federal  troops  into  the  city’s  school  integration  writers  of  “obvious  prejudice.”  Jones  of  the  Pine  Bluff  (Ark.) 


crisis. 


The  afternoon  A  rkansan 
Democrat  said: 

“Let  us  view  these  troops  in 
the  correct  light.  They  are 
guardians  of  our  freedom, 
which  Russia  hates,  and  a  sym¬ 
bol  of  law  and  order — not  here, 
the  President  said,  to  replace 
civil  authority  but  to  deal  with 
the  mob  spirit  that  defied  it. 

“Their  strength  is  directed 
against  lawlessness,  not  against 
the  oveiwhelming  majority  of 
our  law-abiding  people.” 

The  morning  Arkansas  Ga¬ 
zette  commented; 

“Unhappy  though  it  may  be, 
the  action  of  the  President  in 
using  federal  foice  to  restore 
ordei-  will  in  time  also  restore 
the  calm  that  is  essential  to  an 
orderly  approach  to  any  prob¬ 
lem.  In  the  days  ahead,  we  as 
a  people  will,  we  believe,  re¬ 
tain  our  perspective  and  accept 
the  clear  course  of  duty. 

“That  is  the  job  for  all  of 
us  now — to  restore  the  peace 
and  sustain  the  law.” 


IN  SPECIAL  BUREAU  which  AP  sat  up  at  the  Federal  Building  in 
Little  Rock,  Reiman  (Pat)  Morin,  left,  interrupts  his  flow  of  copy  while 
Chief  of  Bureau  Keith  Fuller  talks  on  phone  to  main  office. 


the  way  they  have  been  coming 


Critical  of  Governor 


Throughout  the  crisis,  the 
Gazette  has  criticized  Governor 
Orval  E.  Faubus  for  his  defi¬ 
ance  of  the  federal  court’s  in¬ 
tegration  order.  Some  of  its 


The  editor  and  the  executive 
editor  of  the  Gazette  lashed 
out  at  Governor  Faubus’  ac¬ 
cusation  that  the  Gazette  and 
its  executives  are  part  of  a 
plot  to  “crucify”  him. 

J.  N.  Heiskell,  editor  and 
president  of  the  Gazette,  had 
this  to  say: 

“The  Arkansas  Gazette,  dur¬ 
ing  the  more  than  50  years  that 
I  have  been  president  and  edi- 


Newsmen  Attacked 

Reporters  and  photographers 
assigned  to  Central  High 
School  were  attacked  Monday 
during  outbursts  accompanying 
the  admission  of  Negro  pupils 
to  the  school. 

A  photographer  for  Life 
magazine  was  arrested  and 
charged  with  disturbing  the 
peace,  and  two  other  Life 
photographers  were  taken  into 
protective  custody  by  police. 

It  was  a  different  situation 
Wednesday  when  Negroes  re 


Commercial  was  knocked  to  the 
ground  twice  after  a  bystander 
identified  him  as  “one  of  those 
damyankee  reporters.”  As  an¬ 
other  bystander  protested  that 
Mr.  Jones  was  an  Arkansan, 
the  photographer  got  to  his 
feet,  only  to  be  knocked  down 
again  by  the  same  man  after 
the  original  informant  insisted 
he  was  a  Yankee.  Mr.  Jones 
was  injured  slightly. 

Four  Negro  newsmen  set  up 
the  entrance  of  the  nine  Negro 
pupils  into  Central  High  on 
Monday.  An  angry  mob  was 
in  front  of  the  school.  Little 
Rock  police,  who  had  replaced 
Arkansas  guardsmen,  were  aid¬ 
ed  by  state  police  in  their  ef¬ 
forts  to  keep  the  mob  orderly. 

Objects  of  Violence 

At  8:46  a.m.  the  action 
started  with  a  yell  of  “here 
they  come.”  'The  crowd 
scrambled  to  the  south  end  of 
the  two-block-long  Central  Hi^ 
campus.  Twenty  yards  from 
the  corner,  they  met  the  four 
Negro  newsmen. 

“Get  out  of  here,”  and  “go 

home,  you  son  of  a  — - 

nigger,”  the  crowd  shouted  at 
the  newsmen. 

The  Negroes  turned  to  leave 
and  L.  A.  Wilson,  a  reporter 
for  the  Memphis  Tri-State  De¬ 


editorial  comment  has  appeared  ‘consistently  has  supported  turned  to  the  school  under  the  fender,  was  pushed  by  a  white 

1  mu.  i-. _ L.  u„_  law  and  order.  We  do  not  in-  protection  of  members  of  the  T.  TTirks  mnnair- 

101st  Airborne  Division. 


on  Page  1.  The  Gazette  has 
labeled  the  situation  “The 
Crisis  Mr.  Faubus  Made.” 

The  Gazette’s  letters  column 
has  been  devoted  entirely  to  the 
school  crisis  and  extra  space 
has  been  allowed  in  Sunday 
editions.  There  has  been  much 
letter  comment  on  each  side 
with  the  anti-Faubus  letters  in 
the  majority.  An  editor’s  note 
explained  that  was  the  way  the 
mail  was  running. 

The  Democrat’s  editorials 
before  Wednesday  were  aimed 
more  at  a  neutral  plea  for 
peace.  (Karl  A.  Engel  is  pub¬ 
lisher  and  editor.)  It  has  de¬ 
voted  no  unusual  amount  of 
space  to  letters,  but  most  of  its 
letters  have  been  on  the  school 
situation.  Almost  all  of  them 
have  been  pro-Faubus,  and  the 
Democrat’s  editors  say  that  is 


tend  to  be  distracted  by  per¬ 
sonal  attacks  which  have  no 
substance  in  fact.” 

Publisher  Hugh  B.  Patterson 
Jr.  subscribed  to  Mr.  Heiskell’s 
statement. 

Executive  Editor  Harry  Ash¬ 
more  said: 

“The  last  refuge  of  the 
demagogue  is  the  charge  that 
his  own  reckless  actions  result 
from  some  sort  of  evil  con¬ 
spiracy. 


President  Eisenhower’s  action 
in  federalizing  the  Arkansas 
National  Guard  and  assigning 
the  regular  army  outfit  to 
Little  Rock  prompted  a  new 
influx  of  newsmen.  About  100 
w’ere  in  front  of  the  school 
Wednesday  when  the  troops  ac¬ 
companied  the  Negroes. 

Francis  R.  Miller,  a  Life 
photographer,  was  one  of  the 
first  persons  arrested.  He  com¬ 
plained  that  he  had  been  struck 


Orval  Faubus  has  now  on  the  mouth  by  an  unidenti- 


taken  that  refuge  in  his  per¬ 
sonal  attacks  upon  the  Arluin- 
sas  Gazette  and  its  executives. 

“Certainly  we  have  no  dis¬ 
position  to  crucify  Mr.  Faubus. 
As  a  matter  of  fact,  I  will  be 
happy  to  send  a  photographer 
if  he  now  decides  to  attempt 
to  walk  on  water.” 


fled  person  at  the  school.  Mr, 
Miller  was  charged  with  dis¬ 
turbing  the  peace  and  was  re¬ 
leased  on  bond.  His  trial  will 
be  held  next  month. 

A  few  minutes  later,  Paul 
Welch  and  Gray  Villett  of  Life 


man.  James  L.  Hicks,  manag¬ 
ing  editor  of  the  New  York 
Amsterdam  News,  and  Moses 
J.  Newson  of  Memphis,  a  repre¬ 
sentative  of  the  Baltimore  Afro- 
American,  were  kicked  and 
slugged  by  several  white  men 
before  they  could  get  away. 

Two  white  men  jumped  on 
top  of  Earl  Davy,  a  Little 
Rwk  commercial  photographer, 
and  dragged  him  into  a  bank 
of  high  grass.  They  slugged, 
kicked  and  pushed  Mr.  Da>^ 
while  other  white  men  took  his 
camera  and  smashed  it  on  the 
concrete  sidewalk.  Mr.  Davy 
worked  his  way  free  and  es¬ 
caped  after  taking  a  few  more 
punches  from  white  men  on 
the  run. 

When  Mr.  Davy  left,  a 


were  brought  into  the  police  PoBc®  officer  asked  to  see  Mr. 
station  and  held  in  protective  (Continued  on  page  85) 
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Reporters’  Beats  Extended 
From  Earth’s  Core  to  Sun 

International  Geophysical  Year 
Is  News  Chance  and  Challenge 

By  Bay  Erwin 

The  newspaper  reporter’s  beat  is  being  extended  to  range 
from  the  earth’s  core  and  the  oceans’  depths  to  outer  space, 
from  the  Arctic  to  tlie  Antarctic  through  coverage  of  the 
International  Geophysical  Year. 

IGY  began  July  1  and  runs  18  months  to  Dec.  31,  1958. 

It  is  a  long  “year”  to  permit  intensive  and  extensive  investiga¬ 
tion  by  scientists  of  68  nations  into  secrets  upon,  under  and 
above  the  earth. 


The  size  of  the  story  is  com¬ 
mensurate  with  the  fact  that 
it  concerns  the  home  base  of  the 
human  race. 

.Atomic  Ashes 

Simultaneous  studies  are 
being  made  by  scientists  of  all 
cooperating  nations  into  such 
fundamental  and  fascinating 
subjects  as  weather,  cosmic 
rays  of  the  sun,  sun  spots,  the 
ionosphere  (method  by  which 
radio  and  television  are  car¬ 
ried),  meteorology,  expeditions 
into  the  frozen  polar  regions 
and  the  steaming  tropics, 
bathysphere  plunges  into  ocean 
depths,  influence  of  ocean  cur¬ 
rents  on  weather,  and  the  life- 
and-death  question  of  whether 
it’s  safe  to  dump  ashes  from 
atomic  industry  into  the  oceans. 

Scientists  are  enthusiastic 
and  the  public  is  interested  over 
the  outlook  for  tremendous  de¬ 
velopments  in  man’s  knowledge 
of  man’s  life  and  man’s  world. 
The  world  picture  will  make 
more  sense  and  meaning,  after 
this  concerted,  shared  study  by 
the  world’s  scientists,  work¬ 
ing  concurrently  and  coopera¬ 
tively,  it  is  believed. 

Story  of  Century 
Many  newspaper  editors  have 
expressed  belief  that  the  earth 
satellite  story  may  prove  to  be 
the  biggest  science  story  of  the 
century  because  it  may  mark 
the  beginning  of  serious  effort 
at  space  travel  and  it  may  give 
better  understanding  of  the  sun 
and  cosmic  rays. 

The  U.  S.  hopes  to  launch 
its  satellite  in  1958  from  Flori¬ 
da.  Some  test  shots  of  six-inch 
spheres,  without  instruments 
for  measurement  of  temperature 
and  pressure,  may  be  launched 
this  Fall. 


The  one-and-one-half  year 
period  was  prescribed  for  the 
special  “year”  in  order  to  give 
scientists  sufficient  time.  The 
Antarctic  bases  may  be  con¬ 


tinued  after  the  end  of  the  set 
period.  In  the  past  there  have 
been  International  Polar  Years 
— the  last  one  in  1950 — and 
scientists  of  the  world  expanded 
the  idea  into  the  present  Inter¬ 
national  Geophysical  Year. 
Scientific  groups  formed  an  in¬ 
ternational  committee  for  the 
event.  This  time  was  selected 
because  it  is  a  period  of  ex¬ 
pected  maximum  activity  on  the 
sun. 

Reporters  and  science  writers 
must  translate  the  complex 
studies  and  findings  into  com¬ 
mon  language  terms.  Many 
newspapers  and  all  news  serv¬ 
ices  have  sent  representatives 
to  cover  various  phases  of 
the  international  investigations. 

{Continued  on  page  84) 
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Wide  Open  Spaces 


FULL  pica  space  separates  the  columns  of  type  on  the  front  pa9e  of 
the  Taunton  (K4ass.)  Daily  Gazette  in  this  rather  unique  makeup. 
Seven  columns  are  set  IO*/2  picas  wide  and  eighth  column,  at  left, 
is  in  15-pica  measure. 
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NOT  FUNNY— It’s  just  that  Ray  i 
Munro,  editor  of  the  Chatham 
(Ont.)  Daily  News,  got  "fed  up" 
with  all  the  ills  of  the  world  and 
decided  to  launch  a  world  hap¬ 
piness  crusade.  For  days  the 
paper  has  played  up  "happy” 
news  and  views. 


Bliinienfeld,  Varian 
In  New  UP  Posts 

Appointments  of  Harold 
Blumenfeld  as  executive  pic¬ 
ture  editor  of  United  Press  and 
Harry  Varian  as  assistant  gen¬ 
eral  newspictures  manager  were 
announced  this  week  by  Frank 
Tremaine,  general  newspictures 
manager. 

Mr.  Blumenfeld,  veteran  of 
35  years  of  photo  journalism, 
steps  up  from  editor.  He  was 
editor  of  Acme  Newspictures 
when  UP  purchased  that  or¬ 
ganization  in  1952. 

Mr.  Varian  joined  Acme  in 
1946  after  three  years  as  a  re¬ 
porter  on  the  Binghamton 
(N.Y.)  Sun  and  war  time  serv¬ 
ice  in  the  Air  Force.  He  was 
named  New  York  picture  bu¬ 
reau  editor  in  1953. 

Edward  T.  Majeski,  formerly 
day  telephoto  editor,  is  now 
manager  of  the  New  York  bu¬ 
reau,  and  Larry  DeSantis  is 
day  telephoto  editor. 


A^ton  Goen  Back 
To  Drama  Reviewing 

Frank  Aston  is  returning  to 
the  theatre — this  time  as  drama 
critic  of  the  New  York  World- 
Telegram  and  Sun.  He  was,  for 
10  years,  the  drama  critic  of 
the  Cincinnati  (Ohio)  Post  be¬ 
fore  he  became  that  paper’s 
managing  editor. 

For  the  past  decade  Mr. 
Aston  has  been  editor  of  the 
Scripps-Howard  News,  a  month¬ 
ly  periodical  for  the  group’s 
employes.  While  living  in  New 
York  he  has  maintained  his  in¬ 
terest  in.  the  stage  and  screen. 
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Independents 
Win  Easily 
In  Guild  Poll 


New  York  City’s  huge  vote 
gave  a  victory  to  self-styled 
“Independents”  in  the  election 
of  American  Newspaper  Guild 
vicepresidents,  according  to  an 
unofficial  tally  this  week  by  the 
Guild  Reporter. 

Four  candidates  backed  by 
the  New  York  and  San  Fran¬ 
cisco  guilds  in  opposition  to  the 
Administration’s  Pro-Guild 
ticket  have  won  easily. 

Frances  D’Hondt  of  Detroit, 
an  Administration  supporter 
who  also  had  the  endorsement 
of  the  New  York  guild,  polled 
11,323  votes  to  lead  all  candi¬ 
dates. 

The  newly  constituted  Inter¬ 
national  Executive  Board,  the 
guild’s  top  ruling  body,  will 
have  nine  coalition  or  pro-ad¬ 
ministration  members  and  six 
independents.  This  is  the 
strongest  “minority  voice”  that 
has  ever  been  represented  on 
the  lEB  and  it  speaks  mainly 
for  the  large  cities. 

The  vote  as  reported  up  to 
Thursday  was: 


Self-Service 
Store  Pitch 


Favors  TV 


SECOND  PRIZE  in  the  U.  S.  Camera  magazine's  $20,000  photo  con¬ 
test,  black  and  white  division,  was  voted  for  this  picture  entered  by 
Tom  Nebbia  of  the  Columbia  (S.  C.)  State  and  Record.  Caption 
was  "Speedy  Track  Finish."  First  prize  went  to  a  Canadian  housewife. 


Candidate 

Total 

N.Y. 

Chicago,  Danny  McLaughlin  of 

D’Hondt 

11,323 

4,551 

Elizabeth,  N.  J.  or  Bob  Staf¬ 

Egan 

10,497 

6,139 

ford  of  Cleveland  is  the  sixth 

Kreisman 

6,917 

586 

winner. 

Marciniak 

7,587 

453 

The  new  lEB  will  be  heavily 

McLaughlin 

7,461 

696 

weighted  with  editorial  side 

Murphy 

9,.505 

5,825 

guildsmen.  Only  Executive  Vice- 

Murray 

6,950 

890 

president  William  J.  Farson 

Segel 

8,413 

5,576 

and  Mr.  Egan  are  non-editorial 

Stafford 

7,417 

744 

people;  they  come  from  the  ad¬ 

Wing 

10,358 

5,844 

vertising  office. 

James  B.  Egan,  New  York, 

• 

Fichenberp  Named 
Gannett  Daily’s  ME 


campaigned  chiefly  on  the 
ground  that  the  big-city  locals 
were  entitled  to  more  repre¬ 
sentation  on  the  Board.  Harvey 
H.  Wing,  San  Francisco,  based 
his  claim  to  office  to  give  more 
representation  to  the  locals 
west  of  the  Mississippi. 

Other  successful  “independ¬ 
ents”  are:  Thomas  J.  Murphy, 
Rochester,  N.  Y.;  and  I.  Michael 
Segal,  Philadelphia. 


Gourmet’s  Holiday 


Light  Vote  Outside  N.  Y. 

About  80%  of  the  New  York 
Guild’s  eligible  members  voted 
in  the  referendum  while  the 
average  outside  of  New  York 
was  50%,  according  to  Charles 
Crissey,  editor  of  the  Guild  Re¬ 
porter.  There  were  28,000  elig¬ 
ible  voters. 

Returns  from  10  locals,  a 
possible  total  of  750  votes,  are 
not  included.  The  official  can¬ 
vass  will  be  made  Sept.  30. 

The  outstanding  votes  could 
decide  whether  Ed  Marciniak  of 


Chicago 

The  15th  Annual  Newspaper 
Food  Editors  Conference,  spon¬ 
sored  by  the  American  Associa¬ 
tion  of  Newspaper  Representa¬ 
tives,  will  take  place  at  the 
Drake  Hotel  here  Sept.  29-Oct. 
4.  Approximately  150  food  edi¬ 
tors  of  newspapers  will  have  a 
week  of  “tasting”  gourmet  de¬ 
lights  presented  to  them  by  37 
food  manufacturers  who  are 
participating  in  the  program. 


Albany,  N.Y. 

Robert  G.  Fichenberg  has 
been  named  managing  editor 
of  the  Knickerbocker  Neivs, 
Gannett  daily,  with  the  trans¬ 
fer  of  Charles  L.  Mooney  to  the 
new  position  of  promotion  edi¬ 
tor. 

Mr.  Fichenberg,  37,  has  been 
assistant  city  editor  of  the 
Binghamton  (N.Y.)  Press,  also 
a  Gannett  paper,  for  eight 
years.  Mr.  Mooney  is  a  veteran 
member  of  the  Knickerbocker 
News  staff.  He  has  been  police 
reporter,  city  editor  and  man¬ 
aging  editor. 


Lever  Switches  Swan 
Accounts  From  BBDO 


Pearson  in  Guild 


Ottawa 

Hon.  L.  B.  (Mike)  Pearson, 
who  writes  a  weekly  syndicated 
column  of  comment,  has  joined 
the  Toronto  branch  of  the 
American  Newspaper  Guild. 
The  former  External  Affairs 
Minister  is  liberal  member  of 
the  House  of  Commons. 


Salesmen  from  CBS  Tele¬ 
vision  will  attempt  to  entertain 
local  business  men  around  the 
country  shortly  with  a  Terry- 
toon  film  presentation  that 
shows  newspapers  a  poor  second 
to  TV  in  moving  self-service 
merchandise. 

This  “Depth  Study”,  a  14- 
minute,  full-color  animated  film, 
was  created  for  the  special  pur¬ 
pose  of  helping  local  stations  to 
make  use  of  some  research  data 
that  CBS  has  gathered,  with  its 
eye  cocked  toward  supermarkets, 
grocers,  druggists,  hardware 
merchants  and  variety  shop¬ 
keepers. 

Basic  to  the  pitch  is  the  theme 
that  it’s  these  merchants  who 
have  much  to  say  in  the  expen¬ 
diture  of  ad  dollars  to  push 
brand  name  products.  Last  De¬ 
cember,  CBS  commissioned  a 
study  by  the  Market  Planning 
Corporation  to  determine  tk 
views  of  self-service  dealers 
toward  six  major  media  used  by 
national  advertisers. 

The  2,500  merchants  were 
asked:  Which  medium  helped 
you  most  in  selling  nationally 
advertised  brands  on  a  self- 
service  basis? 

Grocers  gave  a  score  of  789« 
to  TV  and  19%  to  new’spapers. 
Druggists  gave  89%  to  TV,  971 
to  newspapers.  Hardware  stores 
rated  TV  68%  and  newspapers 
20%  and  variety  stores  gave 
TV  75%  and  newspapers  1891. 

If  You  Had  a  Million 

Now,  the  interviewers  said,  if 
you  were  a  national  advertiser 
how  would  you  spend  a  million 
dollars  among  the  major 
media?  This  is  the  story  the 
CBS  film  will  put  across  to 
the  local  merchants: 

The  averages  of  their  de¬ 
cisions,  in  thousands  of  dollars, 
were: 

DruK-  Hard- 

Grocers  gists  ware  VariW 


Lever  Brothers  Co.  this  week 
switched  its  Swan  and  Swan 
Toilet  Soap  accounts  from 
BBDO  to  Needham,  Louis  and 
Brorby  of  Chicago,  which  al¬ 
ready  handles  “all”  detergents 
products  line  which  Lever  ac¬ 
quired  from  Monsanto  Chemical 
Co.  last  May. 

BBDO  will  continue  to  han¬ 
dle  Wisk  liquid  laundry  deter¬ 
gent;  Surf  detergent  powder; 
and  Gayla,  a  new  translucent 
green  toilet  soap. 


(799) 

(801) 

(414) 

(40»i 

Television 

$500 

$550 

$460 

$49« 

Newspapers 

210 

180 

200 

210 

Magazines 

80 

80 

130 

100 

Radio 

no 

no 

100 

100 

Supplements 

60 

60 

70 

70 

Billboards 

40 

30 

40 

SO 

Frank  Finney  Dead 

Frank  Finney,  co-founder  of 
Street  &  Finney,  one  of  the 
oldest  advertising  agencies  in 
New  York,  died  this  week  at 
his  Summit,  N.  J.,  home.  He 
was  84. 
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TAKE  A  hint: 

Morris,  AP  Newsfeatures 


WHICH  WAY? 

Williams,  Detroit  Free  Press 


BACK  TO  SCHOOL 

Herblocit,  Washington  Post 


iLoVr  use  them  more  than  once  ing  that  the  daily  newspaper 
a  week.  should  be  an  essential  part  of 

ICMA  in  cooperation  with  the  their  family  life,”  he  said. 
National  Council  for  the  Social  Clarence  W.  Harding,  re- 
Studies  and  the  National  Coun-  search  and  public  relations  di- 

cil  of  Teachers  has  developed  rector  for  the  Smith  Bend 

a  program  to  broaden  the  use  Tribune,  told  of  a  readership 

of  newspapers  as  class-room  study  of  his  112-page  Sunday 

learning  material.  The  plan  in-  paper  among  1,000  high  school 

ers  re-  volves  summer  workshops  in  pupils.  “The  survey  brought 

est  loss  1958  for  teachers  of  two-weeks  out  the  astounding  fact  that 
t  17'", .  duration.  They  will  be  held  at  teenagers  read  a  newspaper  just 
pers  in  Syracuse  University,  Univer-  like  other  people,”  he  said: 
ig  more  sity  of  Iowa,  and  University  of  39%  of  the  boys  and  80%  of 
e  copy,  California  (Los  Angeles),  the  girls  read  our  High  School 
Twenty  teachers  and  super-  Page;  more  than  90%  of  the 
person-  visors  will  be  included  in  each  boys  and  girls  in  high  schools 
I  away  workshop  and  they  will  receive  not  represented  on  that  page 
rates,  scholarships  to  cover  tuition,  said  they  would  like  to  read 
e  copy  room  and  board.  Teaching  stories  about  their  schools 

though  manuals  will  be  prepared  to  there;  94.3%  of  the  boys  and 
five  to  convey  the  patterns  and  tech-  girls  read  something  in  the 

n  cents  niques  which  are  developed  in  survey  issue.  It  was  learned 

-ecutive  workshops.  A  pupil  guide  that  the  high  school  children  in 

p  rung  manual  may  be  developed  on  South  Bend  earn  or  receive  in 

loss  in  to  read  the  daily  newspa-  allowance  two  and  a  quarter 

per  and  apply  the  newspaper  to  million  dollars  a  year, 
some  class-room  subjects. 
papers  could  go  to  a  dime  with-  aNPA 

out  any  loss  in  circulation,  he  The  teen-agers  said  they 

said  “one  has  to  stop  and  con-  The  cost  of  the  program  for  wanted  to  read  about  teen-age 

sider  that  in  spite  of  our  19.58  is  budgeted  at  $17,600.  problems  such  as  dating,  eti- 

healthy  economic  situation  to-  ICMA  has  provided  $7,000  for  quette,  clothes,  parents,  etc. 

day,  there  hovers  the  possibility  the  Youth  Reading  Study  to  Second  was  more  stories  about 

of  pricing  yourself  out  of  a  date  and  cannot  provide  more,  outstanding  teen-agers.  The 

market.”  Jefferson  stated.  ICMA  is  Tribune  applied  the  lessons 

Vnnth  Prniort  recommending  to  the  American  learned  in  the  survey.  News  of 

luuin  rrojeii  _ _ 


Circulators  Advised 
To  Study  Price  Rise 


‘Week’  Observance 
Opens  in  Annapolis 


A-NNapolis,  Md. 

The  oldest  newspaper  in  the 
United  States  —  the  Maryland 
Gazette,  established  in  1727  in 
Annapolis  —  will  be  honored 
on  Tuesday,  October  1  —  the 
first  day  of  1957’s  National 
Newspaper  Week. 

The  day’s  events  will  open 
with  a  luncheon  at  12:30  P.M. 
at  the  Carvel  Hall  Hotel,  Ann¬ 
apolis.  Principal  speaker  will 
be  General  Carlos  P.  Romulo, 
Philippine  Ambassador  to  the 
United  States,  past  president  of 
the  United  Nations  Security 
Council  and  a  former  newspa¬ 
per  publisher  himself. 

A  Colonial  printer’s  apron, 
reproduced  in  leather,  will  be 
presented  to  the  Philippine 
Ambassador  at  the  luncheon  by 
the  National  Newspaper  Pro¬ 
motion  Association  as  an  his¬ 
toric  symbol  of  his  champion¬ 
ship  of  the  free  press. 

Immediately  after  the  lunch- 
one,  a  ceremony  will  be  held  in 
the  pressroom  of  the  Gazette, 
where  one  of  the  oldest  copies 
of  the  newspaper  will  be  re¬ 
produced  on  a  Colonial  press  by 
Mrs.  Colby  Rucker,  a  direct 
descendant  of  William  Parks, 
founder  of  the  Gazette  .  .  .  and 
by  Mrs.  John  T.  Bowers,  a  di¬ 
rect  descendant  of  Mrs.  Jonas 
Green,  the  first  woman  editor  in 
America  and  widow  of  the  sec¬ 
ond  publisher  of  the  Gazette. 
Both  Mrs.  Rucker  and  Mrs. 
Bowers  will  be  in  Colonial  cos¬ 
tume. 

National  Newspaper  Week 
runs  from  Oct.  1-8,  1957.  It  is 
an  annual  observance  sponsored 
by  the  Newspaper  Association 
Managers.  The  National  News¬ 
paper  Promotion  Association  is 
co-operating  by  presenting  the 
opening  day  ceremonies,  which 
are  handled  by  Barry  Urdang, 
promotion  manager,  the  Phila¬ 
delphia  Bvltetm  and  first  vice- 
president,  NNPA. 

Sales  Executives 
Salute  Newspapers 

As  a  tie-in  with  National 
Newspaper  Week  (Oct.  1-8),  the 
Sales  Executives  Club  of  New 
York  will  pay  tribute  to  the 
role  of  the  American  newspaper 
representative  in  the  economy 
at  a  luncheon  Oct.  1  in  the 
W  aldorf-Astoria. 

250  Door  Prizes 

The  program,  to  be  presented 


in  cooperation  with  the  Ameri¬ 
can  Association  of  Newspaper 
Representatives,  will  feature 
exhibits  from  wire  services, 
copies  of  the  nation’s  newspa¬ 
pers  and  some  250  door  prizes 
presented  by  publishers. 

Topping  the  list  of  prizes  is 
a  week-long  trip  to  Fort  Lauder¬ 
dale,  Fla.,  with  a  side  jaunt  to 
Nassau,  as  guests  of  the  Fort 
Lauderdale  News.  The  Elkhart 
(Ind.)  Truth  has  donated  a 
Conn  Electric  (Caprice  model) 
organ. 

Speakers  for  the  luncheon 
will  be:  Hal  Boyle,  Associated 
Press  columnist  and  Pulitzer 
Prize  winner;  Frederick  C. 
Othman,  United  Features  hu¬ 
morist  columnist;  and  James  L. 
Kilgallen,  International  News 
Service  staff  writer. 

Newsboy  Award 

This  year’s  “All-American 
Newspaper  Boy”  award  given 
by  the  New  York  Chapter  of 
AANR  will  be  presented  to  the 
Trenton  (N.  J.)  Times’  news¬ 
boy,  Bernard  Swasky. 

Last  week,  Fairchild  Graphic 
Equipment  Co.  prepared  a  spe¬ 
cial  eight-page  tabloid  for  dis¬ 
tribution  as  a  promotion  piece 
to  SEC  members  and  to  all  New 
York  Chapter  AANR  members. 
The  latter  have  had  copies  sent 
to  their  newspapers.  Copies  of 
the  tabloid  will  be  distributed 
to  guests  attending  the  luncheon 
as  a  souvenir  of  the  day’s 
events. 

In  celebration  of  the  150th 
anniversary  of  the  discovery  of 
the  carbonation  of  beverages 
and  the  50th  anniversary  of 
Canada  Dry  Beverages,  Inc., 
the  firm  will  present  the  actual 
pay-off  to  the  winners  of  its 
Silver  Dollar  Sweepstakes  Con¬ 
test  conducted  throughout  the 
U.S. 

According  to  M.  J.  Foulon, 
chairman  of  the  New  York 
Chapter’s  New  Business  Com¬ 
mittee,  tables  seating  10  may 
be  reserved.  Individual  tickets 
are  priced  at  $5.50  each.  Checks 
may  be  mailed  to  Mrs.  Grace 
Flanagan,  Sales  Executives 
Club,  Hotel  Roosevelt,  New 
York. 

Program  Committee  for  the 
Oct.  1  festivities  consists  of : 
James  J.  Todd,  Passaic-Clifton 
(N.J.)  Herald  News,  chairman; 
Karl  K.  Klimcheck,  Story, 
Brooks  &  Finley,  Inc.;  W.  H. 
Duggan,  Scripps-Howard  News¬ 
papers;  Tom  Murray,  The 


SALES  meS  SALUTE  1 
NEWSPAPERS  OF  USAi 


SALUTE — This  specially  prepared 
newspaper  (courtesy  of  Jim 
Moore  of  Fairchild  Graphic 
Equipment.  Inc.)  is  part  of  the 
New  York  Sales  Executives'  Club 
bow  to  Newspaper  Week. 


Branham  Co.;  William  H.  Bell, 
Johnson,  Kent,  Gavin  &  Sind- 
ing;  Tom  O’Neil,  Ward-Griffith 
Co. ;  and  John  Smith,  J.  P. 
McKinney  &  Son. 


Sterling  Noel  Quits 
ME  Job  to  Write 

Baltimore,  Md. 

The  resignation  of  Sterling 
Noel  as  managing  editor  of  the 
News-Post  and  Sunday  Ameri¬ 
can,  to  go  to  Hollywood  to  write 
for  the  movies  was  announced 
last  week. 

Mr.  Noel,  formerly  a  news 
executive  of  the  New  York 
Journal- American,  came  here 
Jan.  3,  1956.  He  had  served 
in  the  Navy  and  written  several 
movies  before  rejoining  the 
Hearst  organization. 

William  Tillman  Jr.,  assist¬ 
ant  news  editor,  is  sitting  in 
as  temporary  managing  editor. 


$1,000,000  Order 
For  Press  Facilities 

Contracts  have  been  signed 
for  new  pressroom — reelroom — 
stereotype  equipment  for  the 
St.  Petersburg  (Fla.)  Times, 
with  Walter  Scott  &  Company 
and  Wood  Newspaper  Ma¬ 
chinery  Corporation. 

The  purchase,  involving  more 
than  $1,000,COO,  calls  for  nine 
Scott  printing  units  and  auxili¬ 
ary  equipment.  The  installation 
permits  maximum  versatility  of 
color  printing  by  the  use  of 
double  reversing  drives  on  all 
units  with  provision  for  web 
leads  between  each  unit.  Future 
additions  of  color  plate  cylin¬ 
der  on  any  printing  couple  can 
be  easily  accomplished. 


N.  Y.  Papers’ 
Ads  Rate  High 
In  Reliability 

Publishers  of  New  York 
City’s  seven  dailies  and  top- 
level  executives  of  radio-televi¬ 
sion  stations  basked  in  the  spot¬ 
light  on  the  dais  at  the  35th 
anniversary  luncheon  of  the 
Better  Business  Bureau,  Inc. 
at  the  Waldorf-Astoria. 

The  keynote  speaker  paid 
them  a  compliment.  Said  James  ] 
S.  Schoff,  bureau  chairman  and 
president  of  Bloomingdale  Bro-  ' 
thers  department  store: 

“Our  newspaper,  radio  and 
television  advertising  has  con¬ 
siderably  less  exaggeration  than 
you’ll  find  in  most  major  cities 
in  the  country.” 

Other  speakers  told  how  the 
BBB  serves  the  advertising 
business  as  guide  and  counsel¬ 
lor  on  copy  claims  and  how  the 
newspapers  and  broadcast  sta¬ 
tions  cooperate  in  referring 
questionable  copy  to  the  bu¬ 
reau’s  experts  on  fraud  and 
misrepresentation. 

The  report  by  the  bureau’s 
president,  Hugh  R.  Jackson, 
noted  the  “limited  number  of 
errors”  where  it  is  necessary  to 
take  action.  Last  year,  out  of 
the  hundreds  of  thousands  of 
ads  checked  for  accuracy  and 
credibility,  there  were  3,544 
which  contained  some  error— 
frequently  a  minor  or  technical 
one — which  the  Bureau  called 
to  the  attention  of  the  adver¬ 
tisers.  In  fewer  than  50  cases 
was  it  necessary  to  resort  to 
referral  to  public  authorities. 

“When  media  are  apprised  of 
Bureau  findings  or  recommen¬ 
dations,”  Mr.  Jackson  said,  “the 
advertiser  frequently  finds  that 
his  previous  objectionable  copy 
is  no  longer  acceptable  for  pub¬ 
lication  or  broadcasting.” 

New  York  City  business  firms 
contribute  $.300,000  a  year  to 
support  the  Bureau.  Serving  on 
the  Board  of  Directors  are: 
Edwin  S.  Friendly,  Westches¬ 
ter  Newspapers;  C.  C.  Lane, 
New  York  Times;  and  Ogden 
R.  Reid,  New  York  HeraiA 
Tribune. 

• 

Weeklies  Combined 

Nicholasville.  Ky. 

Two  jointly  owned  weeklies, 
the  Jessamine  Journal  and  the 
Jessamine  News-Week,  were 
consolidated  Sept.  26  under  the 
name  of  the  85-year-old  Jour¬ 
nal.  Ed  Easterly  III  is  pub¬ 
lisher. 
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Growth  of  Color  Dependent 
On  Reaching  N.  Y.  Agencies 


Porter  Suggests  Strategy 
For  Waking  Up  ‘Hicktown’ 


was  inadvisable  to  use  color 
only  for  attention  -  getting 
values. 

Q:  Aside  from  people  within 
Chicago  yo“r  own  agency,  has  anyone 
^  1  111  r  1  from  the  outside  attempted  to 

If  there  is  to  be  an  e.xpanded  volume  of  ROP  color  ^ring  you  up  to  date  on  ROP 

throughout  newspapers  generally,  there  must  first  be  in-  color  trends  as  regards:  new, 
creased  exposure  of  key  New  York  agency  people  to  the  fresh  creative  uses;  readership 
facts  of  newspaper  color,  Arthur  A.  Porter,  vicepresident  ratings;  expanded  availability; 
and  director  of  media,  T.  Walter  Thompson  Co.,  told  the  ®  verti.sers . 

se^nd  annual  ROP  Color  Conference  her^ jhis  w^ek.  swtred^‘fhlr  nobo7/"®outside 

on  resuhT^of^'a^  ^'^afTmaT’  A:  Majority  believed  they  their 

Questionnaire  sent  to  some  90  were  probably  more  effective.  0^®®^  them  with  any  ROP  color 

CeXtn  New  YoHU  Some  ^  felt  quality  of  .eproduc-  values  ou  any  of  these  four 


cies.  Six  questions  were  asked. 


tion  in  some  cases  did  more  poiuts. 


Q:  Which  New  York  news- 


Herewith  are  the  questions  and  harm  than  good.  Others  felt  it 
summary  answers  as  reported  ^  ^  )  A  If  1  A  1 

b)  Mr.  Porter:  Action  ColoFS  Make  Ad 

Questions,  Answers  l/Arn*  AT  1* 

Q:  Which  weekly  or  month-  1  (J  1  111168  MOFC  rjII0CtlV6 


ly  magazines  do  you  read  or 
leaf  through? 

A:  Average  for  group  was 
four  weeklies  and  three  month¬ 
lies.  Average  for  Sunday  sup¬ 
plements  was  1.4. 

Q:  How  many  TV  shows  do 
you  see  in  typical  week  and 
how  often  do  you  listen  to  the 
radio? 

A:  Average  for  TV  was  about 
eight  programs  a  week  and 
three  occasions  on  which  they 
listened  to  radio. 

Q;  When  was  last  time  you 
remember  seeing  an  ROP  color 
ad  in  an  issue  of  a  daily  news¬ 
paper? 

A:  About  60%  said  they  had 
seen  ROP  color  ad  recently; 
one  quarter  answered  months 
or  years  ago;  remaining  16% 
couldn’t  remember. 

Mr.  Porter  said  that  if  he 
were  a  newsperman,  he’d  be 
“greatly  concerned”  to  find  that 
people  of  this  stature  in  adver¬ 
tising  read  four  weeklies  and 
three  monthlies;  saw  eight  TV 
programs,  but  that  40%  of 
them  hadn’t  been  exposed  to 
®iiy  ROP  color  for  months  or 
years,  or  couldn’t  remember 
when. 

Q:  What  is  your  opinion  about 
the  effectiveness  of  daily  ROP 
colors  ads  as  compared  with 
Mack  and  white  copy? 


Chicago 

“Newspapers  should  encour¬ 
age  use  of  ‘action  colors’  such 
as  bright  reds,  yellows,  oranges, 
greens  for  better  response  to 
advertising,”  O.  C.  Holland,  di¬ 
rector  of  advertising.  Inter¬ 
chemical  Corp.,  Printing  Ink  Di¬ 
vision,  said  before  the  second 
annual  color  parley  here. 

He  said  that  “action  colors” 
catch  the  eye  quicker,  sell  faster 
than  the  so-called  “influence 
colors.”  According  to  Mr.  Hol¬ 
land,  “action  colors”  alone  will 
not  make  a  selling  advertise¬ 
ment.  “But  they  can  make  good 
copy  and  layouts  as  much  as 
10  times  more  effective.” 

Following  are  highlights  from 
Mr.  Holland’s  talk: 

“Advertising  messages  must 
get  immediate  attention  for  best 
results  because  human  eye  and 
brain  are  painfully  slow  in  com¬ 
parison  with  electronic  devices. 
Human  brain  can  absorb  and 
transmit  only  40  to  50  bits  of 
information  per  second  at  top 
speed.  Highest  knowm  rate,  to 
date,  is  43  per  second.  Telephone 
channels  can  handle  50,000  bits 
of  information  per  second  and 
television  channels  50  million 
bits  per  second. 

Newspapers  are  only  regular 
media  offering  ‘king  size’  color. 
They  should  make  the  most  of 
this  advantage. 


Large  areas  of  action  colors 
are  best  adapted  to  simple  lay¬ 
outs  which  offer  greatest  speed 
and  lowest  cost  in  production. 

ROP  color  is  the  answer  to 
new  ‘sneak’  advertising  (called 
‘subliminal’)  which  threatens 
movies  and  television. 

Challenge  all  general  state¬ 
ments  on  color  preferences  of 
the  buying  public.  A  certain  re¬ 
search  group  recently  declared 
that  women  do  not  respond  to 
yellow  in  packaging. 

Such  a  flat  statement  is  ridi¬ 
culous  since  the  type  of  package 
and  the  product  within  the 
package  have  much  to  do  with 
consumer  response — male  or  fe¬ 
male. 

Newspapers  should  test  their 
own  ROP  color  advertising  for 
future  reference.  Keep  records 
of  each  advertisement,  colors 
used,  type  of  copy  and  layout 
and,  of  course,  final  results  for 
the  advertiser. 

Better,  brighter  ROP  colors 
will  come  with  whiter,  stronger 
newsprint.  To  date  the  paper 
mill  has  stressed  quantity  pro¬ 
duction.  Tomorow,  research  and 
competition  will  give  newspa¬ 
pers  the  stock  their  presses  and 
inks  deserve. 

Greater  use  of  ROP  color  will 
increase  effectiveness  of  all 
color  advertising.” 
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L.  I.  Star-Journal 
Offers  Multiple  Color 

The  Long  Island  Star- 
Journal  this  week  announced 
facilities  to  handle  multiple 
color  ads. 

Frank  Reiss,  national  ad¬ 
vertising  manager  for  the 
Star-Journal,  the  Long 
Island  Press  and  the  Staten 
Island  Advance,  the  three 
Newhouse  papers  published 
in  New  York  City,  said  the 
Press,  which  ran  its  first 
multiple  color  ad  a  year  ago, 
was  the  first  New  York  daily 
to  publish  an  ad  in  ROP 
multiple  color. _ 

paper  do  you  read  on  a  regular 
basis  ? 

A:  Results  showed  that  about 
one  quarter  were  exposed  re¬ 
gularly  to  New  York  newspa¬ 
pers  that  carry  ROP  color  ad¬ 
vertising;  three-quarters  were 
not. 

What  Survey  Reflects 
Stressing  that  this  survey  is 
not  at  all  precise  or  representa¬ 
tive,  Mr.  Porter  said  it  does 
reflect  the  media  exposures  and 
attitudes  of  a  group  within  the 
total  agency  population  in  New 
York  that  is  concerned  with 
client  expenditures  of  hundreds 
of  millions  of  dollars  a  year 
in  national  advertising. 

He  said  that  tremendous  vari¬ 
ation  appear  to  exist  among  key 
New  York  agency  people,  both 
in  their  attitude  tovmrd  ROP 
color  and  also  in  the  amount 
of  information  they  have  about 
it.  He  added  that  this  is  not  as 
true  of  people  in  New  York 
agency  media  departments. 

In  1956,  Mr.  Porter  pointed 
out,  the  Joumuil  American  and 
the  Post,  the  two  papers  that 
carry  daily  color,  ran  a  total  of 
223  ROP  color  insertions.  When 
we  multiply  color  insertions  by 
circulation  to  get  color  impres¬ 
sions,  this  adds  up  to  an  aver¬ 
age  of  2i  color  impressions  for 
the  average  family  in  the  New 
York  areas. 

“In  Chicago  during  the  same 
period,  nearly  1300  color  inser¬ 
tions  in  the  Chicago  papers  de¬ 
livered  an  average  of  430  color 
impressions  per  family. 

“For  purposes  of  comparison, 
we  looked  at  a  smaller  market 
on  the  coast — the  Fresno  Bee 
in  California,  which  in  1956 
racked  up  a  total  of  565  color 
impressions  for  each  Fresno 
family. 

(Continued  on  luige  18) 
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(Cotitinued  from  pane  17) 


“430  for  Chicago — 565  for 
Fresno — 24  for  New  York.  How 
backward  can  a  hick  town  get?” 

Mr.  Porter  continued:  “All  of 
which  leads  me  right  back  to 
my  original  point,  that  the 
single  greatest  creative  oppor¬ 
tunity  for  an  expanded  use  of 
ROP  color  lies  in  creative  sell¬ 
ing  strategy — directed  certainly 
to  all  buyers  of  advertising  but 
with  primary  emphasis  against 
the  key  people  in  New  York 
agencies  and  advertising  de¬ 
partments  of  client  companies. 

Suggests  Overall  Plan 
“If  I  were  to  devise  an  overall 
plan  of  action  for  the  purpose 
of  stimulating  the  use  of  ROP 
color,  it  would  probably  break 
down  into  three  parts — 1)  Re¬ 
search;  2)  Promotion;  3)  Crea¬ 
tive  Stature. 

“On  the  research  front,  I  be¬ 
lieve  the  newspaper  industry 
needs  a  far  broader  program  of 
research  to  support  the  values 
of  color. 

“Like  most  everyone  else,  I 
have  been  impressed  by  the 
studies  that  have  been  produced 
by  Publication  Research  Service 
for  the  Milwaukee  Journal,  the 
Cincinnati  and  Battle  Creek  pa¬ 
pers.  These  findings  tend  to 
confirm  some  of  the  studies 
that  we  and  our  clients  have 
conducted  on  the  subject. 

“But  is  it  possible  that  the 
results  in  Milwaukee  and  Battle 
Creek,  progressive  and  desirable 
markets  as  they  are,  are  not  en¬ 
tirely  sufficient  to  serve  as  the 
basis  for  the  national  selling  job 
that  needs  to  be  done  among 
all  agencies  and  all  categories 
of  product  manufacturers? 

“What  about  Philadelphia, 
and  Detroit,  and  Cleveland  and 
New  Orleans,  and  Los  Angeles, 
and  Boston.  What  about  Seattle, 
and  Miami  and  others? 

Size  of  Opportunity 
“It  seems  to  me,”  Mr.  Porter 
said,  “that  the  size  of  your  op¬ 
portunity  for  an  expanded  vol¬ 
ume  through  color  calls  for  an 
abundance  of  facts — facts  that 
bear  on  all  product  categories, 
on  all  types  of  color  techniques 
and  in  all  sizes  of  newspaper 
markets  that  offer  color. 

“Conditions  have  never  been 
more  favorable  for  you  to  cash 
in  on  color,  providing  your  pro¬ 
motion  stems  from  an  extensive 
base  or  research — sufficiently 
broad  and  sufficiently  deep  to 
leave  no  uncertainty  in  the 
minds  of  buyers  of  advertising 
about  the  superior  values  of 
daily  color. 


“If  I  were  you,  I  would  want 
to  initiate  a  relentless  barrage 
of  facts  and  information  about 
the  performance  of  ROP  color 
against  all  buyers  of  advertis¬ 
ing — and  do  it  quickly  as  I 
could. 

“Like  all  other  media,  today 
you  are  facing  king-size,  com¬ 
petitive  selling  problems.  Your 
basic  goal  should  be  to  present 
the  newspaper  in  the  light  of 
its  very  best  advertising  values. 
If  daily  color  represents  a  su¬ 
perior  value  to  the  advertiser, 
then  it  also  constitutes  an  ad¬ 
ditional  weapon  for  improving 
your  competitive  standing 
among  all  advertising  media. 

Mr.  Porter’s  point  was  Pro¬ 
motion. 

“If  the  little  exploration  we 
conducted  among  New  York 
agency  people  indicates  any¬ 
thing — it  certainly  indicates  the 
need  for  exposing  them  to  ROP 
color. 

“Perhaps  you  could  establish 
a  fairly  simple  plan  to  ac¬ 
complish  this  objective. 

“I’ve  got  a  couple  of  specific 
ideas  on  the  subject. 

“In  my  opinion,  it  doesn’t  call 
for  a  great  series  of  elaborate 
presentations  or  big  luncheons 
in  hotel  ballrooms. 

Weekly  Tearsheets 

“Suppose,  for  example,  you 
were  to  compile  a  list  of  five 
or  six  hundred  key  account 
supervisors,  account  executives, 
copy  supervisors,  art  directors 
and  media  men  in  New  York 
agencies  and  suppose  in  a  very 
simple,  informal  way  you  just 
sent  them  tearsheets  of  ROP 
color  ads  on  a  regular  schedule 
at  the  rate  of  say  one  a  week. 

“Suppose  this  week  we  re¬ 
ceived  a  tearsheet  from  Des 
Moines  with  a  note  that  said, 
“Here’s  an  example  of  how  Shell 
Oil  used  ROP  color  this  week.” 

“And  suppose  next  week  we 
received  a  tear  sheet  from 
Sacramento  showing  how  Scott 
Paper  w'as  using  color  to  intro¬ 
duce  a  new  color  product. 

And  next  week  a  Kraft  ad 
from  New  Orleans — and  the 
next  a  Ford  ad  from  Los  An¬ 
geles — and  the  next  a  Lux 
Toilet  Soap  ad  from  Seattle. 

“Maybe  you  could  cross  index 
the  list  and  see  that  people 
working  on  an  automobile  ac¬ 
count  would  receive  examples  of 
what  other  automotive  accounts 
were  doing — and  a  group  work¬ 
ing  on  coffee,  examples  of  what 
other  coffee  brands  were  doing. 

“Just  a  simple  plan  to  get 
exposure  for  ROP  color  among 
the  people  in  New  York  who 
plan  and  create  advertising  for 
some  of  the  biggest  advertisers 
in  our  business. 


“Here’s  another  thought  that 
might  be  used  for  increased  ex¬ 
posure. 

“Suppose  you  set  up  a  small 
group  to  examine  black  and 
white  national  advertising  in 
daily  newspapers — and  suppose 
you  screened  out  those  ads 
which,  because  of  the  product 
or  because  of  the  package,  or 
some  other  element  in  the  copy, 
could  benefit  greatly  through 
the  addition  of  color. 

“Suppose  you  had  a  good  art 
studio  then  prepare  a  color  lay¬ 
out  for  the  same  advertisement 
showing  what  color  could  do  to 
point  up  the  key  elements  in  the 
sales  message,  and  then  you 
passed  this  along  to  the  agency. 
You  wouldn’t  be  criticizing  the 
layout  or  the  copy — you  would 
simply  be  demonstrating  in  a 
professional  way  how  color 
could  be  used  to  sharpen  some 
of  the  basic  selling  ingredients 
in  the  ad. 

“I  wonder  if  strategy  of  this 
kind  might  not  be  very  effective 
in  stepping  up  inteiest  in  the 
entire  subject  of  coloi’ — particu¬ 
larly  in  Manhattan.” 

Mr.  Porter  said  that  if  it 
makes  sense  to  establish  an  ag¬ 
gressive  plan  of  research  and 
promotion  with  an  eye  to  in¬ 
creasing  the  use  of  color  on  a 
nation-wide  basis,  what  news¬ 
papers  need  is  a  central  organi¬ 
zation  of  some  kind  that  would 
devote  its  full  time  to  this  pur¬ 
pose. 

In  addition,  a  central  organi¬ 
zation  might  be  the  ideal  plan 
for  developing  more  unanimity 
among  newspapers  on  things 
such  as  availabilities  of  various 
units  of  space,  availability  by 
days  of  the  week,  discount 
structures  and  availability  of 
specific  colors. 

Also,  he  said,  a  central  or¬ 
ganization  properly  set  up 
might  prove  helpful  in  solving 
some  of  the  problems  of  color 
reproduction.  Such  organiza¬ 
tions  exist  today  to  promote  the 
sale  of  rotogravure  and  comic 
space.  “I  wonder”,  he  added,  “if 
it  might  not  prove  to  be  effec¬ 
tive  here.”  Mr.  Porter  went  on 
to  note  that  although  color  tele¬ 
vision  has  been  slow  in  develop- 
in,  “once  it  hits  and  color  com¬ 
mercials  can  be  used  on  a  broad 
basis,  the  competition  for  the 
national  advertising  dollar  will 
hit  a  new  and  unprecedented 
level  of  intensity.” 

“So  far,”  he  said,  “the  trends 
in  the  newspaper  business  have 
been  favorable.  You’re  the  load¬ 
ing  total  advertising  medium 
doing  3%  billion  dollars  a  year, 
and  even  though  television  now 
claims  first  place  as  a  national 
advertising  medium,  its  greatest 
gains  have  been  made  at  the 


L.A,  Examiner  Offers 
Lower  Color  Premium 

The  Los  Angeles  (Calif.)' 
Examiner’s  Sept.  15,  19oi 
General  Rate  Card  No.  5 
introduces  lowered  color  pre¬ 
miums  when  insertion  orders 
allow  3-day  or  5-day  leeway 
options. 

The  new  rates  will  become 
effective  Nov.  15,  1957. 

Examiner  management 
points  out  that  advertisers 
profit  from  the  savings  in 
production  costs  when  ads  of 
corresponding  colors  can  be 
coordinated  in  the  same  issue. 


expense  of  national  magazines 
and  network  radio.  Newspapers ' 
are  getting  just  about  the  same 
percentage  of  the  national  dol¬ 
lar  today  (27%)  as  they  got 
ten  years  ago  (28%). 

“But  your  share  of  the  na¬ 
tional  advertising  dollar  is  not 
growing  —  even  though  total 
revenues,  because  of  higher 
rates,  go  up  year  after  year. 

“You  know  far  better  than  I 
do  that  you’ve  hit  a  static  share 
of  national  business  in  a  period 
of  increasing  costs  and  narrow¬ 
ing  profit  margins. 

“And  it  would  seem  to  me, 
that  one  of  the  most  important 
forces  at  your  command  to 
break  this  log  jam  lies  in  an 
aggressive  and  highly  imagina¬ 
tive  exploitation  of  color. 

“It  ought  to  be  big  and  im¬ 
portant  and  dramatic  —  com¬ 
pletely  in  keeping  with  the  po¬ 
sition  of  a  3%  billion  dollar 
industry. 

“It  ought  to  be  based  on  re¬ 
search  that  is  both  broad  and 
deep ;  broad  to  document  quanti¬ 
tatively  how  many  more  read¬ 
ers  per  dollar  color  can  deliver 
to  an  advertiser,  and  deep  to  get 
at  the  depth  of  impression  that 
can  be  made  through  color. 

“And  it  ought  to  be  accom 
panied  by  a  realistic  and  com¬ 
petitive  selling  strategy — one 
that  recognizes  the  advantages 
of  the  discount  structures  that 
exist  in  nearly  all  other  media 
today  which  provide  additional  [ 
benefits  to  advertisers  who 
make  a  continuous  and  power¬ 
ful  use  of  a  medium. 

“The  ROP  color  discounts 
that  have  already  been  estab¬ 
lished  by  many  newspapers  con¬ 
stitute  a  giant  step  forward- 
The  more  you  make  it  worth: 
while  for  an  advertiser  to  usej 
color  in  your  newspaper  on  the- 
right  basis  with  big  space  and! 
good  frequency,  the  more  con¬ 
sideration  you’ll  receive  from 
from  him  and  his  agency — for 
a  very  simple  reason;  you’ll  be 
helping  him  to  sell  more  mer¬ 
chandise  more  profitably.” 
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73,159  DOG  LICENSES 

were  issued  in  Greater  Cleveland  this  year 


Just  multiply  this  figure  by  average  daily  consump¬ 
tion  of  dog  food  and  you  have  a  very  substantial 
everyday  market  for  any  good  product  that  is  well- 
sold  to  Cleveland  buyers.  NOW,  add  the  dog  popula¬ 
tion  of  the  26  counties  adjacent  to  Cleveland  (est. 
68,000)  and  you  have  a  market  of  at  least  141,000 
owners  of  licensed  dogs  — not  to  mention  unlicensed 


dogs  w’ho  eat  just  as  much  as  those  registered 

\bur  advertising  in  the  Plain  Dealer  sells  the  Greater 
Cleveland  market— PLUS—  the  26  adjacent  counties. 
The  Plain  Dealer  is  the  only  Cleveland  newspaper 
with  substantial  circulation  in  this  rich  North¬ 
eastern  Ohio  market. 


The  Plain  Dealer  sells  two  great 
RETAIL  MARKETS  Cleveland^^^  billion 

26  adjacent  Counties  ^2  billion 

TOTAL  *av*  billion 


26  ADJACENT 
COUNTIES 
<000) 


CIEVEIANO 
CUYAHOGA  COUNTY 

_ (000) _ 


COMMODITY 


It's  a  market  LARGER  than 
each  of  36  entire  states 
and  the  ONLY 
Cleveland  Newspaper  that 
sells  this  WHOLE  MARKET  is 


Automotive 


Gas  Stotions 


Furniture,  Household  Applionces 


(Source,  Sales  Management  Survey  of  Buying  Power,  May  10,  1957) 


*  Akron,  Canton  and  Youngstown's  Counties  are  not  included  in  above  Sales. 


The  Cleveland  Plain  Dealer 


Represented  by  Cresmer  &  Woodward,  Jne.,  New  York,  Chicago,  Detroit,  Atlanta, 

San  Francisco  and  Los  Angeles.  Member  of  Metro  Sunday  Comics  and  Magazine  Network. 
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Admen  Told  To  Improve 
Preparation  of  Ads 

Chicago  being  drawn  up  by  the  Bureau’s 
The  advertising  industry,  five  offices, 
which  has  almost  tripled  its  Pointing  out  that  “color  ad- 
use  of  newspaper  run-of-paper  vertising  in  the  daily  news- 
color  within  the  last  five  years,  paper,  when  used  wisely  in  con- 
was  urged  this  w^eek  to  im-  junction  with  black-and-white 
prove  its  preparation  of  ad  ina-  advertising,  can  bring  big  re- 
terials  for  color  reproduction,  wards,”  the  Bureau  said  that 
in  order  to  capitalize  fully  on  “using  ROP  color  wisely  means 
the  “big  rewards”  such  adver-  knowing  how  to  prei)are  your 
tising  offers.  advertising”  to  get  maximum 

In  a  full-color  slide  presen-  attention  and  action, 
tation  shown  here  at  the  second  Terming  ROP  color  “the  hot- 
annual  Newspaper  ROP  Color  test  development  in  the  field  of 
Conference,  the  Bureau  of  Ad-  advertising,”  the  presentation 
vei-tising,  ANPA  analyzed  in  notes  that  between  19.’}!  and 
detail  the  color  pi-inting  re-  the  use  of  color,  in  ap- 

quirements  of  newsprint  and  proximately  200  newspapers  as 
presented  a  comprehensive  list  measured  by  Media  Records, 
of  do’s  and  don’ts  to  be  ob-  increased  from  less  than  47 
served  by  agency  art  and  pro-  million  to  more  than  109  mil- 
duction  departments.  lion  lines. 

The  presentation,  titled  “The  Today  ROP  coloi-  is  available 
.\rt  of  Newspaper  ROP  Color,’’  in  8r)2  newsi)apei's  in  700  mar- 
was  narrated  by  Edward  A.  kets  in  the  U.  S.,  it  was  stated. 
Falasca,  promotion  director,  and  Newspapers  themselves,  said 
Dent  Hassinger,  cential  man-  the  Bureau,  aie  bending  every 
ager,  both  of  the  Bureau.  effort  to  bring  ROP  color  as 

A  full  schedule  of  showings  close  to  perfection  as  po.ssible. 
to  advertising  executives  in  all  Color  standards  have  been  es- 
parts  of  the  country  is  now  tablished  for  ink  suppliers  to 


in  greater  los  angeles 

SELL  THEM  WHERE 
THEY  LIVE! 


People  are  sold  best  in  their  own  homes  .  .  .  respond 
fastest  to  the  sales  appeal  that  reaches  them  where 
they  live.  And  25%  of  the  people  in  Greater  Los 
Angeles  live  in  areas  covered  by  these  COPLEY 
“Hometown”  Newspapers  — 


ALHAMBRA  POST-ADVOCATE 
BURBANK  DAILY-REVIEW 
CULVER  CITY  EVENING  STAR-NEWS 
GLENDALE  NEWS-PRESS 


MONROVIA  DAILY  NEW^POST 
REDONDO  BEACHrDAILY  BREEZE 
SAN  PEDRO  NEWS-PILOT 
VENICE  EVENING  VANGUARD 


“The  Ring  of  Truth” 

COPLEY  NEWSPAPERS 


IS  "Hometown"  Newspapers  covering  Greater  Los  Angeles  —  Springfield, 
Illinois  —  Northern  Illinois  —  and  Son  Diego,  California  .  .  .  All  the 
local  and  national  news  plus  the  COPLEY  Washington  Bureau  and  the 
COPLEY  News  Service. 


REPRESENTED  NATIONALLY  BY  WEST-HOLLIDAY  CO.,  INC. 


AFTER  DINNER,  the  speaker  of  the  evening  at  the  Philadelphia  Club 
of  Advertising  Women,  Robert  M.  Feemster,  chats  with  Irene  D. 
Clough  of  the  Philadelphia  Bulletin  and  Stella  T.  Cox  of  the  Norrii- 
fown  Times  Herald,  club  president.  Mr.  Feemster  is  chairman  of  the 
executive  committee  of  the  Wall  Street  Journal  and  chairman  el 
the  Advertising  Federation  of  America. 


follow’,  and  throughout  the 
country,  “newspapers  are  mov¬ 
ing  swiftly  ahead  in  acquiring 
the  modern  equipment,  the  tech¬ 
nical  knowledge  and  the  experi¬ 
enced  know-how  to  give  adver¬ 
tisers  the  fine  reproduction 
they  expect.”  But  the  best  skills 
and  materials  must  be  used  in 
agency  production  to  “give  the 
newspaper  the  opportunity  to 
turn  out  the  kind  of  superior 
job  your  copy  merits.” 

-Among  the  do’s  and  don’ts 
discussed  in  detail  and  illus¬ 
trated  with  step-by-step  slides 
were:  “Don’t  overdo  art  with 
too  much  detail;  use  large  illus¬ 
trations  w'here  you  can;  don’t 
surprint  heavy  colors  over  each 
other;  don’t  print  small  type  in 
more  than  one  color;  .select 
bright,  clean  colors;  get  plenty 
of  contrast  into  your  art.” 

By  careful  application  of  the 
basic  rules  of  good  coloi'  ad 
production,  said  the  Bureau, 
the  adverti.ser  will  find  “that 
the  pot  of  gold  at  the  end  of 
the  (newspaper  ROP  color) 
rainbow  is  very  real — and  it 
really  belongs  to  you.” 

• 

Proud  Names  Collett 
His  Exec  Assistant 

Hugh  Collett,  formerly  public 
relations  director  of  the  Ken¬ 
tucky  State  Chamber  of  Com¬ 
merce,  has  been  named  execu¬ 
tive  assistant  to  the  president 
of  the  Advertising  Federation 
of  America. 

C.  James  Proud,  AFA  presi¬ 
dent  and  general  manager,  an¬ 
nounced  at  the  same  time  execu¬ 
tive  promotions  for  two  mem¬ 
bers  of  the  Federation  staff. 
Mrs.  Ruth  T.  Gardner  has  been 
named  executive  director  of 
club  services  for  AFA,  and 
B.  Fred  Irby  has  been  advanced 
,  to  national  field  director. 


Full-Color  Ad 
For  Classified 

The  Chicago  Tribune  this 
week  published  a  full-color  ad¬ 
vertisement  to  promote  tele¬ 
phone  sales  of  classified  adver¬ 
tising. 

Publication  in  the  Tribune 
was  timed  to  coincide  with  the 
newspaper  color  conference,  a^ 
cording  to  A.  E.  Rozene,  classi¬ 
fied  advertising  manager. 

The  ad  featured  a  jingle  that 
stressed  the  ease  with  which 
readers  can  place  want  ads  in 
the  Tribune,  simply  by  picking 
up  their  telephone  and  spinning 
the  dial  to  Whitehall  4-0400. 

A  four-color  illustration  showed 
two  children  next  to  a  tele¬ 
phone. 

The  illustration  was  origi¬ 
nally  prepared  by  N.  W.  -Ayer 
&  Son,  advertising  agency,  for 
a  Bell  Telephone  Co.  ad  in  a 
national  magazine.  It  was  re¬ 
produced  in  the  Tribune  in 
newspaper  color  by  expanding 
the  fine  screen  engravings  used 
in  printing  the  original  maga¬ 
zine  ad.  Mr.  Rozene  said  that 
reprints  of  the  ad  are  being 
offered  to  175  newspapers  I 

through  the  Tribune’s  News-  | 

print  Color  Service.  i 

•  ' 

Editor  Changes  Joh 

New  Canaan,  Conn- 

Charles  R.  Mitchell,  editor  of 
the  Darien  (Conn.)  Review  for 
the  past  24  years,  has  resigned 
to  become  assistant  to  the  pub¬ 
lisher  of  the  New  Canaan 
(Conn.)  Advertiser.  Both  pa¬ 
pers  are  weeklies.  Edmund  J- 
Chrowstowski  succeeds  him  as 
editor  at  the  Review.  Joseph 
Zito  has  been  named  to  assume 
managerial  duties. 
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Color  in  Campaign  Plan 
Offers  Assets,  Problems 


Three  assets,  three  problems,  word  ‘impact’  is  enough  to  de- 
and  one  “fresh  and  challenging”  scribe  the  result  at  all. 
opportunity  offered  by  ROP  “I  suggest,  instead,  that  w'e 
newspaper  color  in  campaign  might  well  coin  the  word  color¬ 
planning  were  pinpointed  here  impact  as  a  new  term  in  our 
by  Vincent  R.  Bliss,  president,  advertising  language. 

Earle  Ludgin  &  Co.,  advertis-  “What  ROP  color  gives  to  the 
ing  agency.  planner  is  something  beyond 

The  assets:  impact;  sales-  the  impact  value  of  size  or 
manship;  and  strategic  con-  loudness. 

centration.  “  ‘Color-Impact’  is  a  matter 

The  problems:  Color  job  in  of  quality  of  the  message.  You 
magazines  and  roto  may  not  be  could  blow  this  Rath  Bacon  ad 
applicable  in  ROP  color;  wide  up  to  a  full-page  in  black  and 
application  of  color  difficult;  white  and  that  might,  it  is  true, 
frequency  of  insertion  for  con-  increase  its  loudness  of  impact, 
tinuity.  “But  to  me  there  is  not  a 

The  challenge:  ROP  newspa-  doubt  in  the  world  that  —  for 
per  color  can  be  the  means  of  the  job  to  be  done  for  a  product 
opening  up  a  new  and  far  bet-  of  the  character  of  Rath  Black- 
ter  concept  of  what  promotion  hawk  Bacon,  the  ‘color-impact’ 
advertising  can  be.  quality  of  the  l.aOO-line  ad  —  or 

Mr.  Bliss  used  a  series  of  even  for  a  1000-line  version 
color  slides  to  show  how  ROP  (which  we  have  used)  would  be 


AT  SUN  VALLEY  for  meetin9  of  the  Board  of  Directors  of  the  BureM 


of  Advertisin9,  AN  PA:  Left  to  right — John  F.  Fitzpatriclc  of  Salt 
Lake  Tribune,  Richard  L.  Jones  Jr.  of  Tulsa  Tribune,  Louis  A.  Wal 
Jr.  of  Grand  Rapids  Herald,  and  William  Dwight  of  Holyoke  (Ma«.) 
Transcript-Telegram.  Mr.  Jones  is  chairman  of  the  Bureau  board; 
Mr.  Dwight  is  president  of  ANPA. 


actually  take  place  only  as  we  creative  one. 
who  plan  the  advertising  are  “A  fine  creative  job  as  we 
able  to  change  our  own  con-  may  have  done  it  in  magazinei 
cept  of  the  newspaper  as  an  ad-  or  roto  may  not  prove  to  be  the 
vertising  medium.  right  one  in  ROP  color.” 

“So  long  as  we  think  of  the  Mr.  Bliss  show'ed  a  slide  of 
newspaper  as  essentially  a  a  Rath  Bacon  ad  as  it  appeared 
shopping  medium,  with  mes-  in  a  magazine  campaign  at  a 
sage-delivery  just  a  cut  above  time  when  the  product  had  no 
the  posters  on  a  super  market  localized  advertising. 

■window  —  ROP  color  will  have  “We  had  an  image-building 
limited  value.  job  to  do  and  do  in  a  hurry 

“But  to  a  great  many  of  us  it  against  a  number  of  brand* 
is  dawning  that  with  ROP  color  which  had  been  nationally  ad- 
we  can  make  newspapers  into  vertised  for  years,”  he  said, 
so  much  more  of  a  desire-selling  “The  solution,  typified  by  thii 
medium  that  the  place  of  the  advertisement,  was  to  build  a 
newspaper  in  the  advertising  personality  for  the  product 
plan  may  be  substantially  through  nostalgic  associatio* 
changed.”  with  its  native  Iowa,  the  Land 

Mr.  Bliss  said  that  the  third  of  Corn,  of  fine  corn-fed  hogi 
I  asset  offered  by  the  advent  of  and  of  good  eatin’  generally. 
ROP  newspaper  color  is  one  for  “Later,  when  expansion  led 
I  the  marketing  planner,  rather  os  into  the  field  of  local  ca^ 

I  than  for  those  concerned  for  paigns  for  the  product,  we  tried 
!  Advertising  alone.  to  adapt  this  copy  technique 

“This  asset,”  he  said,  “lies  in  for  ROP  Color, 
the  fact  that  now  we  can  have  “The  translation  from  maga- 
the  qualities  of  color-impact  zines  to  new'spaper  color 
and  color  salesmanship  applied  wouldn’t  work  in  this  case, 
with  what  may  be  a  vitally  im-  “I  mention  this  creative  prob- 
portant  strategic  concentration,  lem  as  a  problem,  because  ua- 
“We  can,  in  other  words,  less  the  advertiser  and  the 
more  effectively  mass  our  ‘color-  agency  are  both  able  and  will- 
j  impact  and’  ‘color  salesmanship’  ing  to  handle  ROP  color  cre»- 
against  vital  geographical  areas  tive  work  as  a  job  all  by  itself 
or  markets  or  mass  them  more  and  not  assume  that  a  national 
effectively  in  parallel  with  vital  magazine  technique  is  either 
retail  distribution  elements.  Or  right  or  practical  —  unless  this 
mass  them  more  effectively  in  happens,  an  adventure  into 
connection  with  timing-— either  ROP  color  might  prove  an  un- 
seasonal  or  for  merchandising  happy  one.” 
drives.”  Mr.  Bliss  continued:  “Another 

Of  the  ROP  color  problems,  problem  that  ROP  color  run* 
Mr.  Bliss  said  that  some  are  into  for  the  planner  is  that  a 
the  problems  primarily  of  the  plan  is  only  a  plan  if  it  can  be 
advertiser  and  agency.  Others  (Continued  on  page  24) 
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Sol'd  ^0.1  in 
Soil’d  CIncInno'^;  . 

... 


'He  picks  Mp  a  lot  of  things  from  that 
space  buyer's  kid  next  door." 


The  Cincinnati  Daily  Enquirer  is  Solid 
No.  1  right  down  the  line.  Including  a 
26,000  edge  in  City  Zone  Circulation 
...  a  healthy  lead  in  Retail  Display 
Linage.  Get  full  story  from  Moloney, 
Regan  &  Schmitt,  Inc. 


COLOR  grows  coast-to-coast 
with  HEADLINER* 

The  new  era  of  color  places  the  most  exacting  demands  on  pressroom  equipment. 
The  experience  of  leading  newspapers  proves  that  the  Goss  Headliner  has  all  the 
basic  factors  essential  to  a  successful  color  operation — Printing  Quality,  Pro¬ 
duction  Efficiency,  Operating  Dependability  and  Flexibility  to  meet  different 
and  changing  conditions. 

From  coast-to-coast  more  than  100  newspapers  are  building  their  color  growth 
on  the  Gross  Headliner.  This  total  is  growing  steadily  as  more  and  more  pub¬ 
lishers  study  the  many  Headliner  advantages  for  running  everything  from  spot 
color  to  full  color  ROP  with  unexcelled  printing  quality. 


I  THE  PRINTING* ~^ESS  CO. 

Division  of  Mleh le-Goss-Dexter,  Incorporated 

5601  WEST  31st  STREET,|CH  ICAGO  50,  ILLINOIS  1 


fundamental  of  advertising  — 
frequency. 

“I  present  frequency  as  a 
problem  in  the  use  of  ROP  color 
and  say  that  we  all  must  re¬ 
cognize  that  ROP  color  may  be 
wrong  and  harmful  if  it  leads 
to  a  reduction  in  frequency  to 
the  point  that  destroys  effective 
continuity,”  he  said. 

“That  is  a  thing  which  can 
easily  happen  because  of  the 
higher  cost  of  the  ROP  color 
unit  and  its  accompanying  pro¬ 
duction  overburden. 

“And  why  do  I  bring  it  up 
here?  Because  it  is  one  of  the 
problems  which  the  newspapers 
— individually  and  as  an  indus¬ 
try  can  and  must  help  to  a 
solution. 

“You  can  do  it  by  bringing 
about  a  condition  wherein  we 
as  planners  and  advertisers 
have  available  to  us  a  range  of 
ROP  color  space  units  of  rea¬ 
sonable  practical  and  uniform 
size. 

“By  this  I  mean,  specifically, 
that  restricting  ROP  color  to 
full  page  units  is  not  for  the 


Subject  to  FCC  approval,  announcement  has 
been  made  of  the  acquisition  by  J.  D.  Wrather, 
Texas  and  California  industrialist,  and  John  L. 
Loeb  of  Carl  M.  Loeb,  Rhoades  ^  Company,  New 
York,  of  all  outstanding  stock  in  Muzak  Corpora' 
tion  for  $4,350,000. 

The  sellers  were  William  Benton,  former  U.  S. 
Senator  from  Connecticut,  H.  E.  Houghton,  Presi' 
dent  of  Muzak,  and  other  capable  executives  asso' 
ciated  with  them. 

We  initiated  this  transaction  and  worked  un' 
ceasingly  to  its  conclusion. 


ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale  of 
Daily  Nervspapers,  Radio  and  Television  Properties 

Washington  New  York  Chicago 

162.^  Eye  St.,  N.W.  60  East  42nd  St.  East  Wacker  Drive 


Color  Assets 

(Continued  from  page  22) 


widely  enough  applied  to  make 
it  worth  while.  You  may  want 
to  use  ROP  color,  but  if  you 
find  that  in  too  many  cases  you 
can’t  get  it  at  all,  or  can’t  get 
it  at  a  feasible  price  or  can’t 
get  it  in  the  size  unit  you  need, 
or  —  perish  the  thought  —  you 
can’t  get  it  with  even  tolerable 
printing — if  those  things  hap¬ 
pen,  you  may  find  that  no  mat¬ 
ter  how  good  you  may  believe 
the  idea  is,  you  just  can’t  make 
it  the  solution  to  enough  of 
your  problem. 

“ROP  color  is  a  BIG  —  not 
a  minor  element  in  a  campaign 
plan,  so  it  has  to  be  capable  of 
wide  application. 

“Things  have  improved  some, 
thank  goodness.  Some  of  us  who 
were  ROP  color  believers  from 
the  very  early  days  went 
through  trying  times,  though.” 

The  last  of  Mr.  Bliss’s  three 
problems  went  straight  to  a 


best  of  the  advertising  field  nor 
is  it  for  the  best  in  any  long 
range  progress  of  the  newspa¬ 
per  industry. 

“In  most  magazines  you  can 
buy  color  in  less  than  full  page 
units.  .  .  I  don’t  suggest  that 
newspapers  should  go  to  ex¬ 
tremes  in  ROP  color  units. 
What  I  do  believe  in  is  the 
wisdom  of  offering  advertisers 
no  less  than  two  and  preferably 
three  standard  color  units  and 
making  them  unifonnly  availa¬ 
ble  —  pages,  1500  lines  and,  if 
possible,  1,000  line  units. 

“We,  as  an  agency,  are  taking 
a  very  strong  attitude  on  this 
in  our  dealings  because  in  so 
many  cases  it  is  the  only  means 
by  which  an  advertiser  can  com¬ 
bine  the  effectiveness  of  ROP 
color  with  the  minimum  of 
necessary  continuity.  More  and 
more  papers  are  seeing  the  light 
about  this.” 

Fresh  Opportunity 

Mr.  Bliss  closed  with  what  he 
believed  can  be  a  fresh  oppor¬ 
tunity  both  for  newspapers  and 
for  the  advertisers  who  use 
them. 

“I  believe  ROP  newspaper 
color  can  be  the  means  of  open¬ 
ing  up  a  new  and  far  better 
concept  of  what  promotion  ad¬ 
vertising  can  be. 

“Looking  at  the  advertising 
and  merchandising  picture  for 
the  past  ten  years  or  so  it  be¬ 
comes  clear  that  to  many  ad¬ 
vertisers  magazines  repi’esent 
one  kind  of  advertising  —  the 
kind  that  sells  quality  and  per^ 
formance,  or  maybe  I  should 
just  say  that  sells  .  .  .  while  to 
the  same  people  the  newspaper’s 
usefulness  is  for  the  price 
promotion  .  .  . 

“If  I  were  the  owner  of  a  fine 
newspaper,  there  are  times 
when  I  would  look  at  some  of 
the  kinds  of  copy  I  was  given 
to  run  and  ask,  “WHAT  kind 
of  an  advertising  medium  are 
these  people  trying  to  make  of 
my  paper?” 

“It  is  easy  to  say  that  you 
have  to  have  these  price  deals 
and  special  hypos  to  trigger 
retail  action  and  build  store 
traffic.  .\nd  if  anyone  says,  “But 
is  that  the  only  way?”  it  is 
easy  to  dodge  the  responsibility 
and  say  that  this  is  the  pattern 
the  retoil  people  have  set  and 
want. 

“Well,  I  suggest  that  now  is 
the  time  to  take  another  look 
at  what  the  retailers  are  doing 
for  themselves.  When  you  do, 
you  will  notice  that  many  a 
smart  store  has  re-discovered 
the  newspaper  as  a  vehicle  for 
quality  promotions  and  style 
promotions  and  idea  promotions 
— and  has  done  these  things 


through  the  new  vehicle  of  ROP  [l 
color  advertising.  I 

“The  fact  is  that  while  a  i 
raring,  tearing  price  promotion 
may  be  good,  it  will  be  twice 
that  good  if  the  advertising 
presentation  of  the  deal  does  a 
real  juicy  selling  job  of  quality 
at  the  same  time. 

“The  fact  is,  too,  that  if  the 
selling  presentation  is  as  juicy 
and  persuasive  as  idea-full  and 
desire-building  as  it  can  be  in 
a  newspaper  today  —  this  may 
overshadow  the  price  appeal  it¬ 
self. 

“The  idea  that  a  manufac¬ 
turers’  desire-selling,  quality¬ 
building,  image-creating  adver¬ 
tising  should  be  done  in  maga-  ' 
zines  or  some  other  such  medium 
and  then  backed  by  slam  bang 
price  promotions  in  screaming 
buckeye  newspaper  ads  was  an 
easy  one  to  fall  into. 

“But  it  was  a  bad  idea  to  fall 
into  because  gradually  it  tended 
to  make  advertisers  forget  that 
the  best  place  to  do  the  quality 
selling  is  at  the  exact  moment 
when  the  retail  offer  is  being 
made. 

“I  believe  that  run  of  paper 
newspaper  color,  if  thought  of 
as  it  should  be  by  advertisers 
and  if  presented  as  it  should  be 
by  newspapers,  can  be  the  means 
for  bringing  a  whole  new  trend 
of  action  in  promotion  adver¬ 
tising.  ^ 

“With  ROP  color  promotion 
Advertising,  mouths  can  be 
made  to  water  about  the  product 
as  well  as  that  coupon  good  for 
25c. 

“With  ROP  color  promotion 
advertising  available  we  may 
find  ourselves  turning  more  to 
thoughts  of  idea  promotions  in 
place  of  idea-starved  price  ap¬ 
peals. 

“In  fact,  with  ROP  color  pro¬ 
motion  advertising  available  to 
stimulate  us,  we  may  be  able 
to  find  the  way  to  break  out  of 
price-deal-dominated  merchan¬ 
dising  and  to  prove  that  g^ 
selling  is  cheaper  than  giving 
merchandise  away. 

“I  seriously  believe  that  in 
all  the  processes  of  marketing, 
there  is  no  greater  need  than  | 
to  raise  the  character,  to  raise 
the  objectives  and  to  raise  the  | 
profit  performance  of  promotion  , 
merchandising  and  advertising,  j 

“And  here  is  the  shining  op-  I 
portunity  that  beckons  to  ROP  j 
Color.” 


Fashion  Afoot  Section 

The  Portsmouth  (Ohio)  ' 
Times  last  week  sold  an  eight-  f 
page  “Fall  Fashions  Afoot’ 
tabloid  carrying  13,286  lines  of 
advertising.’  I 
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Washington  D.C.  Area 
Department  Stores 
Set  Sales  Records 
in  7  Months 

SOURCE:  FEDERAL  RESERVE  BANK  REPORT 


could  this  be  o  mere  coincidence? 

The  Washington  Star  carries  more 
department  store  advertising  than 


Washington’s  other  2  papers  combined 


I  FIRST  7  MONTHS  OF  1957 

#7  Washington  Star  . . .  54.9% 

ggr  Washington  Post-Times  Herald  .  .  .  .31.8% 

Washington  Daily  News  . 13.3% 


Department  store  sales  in  the  Washington  area  in  both  J uly  and  the  Hrst  7  months 
of  this  year  were  well  ahead  of  a  year  ago  and  the  highest  on  record  for  those 
periods.  As  usual,  department  stores  placed  more  advertising  in  The  Star  than 
in  Washington’s  other  2  papers  combined.  The  Star’s  7  month  lead  over  Wash¬ 
ington’s  second  paper  in  department  store  advertising  is  1Y\  million  lines. 
Washington’s  deep  preference  for  The  Star  is  even  more  startlingly  revealed  in 
linage  figures  for  the  leading  men’s  and  women’s  specialty  stores.  During  the 
first  7  months  they  gave  The  Star  an  overwhelming  63.6%  of  the  total  against 
30.5%  for  the  second  paper  and  5.9%  for  the  third.  As  we’ve  been  telling  you 
right  along,  reaching  people  is  nice  but  reaching  customers  is  more  profitable. 
And  your  best  Washington  customers  read  The  Star. 

The  Washington  Star 

EVE.MNG  AND  SUNDAY  ★  WASHINGTON  DC 

nationally  by:  O'Moro  and  Ormeb**,  Inc.,  343  Madison  Avonuo,  NYC  17;  Chicago  ~  Detroit  ~  Lot  Angeles  —  Son  Froncisco 
Spacial  Florida  repretentotive:  McAtkill,  Herman  A  Daley,  Inc.,  1305  Lincoln  Rd.,  Miami  Oeoch,  Fla. 
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this  week^s 
big  news 

on 

advertising 

street 


The  current  issue  of  Printers’  Ink 
(September  27)  is  itself  this  week’s 
big  news  on  advertising  street.  It  pre¬ 
sents  the  new  model  Printers’  Ink 
which,  more  than  ever,  delivers  what 
today’s  advertising  men  want  and  need. 
Here’s  the  import  to  readers  and 
advertisers. 

The  new  model  is  a  new  concept  for  the 
changing  market.  One  that  expands 
the  scope  and  urgency  of  Printers’  Ink 
service  to  the  key  men  in  American  in¬ 
dustry  and  advertising  agencies,  faced 
with  the  growing  problem  of  increasing 
sales  through  more  intensified  adver¬ 
tising  and  marketing  effort. 

Editorially,  it  offers:  A  full  sweep  of 
the  important  news,  boiled  down,  with 
interpretations  of  the  meaning  today 
and  tomorrow.  Significant  trends  pin¬ 
pointed  and  analyzed  in  terms  of  effect 
upon  each  segment  of  the  field  and  each 
individual  enterprise.  Provocative  dis¬ 
cussion,  with  fresh  pointe-of-view. 
Basic  problems  adequately  discussed. 
Methods,  techniques,  data  presented  by 
authorities. . 

The  new  model  is  a  repackaging  of 
Printers’  Ink,  with  many  time-saving 
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innovations.  The  front  cover  becomes 
an  editorial  feature  to  spark  excite¬ 
ment  in  the  contents  and  increase 
readership.  All  information  is  inci¬ 
sively  written  and  sectionalized  for 
convenience.  Fast  reading  is  aided  by 
the  new  kind  of  2-level  presentation, 
with  lead  paragraphs  in  bold  type  to 
highlight  the  stories. 

Newspaper  executives  can  especially 
appreciate  all  this. 

The  cover  and  pages  illustrated  below 
show  prototypes  that  set  the  pattern. 

The  new  model  sets  a  precedent  in  busi¬ 
ness  magazine  publishing  — with  its 
big  news  section,  Advertising  Week, 
immediately  following  the  cover. 
Printers’  Ink  interpretation  of  the  news 
in  advertising  has  long  been  regarded 
the  superior  job  in  its  field.  And  novr 
through  expanded  staff  and  stepped- 
up  press  runs,  it  presents  the  bulk  of 
the  week’s  important  news  on  Friday. 
This  week’s  news  this  week. 

The  new  model  continues  the  favorite 
P.  I.  features  —  extends  the  range  of 
special  reports  and  case  histories.  Its 
forward-looking  editorial  purpose  is 
consistent  with  the  high  quality  of  per¬ 


formance  which  has  long  been  asso¬ 
ciated  with  Printers’  Ink.  It  is  edited 
by  the  same  experienced  staff  which 
has  been  responsible  for  the  acclaim 
in  repeated  surveys  that  P.  I.  is  the 
“most  authoritative,”  “most  useful” 
and  “most  thoroughly  read”  publica¬ 
tion  in  advertising. 

This  big  expanded  Printers’  Ink  is  per¬ 
fectly  timed  to  carry  your  media  story 
to  the  national  advertising  market. 
Now  when  the  fall  buying  decisions  are 
shaping  up  for  the  new  year,  you  can 
share  the  spotlight  and  get  attention 
of  the  top  executives  who  influence  and 
make  those  decisions.  For  they  will 
read,  even  more  intensively,  this  most 
desired  business  magazine  of  adver¬ 
tising. 

P.  I. delivers  more  total  executive  circu¬ 
lation  (ad  managers  to  presidents) 
among  manufacturers  than  any  other 
advertising  publication.  And  among 
agencies,  879c  of  Printers’  Ink  large 
circulation  of  agency  subscribers  are 
the  often  hard-to-see  management  and 
account  executives.  Here  is  the  place 
most  effectively  to  reach  them  with  your 
sales  message,  in  this  period  of  in¬ 
creased  competition. 


the  magazine  of  advertising,  selling,  marketing 

205  east  42nd  STREET,  NEW  YORK  17,  NEW  YORK 
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Wilson  Merchandises 
ROP  Newspaper  Color 


How  Wilson  &  Co.  merchan¬ 
dises  ROP  newspaper  color  to 
the  trade  and  its  own  sales 
force  was  explained  in  detail 
before  the  second  annual  ROP 
Color  Conference  by  Mark  Cox, 
director  of  advertising  and  sales 
promotion  for  the  meat  pack¬ 
ing  firm. 

Noting  that  most  salesmen 
have  favorites  when  it  comes 
to  advertising  media,  Mr.  Cox 
said  that  with  Wilson  &  Co. 
salesmen  ROP  newspaper  color 
in  local  markets  heads  the  list. 

“Maybe  that’s  the  reason  the 
problem  of  merchandising  our 
ROP  color  advertising  to  our 
own  sales  group  is  not  as  diffi¬ 
cult  as  some  other  media  with 
which  we  work  in  the  course  of 
a  year’s  overall  program,”  he 
.said. 

“Our  salesmen  can  quickly 
visualize  ROP  color  in  the  local 
newspaper  reaching  local  cus¬ 
tomers.  This,  in  turn,  brings 
his  local  Mrs.  Housewife  to  the 
store  selecting  our  products. 
This  moves  merchandise,  makes 
the  meat  buyer  happy,  and  thus 


Chicago  makes  the  salesman’s  job  of 
calling  on  the  buyer  more  pleas¬ 
ant  and  fruitful.” 


Typical  Example 
As  a  typical  example  of  how 
this  merchandising  works,  Mr. 
Cox  cited  the  individual  market 
test  of  a  new  ham  called  “Ten¬ 
der  Made  Slice  ‘N’  Serve.” 
First  step  was  to  form  special 
merchandising  groups  emanat¬ 
ing  from  the  Chicago  home 
office.  These  groups  included 
sales,  home  economics,  advertis¬ 
ing  and  merchandising  and 
were  sent  to  school  to  learn  all 
points  on  the  new  product. 

Following  this  classroom 
training,  each  member  of  the 
merchandising  task  groups  were 
turned  loose  on  individual  Wil¬ 
son  plant  and  branch  organiz;i- 
tions. 

Four-Color  Ads 
Mr.  Cox  said  that  the  adver¬ 
tising  phase  of  this  marketing 
concept  featured  full-page,  four- 
color  newspaper  ROP  ads  with 
highly  keyed,  appetite-appeal 
art  work  and  strong-self  copy 
telling  Mrs.  Housewife  why  she 
enjoyed  more  ham  for  her 
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money  in  spite  of  paying  a  pre¬ 
mium  price. 

All  adveitising  was  timed  to 
give  Wilson  salesmen  a  chance 
to  use  it  as  a  selling  tool 
with  the  trade.  When  he  had 
achieved  distribution,  the  adver¬ 
tising  broke. 

“To  help  our  salesmen  achieve 
this  basic  distribution,”  Mr.  Cox 
related,  “a  special  four-page 
newspaper  -  type  merchandising 
brochure  was  prepared  .  .  .  The 
front  page  consisted  of  news- 
release  type  stories  covering  all 
conceivable  points  of  the  new 
product.  The  center  spread  was 
printed  in  full  ROP  color.  This 
we  referred  to  as  our  sell  sec¬ 
tion.  Featuring  this,  of  course, 
was  the  illustration  of  our  full- 
page,  full-color  ad.” 

Mr.  Cox  said  that  Wilson 
salesmen  were  quick  to  grab  on 
to  this  specific  merchandiser, 
and  distribution  was  such  that 
the  firms  first  series  of  ads 
were  scheduled  to  follow  shortly 
thereafter. 

“Once  the  ads  ran,  into  Chi¬ 
cago  poured  reports  of  the  quick 
acceptance  of  this  new  ham  with 
many  glowing  instances  pointed 
were  the  ROP  color  newspaper 
ads  were  instrumental  in  obtain¬ 
ing  additional  distribution.  This 
was  mid-June,”  Mr.  Cox  con¬ 
tinued. 

Second  Series  Break 
j  “Sales  continued  to  show  a 
;  healthy  growth.  In  mid-July  the 
'  second  series  of  ads  was  re¬ 
leased.  The  same  basic  copy  and 
I  art  work  was  used  as  appeared 
I  in  our  original  ads. 
j  “However,  this  time  we  went 
a  step  further  and  showed  Mrs. 
Housewife  where  she  could  buy 
the  product  through  the  means 
of  an  accompanying  dealer  list¬ 
ing.” 

He  added  that  many  dealers 
listed  picked  up  the  ads  and 
mounted  them  near  the  meat 
counter  where  they  compli¬ 
mented  Wilson’s  regular  point- 
of-purchase  material. 

Mr.  Cox  revealed  that  a  tie- 
in  campaign  with  General  Foods’ 
Log  Cabin  Syrup  and  Wilson’s 
ham  and  bacon  will  break  na¬ 
tionally  Oct.  14. 

“This  is  a  new  venture  for 
us,  and  we  hope  it  will  prove 
sufficiently  successful  that  it 
can  become  a  part  of  our  fu¬ 
ture  merchandising,”  Mrs.  Cox 
said.  “For  the  first  time  both 
Log  Cabin  and  Wilson  are  of¬ 
fering  to  their  dealers  a  special¬ 
ly  designed  ROP  newspaper 
color  mat,  absolutely  free  of 
cost  to  the  dealer.  Lake  Shore 
tells  us  this  is  the  first  time  a 
newspaper  color  mat  has  been 
offered  by  two  major  food 
powers  on  a  single  tie-in  basis. 


Appetite  Appeal 
Key  To  Food  Color 

Chicago 

Appetite  appeal  was  of¬ 
fered  as  a  yardstick  with 
which  to  measure  the  effec¬ 
tiveness  of  food  page  edi¬ 
torial  color  by  Bertha  Coch¬ 
ran  Hahn,  food  editor  of  the 
Miami  (Fla.)  Daily  News. 

“I  believe  that  even  poor 
color  has  more  appetite  ap¬ 
peal  than  black  and  white 
portrayal  of  food,”  she  told 
the  color  conference. 

“This  we  feel  is  one  of  those 
oportunities  where  both  the 
supplier  and  the  trade  benefit 
The  supplier  of  the  mat  enjoys 
a  prominent  display  of  his  prod¬ 
uct.  The  store  utilizing  the  ad 
obtains  a  most  colorful  mat  in 
which  he  has  better  than  609^ 
of  the  page  to  advertising  and 
feature  the  merchandise  of  his 
choice.” 

Mr.  Cox  said  that  Wilson’s 
home  economics  department  has 
already  mailed  recipes  to  the 
food  editors  of  every  newspa¬ 
per  using  full-color  reproduc¬ 
tion.  In  the  case  where  a  city 
has  more  than  one  newspaper, 
a  different  set  of  recipes  and 
photos  were  sent  to  each  paper. 

“We  have  used  similar  ma¬ 
terial  in  the  past  to  obtain  the 
maximum  of  merchandising  aid 
for  our  particular  campaigns,” 
Mr.  Cox  continued.  “Christmas, 
Easter,  Memorial  Day,  Fourth 
of  July,  and  Labor  Day  are  all 
‘push  periods’  in  our  industry. 
These  are  times  when  sales  are 
high  and  competition  the  keenest 
.  .  .  Like  other  packers,  Wilson 
answers  with  its  big  guns,  and 
in  many  of  these  instances  these 
have  been  four-color  newspaper 
ads.” 

• 

Bakery’s  Ad  Run 
On  Waxed  Sheet 

Ogden,  Utah 
The  Fisher  Bakery  is  featur¬ 
ing  a  bright,  full-color  waxed 
sheet  opposite  a  full  page  blad 
and  white  advertisement. 

The  wrappers  are  fed  into 
the  tubular  presses  at  a  cost 
only  slightly  higher  than  a  full 
page  color  ad,  according  to  Don 
Fisher,  president  of  the  Baking 
Co.  The  bakery  pays  for  the 
black  and  white  page  ad,  and 
the  blank  side  of  the  waxed 
page  at  black  and  white  rates, 
and  pays  full  color  rates  for 
the  color  side  of  the  wrapper 
The  bakery  is  then  given  ci’edit 
for  furnishing  the  waxed  paper. 

The  ad  was  run  in  the  Ogdett 
Standard-Examiner,  Provo  Her¬ 
ald,  and  Logan  Herald-Joumal 
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TIIK  WALL  STKKKT  .lOLHNAI 


Provides  news  people  want. 


We  at  the  Columbus  Dispatch  have  long  admired,  read  and  believed  in 
The  Wall  Street  Journal.  We  think  other  business  people  do  the  same. 

We  further  believe  The  Wall  Street  Journal  has  done  much  to  popularize 
business  news  to  the  average  person  as  well  as  to  the  corporation  president. 
The  growth  of  The  Wall  Street  Journal  is  proof  enough  it  is  providing  the 
news  about  business  that  people  want. 

For  the  reasons  stated  above  we  at  the  Columbus  Dispatch  are  carrying  a 
consistent  campaign  in  The  Wall  Street  Journal  for  a  second  consecutive  year. 


Mel  E.  Tharp 
Advertising  Director 
The  Columbus  Dispatch 


Sales  messages  seen... read... acted  upon,” 

says  Ralph  G.  Hemming 

The  Wall  Street  Journal,  edited  crisp  and  fresh  every  morning  with 
pertinent  up-to-the-minute  business  news  appeals  to  every  alert  business 
executive. 

In  these  favorable  surroundings  we’re  certain  our  sales  messages  are 
seen,  read  and  acted  upon. 


Ralph  G.  Hemming 
Manager 

General  Advertising  Dept. 
The  Columbus  Dispatch 


The  Wall  Street  Journal  is  a  medium’s  medium.  Every  business  day 
it  gets  to  the  attention  of  those  who  authorize  or  influence  decisions 
that  affect  advertising.  They  choose  markets,  okay  appropriations, 
give  the  green  light  for  tests.  They  choose  plant  sites,  ride  herd  on 
commimity  relations.  And  these  busy  men  have  a  standing  appoint¬ 
ment  with  The  Wall  Street  Journal — every  business  day! 


\ 


I 


( 


Hoe  Sets  Fashion  Bow 
To  ROP  Pot  o’  Gold 

R.  Hoe  &  Co.  this  week  put  in  American  marketing,”  Mr. 
into  the  publishers’  sky  a  “fash-  Auer  said,  when  he  was  intro- 
ion  rainbow  to  the  ROP  pot  of  duced  to  the  enthusiastic  con- 
gold.”  ference  delegates.  “Hoe  is  proud 

The  planting  press  manufac-  of  the  part  it  has  played  in 
turer  presented  as  a  warm-up  producing  the  machines  for 
to  the  second  annual  color  con-  printing  ROP.  Tonight  we  are 
ference  in  Chicago  a  fashion  taking  a  giant  step  foi’ward  be- 
show  based  on  standard  ANPA  yond  the  traditional  role  of  a 


ROP  colors  of  red,  blue  and 
yellow — these  three,  with  which, 
as  the  commentater  pointed 
out,  all  colors  of  the  rainbow 
could  be  reproduced. 

For  Local  Promotion 

A  16  mm  motion  picture  in 
color  of  the  show  is  available  to 
publishers  with  no  strings  at¬ 
tached,  Joseph  L.  Auer,  Hoe’s 
president,  said.  It  is  made  for 
promotion  of  ROP  color  locally 
where  greatest  opportunities 
exist.  If  newspaper  promotion 
executives  prefer,  Mr.  Auer 
said,  Hoe  would  lend  full  as- 
sitance  to  any  newspaper  that 
wished  to  follow  the  same  fash¬ 
ion  show  technique  without  the 
film. 

“Color  in  newspaper  advertis¬ 
ing  has  become  a  dynamic  force 


press  manufacturer.  Now  we 
feel  we  must  become  concerned 
with  merchandising,  with  help¬ 
ing  you  sell  the  color  printing 
we  help  you  produce.” 

Mr.  Auer  suggested  the  fash¬ 
ion  show  technique  was  ideally 
suited  to  help  newspapers  sell 
its  ROP  facilities  in  their  own 
communities. 

“Seventy-six  per  cent  of  all 
newspaper  advertising  is  local,” 
he  said.  “Fifty-four  per  cent  is 
local  retail.  What  better  place 
to  sell  ROP  color  than  to  the 
local  retailer  for  promotion  of 
his  glamorous  and  colorful 
merchandise.” 


i\ 

ROAD  TO  LINAGE— Looking  at 
a  framed  cover  of  12-page  Dallas 
Times-Herald  section  heralding 
the  new  Dallas-Fort  Worth  Turn¬ 
pike  are  three  old  friends:  J.  C. 
Dingwall,  turnpike  engineer-man¬ 
ager;  Armistead  Rust,  turnpike 
authority  chairman;  and  Walter 
Compton,  the  newspaper's  special 
advertising  representative. 


New  Creations 

The  fashion  show,  presented 
1  Chicago  for  the  first  time 


Three-Plate 
Process  Best 
In  Partial  Page 

Chicago 

The  three-plate  full-color 
process  holds  the  answer  to 
better  printing  of  full  color  in 
partial  page  space,  Vernon  R. 
Spitaleri  told  the  ROP  Color 
Conference  this  week. 

Mr.  Spitaleri  was  director  of 
research  for  the  Knight  News¬ 
papers  when  he  addressed  last 
year’s  conference.  Now  he  is 
executive  vicepresident  of  Sta- 
Hi  Corporation,  but  he  repeated 
his  endorsement  of  the  three- 
plate  process  which  he  had  ad¬ 
vocated  so  strongly  while  he 
was  directly  employed  in  the 
newspaper  production  end. 

“Considerably  more  progress 
must  and  should  be  made  in 
the  partial  page  full-color  print¬ 
ing,”  Mr.  Spitaleri  said. 

“The  fact  remains  that  the 
only  way  partial  page  color 
can  be  used  effectively  in  a 
broad  schedule  of  newspapers 
is  that  the  process  color  areas 


creations  of  25  outstanding  de¬ 
signers  with  all  accessories, 

Norman  Palmer,  master  of 
ceremonies,  said.  Among  them 
were  Dior,  Robert  Rosenfeld  of 

New  York,  Jo  Copeland,  Scaasi,  ^  ^  ^  _ _ _ 

Hannah  Troy,  Patulo,  and  Lily  limited  to  three-colors  so  that 
,  V.  j  gowns  shown,  it  was  black  can  be  prepared  to 

anyw'here,  was  based  on  the  declared,  were  inspired  by  ROP  gignp  .^th  the  other  black 

standaid  colors.  Models  paraded  qj,  ^|,g  game  page  to  be  carried 
them  before  a  backdrop  simulat¬ 
ing  a  newspaper  front  page  in 
cut-outs  of  which  girls  first 
dressed  in  drab  black  and  white 
blossomed  out  into  all  colors  of 
the  rainbow. 

Miss  Carole  Herman,  the 
fashion  commentator  who  re¬ 
placed  Miss  Maggie  Daly,  sud 


in  that  form  and  shrunk  to¬ 
gether  with  the  normal  full 
page  shrinkage. 

“Those  advertisers  who  have 
used  this  approach  have  had 
verv  successful  result.” 

Mr.  Spitaleri  exhibited  a  re¬ 
cent  ad  for  Wheaties  showinff 
four-color  process  used  for  the 


denly  taken  ill,  won  rounds  of  full  page  and  three-plate  full 
applause  for  her  pert  way  of  color  for  the  partial  page, 
promoting  ROP.  “Both  were  equally  as  effec- 

“Color  is  the  way  of  life  for  tjve,”  he  commented.  “If  the 
us  women,”  she  said,  “We  even  partial  page  had  been  four- 
dieam  in  color.  I  bet  you  didn’t  color  process,  the  results  would 
know  that.  I  m  dressed  in  solid  ]^ave  been  the  usual  disaster." 
white,  representing  newsprint.  Many  agencies  still  do  not 

I  hope  I  look  clean  and  crisp,  realize.  Mr  Spitaleri  said,  that 
(She  did.)  My  escorts  are  in  fhg  case  of  process  color  the 
[lital-Joumal  completely  saturate  Topeka’s  solid  black  for  black  ink.  You  ^gst  quality  material  they  can 

dty  zone  population  and  cover  more  thim  66%  might  say  we  belong  to  Fashion  gg^d  to  a  newspaper  is  neither 

■  •  -  —  -  Anonymous.  Black  and  white  the  original  plates  nor  electro- 

were  adequate  in  their  day.  But  types  but  direct-pressure  molded 
this  is  the  day  of  color.  ’  baked  mats  ready  for  the  cast- 

35-Minute  Show  ing  box.  There  are  still  rela- 

Succeeding  sections  of  the  tively  few  newspapers  in  a 
show  bore  out  this  assertion,  position  to  hot  mold  under  di- 
^1^  Beginning  with  “Dior  red,”  rect  pressure  and  this  is  almost 
through  gowns  of  satin  yellow  essential  for  top  quality  color 
by  Hannah  Ti-oy  and  aqua  blue  reproduction, 
by  Junior  Sophisticates,  the  “Although  the  top  quality 

show  ended  with  a  blaze  of  mat — the  best  mat  available 
rainbow  colors.  (preferably  with  makeready  in- 

The  motion  picture  Hoe  is  corporated)  is  far  cheaper  than 
preparing  based  on  the  color-  either  electros,  plastics  or  on- 
ful  fashion  show  will  run  for  ginals,  it  is  nevertheless  by  far 
35  minutes.  It  is  entitled  “Color  the  best  quality  material  you 
Sells  Everything  —  Put  it  to  can  supply  in  this  instance,”  he 
Work  for  You.”  advised. 
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One  low  cost  advertising  investment  in  the  news- 
papers  gives  profitable  coverage  of  this  great 
Topeka  market. 

$653,144,000  Effective  Bu  ing  Inco-ne 
89,474  Total  Combined  t'ir.^ulatinn 

%  THE  TOPEKA  % 
%  CAPITAL-JOURNAL  % 

Stauffer  Publications  Newspapers.  (Represented  Nationally 

by  Jann  &  Kelley,  Inc.  Offices:  Chicago,  New  York,  ^^d 

Detroit,  San  Francisco,  Los  Angeles,  and  Atlanta.) 
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Founded  1920 


Your  newspaper 
deserves  the  best , 

R.O.P.  Colors 
and  Arrowhead  Black 
by  Flint 


A.N.P.A.— A.A.A.A.  SPECIFICATIONS  V  PERFECT  PRESS  PERFORMANCE 


CE...  COAST  TO  COAST 


Howard  Flint  Ink.  Co. 

ATLANTA  •  CHICAGO  •  CLEVELAND  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK  •  TULSA 


Partial  Page  Unit  Seen 
As  Key  To  Color  Growth 


Chicago 


Too  much  emphasis  has  been 
placed  in  the  selling  and  buying 
of  ROP  color  on  full  page  units, 
Frank  Stolz,  production  man¬ 
ager,  Batten,  Barton,  Durstine 
&  Osbom,  Inc.,  charged  here 
this  week. 

He  said  that  the  future  of 
volume  national  advertising  in 
fall  color  “hinges  on  develop¬ 
ment  of  the  partial  page.” 

He  added  that  it  would  help 
considerably  if  partial  pages 
were  sold  in  standard  units 
such  as  three-quarter,  half  and 
quarter  pages  and  urged  that  a 
mechanical  standard  be  set  up 
to  lit  these  units  “so  that  we 
will  not  run  up  excessive  pro¬ 
duction  costs  due  to  the  need  of 
a  w'ide  variety  of  sizes.” 


Bone- Picking 

Mr.  Stolz,  who  said  he  was 
limiting  his  talk  to  “a  little 
bone-picking  in  areas  that  have 
been  particularly  troublesome 
to  me,”  warned  that  the  indus¬ 
try  is  not  too  well  prepared  to 


handle  a  lot  of  three-color  and 
black  partial  pages. 

“Just  as  in  space-buying  and 
space-selling,  the  full-color  par¬ 
tial  page  is  suffering  from  ne¬ 
glect  in  the  mechanical  end,”  he 
said. 

“Although  wre’ve  made  won¬ 
derful  progress  with  standardi¬ 
zation  in  pages  and  in  the  use 
of  baked  mats  for  direct  cast¬ 
ing,  there’s  an  aura  of  mystery 
surrounding  the  partial-page 
requirements.  What  kind  of  du¬ 
plicating  material  do  the  papers 
perfer?  Should  the  advertise¬ 
ment  be  prepared  in  the  “before 
processing”  size  for  cold  mould¬ 
ing  or  in  the  reduced  size  suit¬ 
able  for  hot  mould  direct  cast¬ 
ing?  In  the  past  there’s  been 
some  discussion  on  splicing 
mats,  permitting  us  to  supply 
mats  for  direct  casting  with 
the  paper  patching  the  balance 
of  the  page  elements  into  the 
black  mat  we  supply.  Which 
newspapers  can  do  this? 

“If  you  will  glance  through 
your  rate  book,  you  will  see 


October -Science  Youth  Month 


The  old  adage  “Youth  must  be  served”  is  a 
welcome  one  when  we  consider  the  brilliance,  the 
aims  of  the  alert  boys  and  girls  now  headed  for 
outstanding  careers  in  science  and  technology. 


Have  you  checked  the  percentage  of  your  youthful 
readers?  During  the  past  few  years  the  comments 
and  inquiries  from  client  areas  have  increased  amaz¬ 
ingly — due  to  the  fact  that  young  readers  are  as 
eager,  as  interested  in  our  accurate,  informative  news 
and  features  as  adult  subscribers. 


We  know  you  are  delighted  to  embrace  this  new, 
highly  educated,  intelligent  readership  that  is  becom¬ 
ing  more  and  more  vocal  and  important.  The  use  of 
Science  Service — daily  and  weekly — will  help  you 
retain  this  splendid  audience — build  it. 


Write  for  current  releases,  a  schedule  of  nation¬ 
wide  activities  effective  next  month. 


SCIENCE  SERVICE  1719  N  Street,  N.  W.,  Washington  6,  D.  C. 


■FASHION  IMPACT'  CONTEST  WINNER— Miss  Katherine  L  Fi|, 
N.  W.  Ayer  &  Son  media  department,  is  congratulated  by  Frank  L 
Taylor  (center),  executive  vicepresident.  New  York  Herald  Tribune 
and  John  D.  Thees,  advertising  director  of  the  Tribune,  on  winning 
the  "Fashion  Impact"  contest  sponsored  by  Today's  Living,  Tribune's 
Sunday  magazine  (E&P,  July  27,  page  30). 


that  many  papers  that  are  sell¬ 
ing  three-color  and  black  less- 
than-page  units  are  not  giving 
us  the  answers  to  any  of  these 
questions.  Obviously  there’s  a 
great  need  for  a  distribution  of 
information  and  standardiza¬ 
tion  in  handling  in  this  area.” 

Another  bone  picked  on  by 
Mr.  Stolz  concerned  the  match¬ 
ing  of  color  specified  on  one 
color  and  black  ads. 

“Always  keep  in  mind  that 
what  the  pressman  thinks  is  a 
good  orange  color  may  not 
agree  with  what  the  advertiser 
thinks,”  he  urged.  “My  advice  to 
agency  men  is  to,  wherever 
possible,  give  Dick  Lewis’  group 
in  the  ANPA  your  color  sample 
and  ask  them  to  give  you  a 
match  and  a  formula  using  the 
ANPA-4A  standard  inks  and 
supply  that  formula  to  the 
newspaper  with  your  insertion 
order. 


Media  Woman 


Wins  Contest 


“And  while  I  am  on  the  sub¬ 
ject  of  ink,  we  would  like  to  see 
100%  compliance  among  the 
newspapers  with  the  ANPA-4A 
standard.  And  the  sooner  we 
get  it  the  sooner  we  will  cut 
down  the  color  variance  com¬ 
plaints  which  is  still  one  of  our 
major  headaches  in  ROP  color. 

Other  suggestions  by  Mr. 
Stolz : 


Miss  Katherine  L.  Fry  of 
N.  W.  Ayer  &  Son’s  media  dfr 
partment,  was  awarded  first 
prize  in  the  “Fashion  Impact" 
contest  launched  last  July  by 
the  New  York  Herald  Tribunt't 
Today’s  Living  magazine  to 
mark  its  first  anniversary. 

Contestants,  members  of  the 
sales  or  advertising  forces  of 
manufacturers,  retailers,  and 
advertising  agencies,  wen- 
asked  to  correctly  estimate  the 
amount  of  “Fashion  Impact" 
linage  carried  in  Today’s  Living 
from  Sept.  9,  1956  through 

Sept.  1,  1957. 

According  to  Max  Spivak. 
director  of  merchandising  for 
the  Tribune,  Miss  Fry  won 
herself  an  all-expense  trip  to 
Castle  Harbour  Hotel,  Bermuda, 
via  Eastern  Air  Lines,  by  esti¬ 
mating  150,136  lines.  Actual 
linage,  Mr.  Spivak  said,  wa.' 
149,800. 

Thirteen  additional  pri»^ 
w’ere  awarded  runners-up. 


•  Don’t  send  start-up  copies 
to  agencies  and  advertisers.  If 
client  gets  tearsheet  where  color 
balance  is  not  set  he  assumes 
entire  run  was  out  of  register. 

•  Establishment  of  a  techni¬ 
cal  group  at  Bureau  of  Adver¬ 
tising,  ANPA,  whose  job  it 
would  be  to  give  counsel  and 
advice  on  all  phases  of  ROP 
color  preparation,  production 
and  reproduction. 


Editorial  Writer 
A  Roving  Reporter 

Chicago 

Joseph  P.  Ator  is  leaving  Ae 
anonymity  of  the  Chicago  Trib¬ 
une’s  editorial  page  after  19 
years  of  it  to  be  a  bylined  rov¬ 
ing  reporter. 

This  assignment  brings  an¬ 
other  change  in  the  Tribune; 
John  T.  McCutcheon  Jr.  turns 
over  the  Line  o’  Type  column 
to  Thomas  Morrow  who  has 
been  doing  the  “By  the  Way*  i 
column. 
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Now  Standard  refines  a  rare  "rock'* 
to  give  U.S.  a  new  source  of  gasoline 


Progress  in  the  West  means. 


New  sources  of  gasoline 


to  fuel  SVa  million  more 


motor  vehicles  by  1965 1 


High  pressure  water  jet  shatters  solid  Gilsonite.  Flume  hose  washes  particles  down 


mine  floor  to  pipeline. 


Petroleum  products  are  now  being  made  without  crude  oil. 


Standard  found  the  answer  in  a  rare  hydrocarbon  called  Gilsonite. 


But  it  took  $16,000,000  and  a  vast  research  program  to  do  it.  Deep 


in  the  mountains  of  Utah  our  scientists  worked  out  a  better,  faster 


way  to  mine  Gilsonite.  Meanwhile  our  engineers  designed  the  nation’s 


first  pipeline  capable  of  carrying  solids  suspended  in  water 


rugged  terrain  to  a  spot  72  miles  away 


There  Standard*  built  the  nation’s  first  privately  financed  refinery  to 


make  petroleum  products  from  a  material  other  than  crude  oil.  Today 


that  refinery  turns  Gilsonite  into  high  octane  gasoline  for  motorists. 


and  the  purest  coke  known  for  making  steel,  aluminum  and  other 


metals.  In  our  country’s  search  for  new  sources  of  fuel,  the  develop 


ment  of  Gilsonite  is  a  major  breakthrough.  It  means  the  equivalent  of 


100,000,000  barrels  of  oil  added  to  U.S.  underground  reserves— 
imfiortant  help  in  meeting  our  country’s  growing  petroleum  needs. 


j  In  11  Western  States 


*Through  American  Gilsonite  Company, 
a  Standard  affiliate 


STANDARD  OIL  COMPANY 


OF  CALIFORNIA 


you  bettor 


plane  ahead  to 
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EDITOR  I  A  L  WORKSHOP 


By  Koy  H.  Copperud 

No  Strain — No  Pain 

You  can  often  tell  a  news  story,  if  in  no  other  way, 
by  the  supercharged  effort  that  has  been  exerted  to 
make  it  sound  bright  and  lively.  The  rawest  cub  learns 
at  once  to  strive  for  this  effect. 

“Brighten  it  up”  are  the  words  that  have  accom¬ 
panied  innumerable  stories  as  they  were  handed  back 
by  the  city  editor  for  rewriting.  Now,  in  view  of  all 
this,  how  can  we  explain  the  discouraging  fact  that 
only  the  rare  news  story  sounds  bright  to  the  reader? 

Easy.  It’s  a  variation  on  the  old  story  about  the  boy 
who  hollered  “Wolf!”  too  often.  You  remember.  People 
got  tired  of  coming  to  the  re.scue  just  because  he  liked 
the  excitement,  and  finally  one  day  when  a  wolf  really 
did  appear,  they  ignored  him  and  he  was  wolfed. 

Many  newspapermen  have  yet  to  learn  that  you 
cannot  brighten  a  story  by  using  words  whose  color  or 
vigor  are  too  much  for  the  occasion.  In  a  given  story, 
this  only  creates  a  faintly  ridiculous,  overstrained  effect. 
When  it  is  done  in  one  story  after  another,  the  reader 
quickly  comes  to  disregard  the  overwrought  verbiage 
altogether. 

We  are  getting  onto  difficult  ground  here,  because  the 
experts  seem  to  agree  that  the  exercise  of  restraint  in 
writing  is  one  of  the  things  that  contribute  to  making 
it  an  art.  It  seems  foolish  to  have  any  artistic  preten¬ 
sions  or  aspii’ations  about  newswriting,  considering  the 
exigent  ccmditions  under  which  it  is  done.  About  the 
best  that  can  be  expected  is  workmanlike  communica¬ 
tion  of  facts,  leavened  as  far  as  possible  by  felicitous 
touches  of  description,  bits  of  humor,  and  pointed  in¬ 
sights. 

Obviously,  it  is  easier  to  tell  the  story  in  conversa¬ 
tional  English  than  to  overwrite.  Stories  in  a  conver¬ 
sational  tone  are  easier  to  read,  too.  The  fact  is  that 
readers  find  overwritten  prose  tire.some,  if  not  absurd. 

Reporters  know,  of  course,  that  the  situations  they 
are  relating  seldom  live  up  to  the  highly  charged  words 
they  are  using  to  relate  them.  Readers  know  it,  too. 
Thus  the  usual  state  of  affairs  is  that  the  writer  has 
his  tongue  in  his  cheek  and  the  reader  has  his  fingers 
crossed. 

Must  I  really  give  examples  of  this  kind  of  thing? 
Well,  all  right,  if  you  say  so.  Criticism  by  and  of  public 
officials  may  range  from  the  mild  to  the  severe.  Little 
account  seems  to  be  taken  of  the  tone  of  the  criticism, 
however.  It  comes  out  attacked,  blasted,  flayed,  lashed 
out  at,  lambasted,  or  scored. 

The  jury  miyht  order  him  imprisoned  for  life  or  flung 
hack  into  the  arms  of  his  family.  If  the  flinging  kills 
him,  as  seems  possible,  he  might  prefer  a  life  term. 

The  breakup  of  a  three-man  stage  act  could  have 
been  reported  thus,  instead  of  the  trio  was  shattered. 

Toss  is  a  great  favorite  lately.  Often  it  is  substituted 
I  for  throw,  which  in  fact  is  stronger,  not  weaker.  But 
I  have  read  of  a  diplomat  tossing  a  peace  treaty  to  a 
conference,  of  NBC  tossing  colors  into  costumes  for 
TV  shows,  and  of  a  tax  cut  tossing  a  budget  into 
the  red. 

Is  the  reader  diverted  or  stimulated  by  this  shrill 
stuff?  Not  at  all.  He’s  bored  stiff,  when  he  is  not 
revolted,  and  what  interest  he  feels  is  inspired  solely 
by  the  factual  content.  Things  are  worse  when,  as  is  so 
often  true,  the  attempt  to  enliven  is  made  with  cliches 
— hurl  for  make  (an  accusation),  smash  or  shatter  for 
break  (a  record),  soar  for  rise. 

Come,  come.  Life’s  really  not  that  exciting  most  of 
the  time,  and  when  it  is,  the  circumstances  will  speak 
for  themselves. 
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This  was  the  charge  against  the  printer  of  the  New- 
York  Weekly  Journal. 

But  John  Peter  Zenger  had  merely  printed  the  truth, 
as  he  saw  it — as  it  was  in  1734. 

Zenger  knew  the  danger  of  his  action.  He  knew  he 
would  incur  the  vindictive  wrath  of  the  despot  royal 
governor  of  New  York.  He  knew  he  placed  his  own 
safety  and  that  of  his  family  in  grave  peril. 

Yet  he  saw  the  free  press  as  a  bastion  of  civil  rights 
.  .  .  as  a  beacon  to  illumine  all  public  affairs  for 
scrutiny  by  the  people. 

And  the  people  responded  to  his  faith  in  freedom. 
Though  a  tyrant  cast  his  shadow  over  the  trial — 
though  the  jury  was  haunted  by  the  fear  of  reprisal, 
it  returned  the  verdict:  “Not  Guilty.” 

After  over  two  centuries,  Zenger’s  victory  still  serves  as 
a  touchstone  of  the  free  press. 

Visit  The  Zenger  Memorial  in  the  Federal  Hall 
Memorial  of  New  York  City's  Sub-Treasury  Building. 
You'll  see  copies  of  Zenger's  newspaper,  a  model  of 
his  press  and  original  documents  and  correspondence 
relating  to  the  trial. 

The  Zenger  Memorial  is  open  daily — Monday  thru 
Friday,  10  A.M.  to  4  P.M.,  closed  Saturday,  Sunday 
and  holidays.  Admission  is  free.  Entrance:  Old 
Sub-Treasury  Building,  15  Pine  Street,  corner  of 
Nassau.  Take  any  subway  to  Wall  Street  station. 
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Will  Cartoons  Build 
Want  Ad  Readership? 


By  Daniel  L.  Lionel 
CAM,  New  York  Herald  Tribune 


We  have  received  a  circular 
from  a  syndicate  offering  a 
cartoon  panel  “designed  to  pull 
more  readers  and  more  ads  to 
your  classified  section.”  The 
announcement  was  headed, 
“Ads,  Ads  Everywhere  .  .  .  Not 
a  Drop  of  Entertainment!”  The 
subheading  i-ead — “That’s  Your 
Classified  Section  —  turn  the 
page  for  relief.” 

We  wonder  whether  the 
authors  of  the  circular  or  the 
artists  and  writers  who  pre¬ 
pared  the  cartoon  panels  fea¬ 
turing  humor  based  on  want  ads 
have  done  any  research  to  sup¬ 
port  their  claim  that  such  a 
panel  on  the  classified  pages 
will  really  add  readership  and 
ads. 

While  it  is  an  axiom  in  this 
business  that  the  best  device 
for  drawing  readers  to  the 
classified  section  is  a  large  and 


well  rounded  variety  of  want 
ads,  without  caieful  research 
we  cannot  say  for  certain  that 
additional  human  interest  fea¬ 
tures  on  the  classified  pages 
will  not  serve  to  attract  more 
readers.  The  big  question  is 
whether  these  readers  will  make 
either  the  advertisers’  cash 
registers  ring  more  frequently 
or  the  newspapers’  voluntary  ad 
business  spurt. 

To  a  reader  who  is  seeking 
a  used  car  or  a  job  or  an  apart¬ 
ment,  there  is  nothing  dull 
about  the  classified  ads.  They 
only  wish  there  were  more  of 
the  particular  kind  they  are 
seeking — there  can  never  be  too 
many.  On  the  other  hand,  the 
reader  who  is  not  seeking  any¬ 
thing  in  particular  will  find  the 
want  ad  section  uninviting 
typographically  despite  the  oc¬ 
casional  oasis  of  a  humorous 


ONE 
OF  THE 
FAMILY 


RUTH  MILLETT 


The  chatty,  personal  column  of  NEA's  Ruth  Millett  has 
made  her  a  friend,  counselor,  and  "one  of  the  family"  to 
newspaper  readers  across  the  country.  She  draws  from 
her  own  experience  as  wife,  mother,  career  woman  and 
educator  .  .  .  offering  practical  solutions  to  readers'  every¬ 
day  problems  of  home,  work,  family  and  marriage.  Ruth 
Millett's  daily  column  is  one  of  the  many  family  features 
in  the  NEA  Full  Service. 


NEA  SERVICE  INC. 

1200  West  Third  Street  Cleveland  IS,  Ohio 


cartoon.  In  fact  the  cartoon  may 
emphasize  the  typographical 
sterility  of  the  pages  surround¬ 
ing  it. 

Despite  its  “captive  audience” 
of  people  who  have  wants,  the 
classified  section  can  benefit 
from  additional  reader  traffic. 
It  is  important  for  all  the  read¬ 
ers  of  the  newspaper  to  be 
aware  of  what’s  in  the  want  ads 
against  the  day  when  they 
should  be  seeking  a  bargain  in 
a  slightly  used  mink  coat  or  find 
themselves  with  a  surplus  shot- 
gun. 

Ads  like  this,  which  appeared 
recently  in  the  Wnshington  (D. 
C.)  Post  keep  the  readers  turn¬ 
ing  to  the  “dull”  want  ad 
section : 

“Student  of  Anglo-American 
relations  is  anxious  to  know 
what  qualities  are  most  dis¬ 
liked  in  the  British.  Please 
give  reasons  why.  Box  xxxx.” 
While  we  do  not  know  how 
many  replies  the  ad  received  we 
are  sure  of  one.  This  was  sup¬ 
plied  by  the  Post  itself  by  way 
of  an  editorial. 

The  following  ad  appeared 
under  “Pets”  in  the  Greenwich 
Village  (N.Y.)  Voice: — 

“Wanted-wife.  Must  be  un¬ 
der  30,  type  60  words  per 
minute,  shorthand,  100 
words  minute;  family  his¬ 
tory  of  multiple  births;  in¬ 
dependent  income.  Send 
photo  and  particulars  — 
Box  xxxx.” 

Cartoons  will  have  to  be 
pretty  sprightly  if  they  are  not 
to  appear  dull  next  to  the  want 
ads. 


‘CliiiiaU*'  Urged 
For  Classified 


Pasadena,  Calif  ] 

“The  real  secret  in  buildinir 
classified  readership  is  to  de¬ 
vise  unusual  ways  that  will 
hell)  develop  a  climate  for  clas¬ 
sified  in  your  newspaper.” 

This  “climate”  may  be  de¬ 
veloped  in  an  infinite  variety 
of  ways,  R.  M.  Kozek,  classified 
advertising  manager,  Los  Xx- 
geles  Mirror-News,  told  the 
Western  Classified  Advertising 
Association  convention. 

The  Mirroi’-News  uses  strict¬ 
ly  personal  ads,  color-in  Satur¬ 
day  editions,  person-to-person 
ads  in  zones  with  references  to 
the  main  classified  section,  and 
constant  reader  promotions. 

There  also  are  contests,  free 
ticket  offers,  trip  offers,  and  a 
separate  weekend  contest  on 
Saturday,  Mr.  Kozek  reported. 

Some  Mirror-News  contest* 
bring  in  thousands  of  answers 
in  a  single  week.  Awards  bring 
letters  of  appreciation. 

Har  Henry,  San  Jose  (Calif.) 
Mercury-News,  was  elected 
WCAA  president,  with  Will 
3 aehn,  Spokane  (Wash.)  Spoket- 
man-Review  and  Chronicle,  and 
Sid  Sidaway,  Victoria  (B.  C.) 
Times  -  Colonist,  vicepresidents. 
Alice  Duba,  Van  Nuys  (Calif.) 
News,  is  treasurer  and  Joann 
Swain,  Las  Vegas  (Nev.)  Rt 
view-Joumal,  secretary. 


'Sometimes  I  think  this  newspaper  needs  more  copy  boyi 
and  less  efficiency  expertsl"  ; 
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RIVER  FRONT  meant  mart  and  meeting 
place  when  packets  ran  the  river  in  all  their 
gingerbread  glory  of  white  paint  and  gold. 
Here  gathered  merchants  and  steamboat  cap¬ 
tains,  proud  lords  of  the  river;  roustabouts, 
mud  clerks  and  dandified  pilots;  Indians, 
guides,  scouts,  settlers  and  trappers  from 
the  shining  mountains;  bullwhackers,  plains 
freighters,  stage  drivers  and  dusty  traders 
from  the  Santa  Fe  Trail.  The  tawny  flood 
of  Big  Muddy  was  the  lifeblood  of  the  river 
towns  before  the  railroads  came,  a  teeming 
highway  of  westward  expansion. 


"Here,  where  the  Missouri  after  pursuing  her  southward 
course  for  neariy  2,000  miles,  turns  eastward  to  meet  the 
Mississippi,  a  large  commercial  and  manufacturing  com¬ 
munity  will  congregate,  and  less  than  a  generation  will  see 
a  great  city  on  these  hills.” 

Sen.  Thomas  Hart  Benton,  May,  1853 


The  Missouri  Riv«r  explains 
Kansas  City.  Kansas  City  was  built  at  a  mighty  elbow  on  its  banks 
to  take  advantage  of  its  flow.  River  barge  and  steamboat  were  prime 
factors  in  Kansas  City’s  early  development.  Today  huge  tonnages  of 
grain,  grain  products  and  steel  and  iron  articles  move  up  and  down 
the  Missouri  by  barge.  And  for  thriving  Kansas  City  industry,  the 
river  provides  an  inexhaustible  supply  of  precious  water — an  asset  of 
paramount  importance. 

WATER — a  facet  of  Kansas  City  Leadership 


FOUMDEQ  1110  BT 

WILLIAM  BOCKHILL  NELSON 


THE  KANSAS  CITY  STAR 


Iha  Newspaper  That  Grew  Up  With  the  West 

editors:  publisher  for  September  28,  1957 
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Press  Group 
Drops  Bid  for 
Records  Bill 

The  Maryland  Press  Associ¬ 
ation  is  not  seeking  passage  of 
State  Senate  Bill  149  which 
would  define  public  records. 

The  State  Senate  passed  the 
bill  in  March  and,  at  MPA’s 
request,  it  was  referred  to  the 
interim  State  Legislative  Coun¬ 
cil  for  study.  MPA  considered 
the  bill  so  broad  in  scope  that 
it  would  be  unworkable. 

Oscar  L.  Morris,  editor  of  the 
Salisbury  (Md.)  Times  and 
MPA  president,  announced  the 
association’s  opposition  to  the 
bill  after  a  committee  meeting 
with  the  publishers’  attorney, 
Karl  F.  Steinmann. 

“By  custom  and  tradition,” 
Mr.  Morris  said,  “the  press  of 
Maryland  now  has  access  to  the 
public  records  necessary  to  in¬ 
form  the  public.  That  informa¬ 
tion  is  available  at  all  levels  of 
state  and  local  government  with 
few  exceptions.” 

He  said  MPA  “feels  honored 
at  the  consideration  given  it  by 
the  General  Assembly  of  Mary¬ 


land  in  measures  protecting  and 
extending  the  right  of  the  peo¬ 
ple  to  know  about  the  operation 
of  their  government.  The  law, 
passed  in  1954,  requiring  gov¬ 
ernmental  action  to  be  taken  in 
public,  has  been  copied  by 
numerous  states.  After  long 
consideration  we  have  come  to 
the  conclusion  that  it  is  impos¬ 
sible  to  write  such  a  simple 
definitive  measure  for  public 
records.” 

The  open  sessions  law  states 
that  actions  taken  by  govern¬ 
mental  bodies  in  Maryland  be¬ 
hind  closed  doors  shall  be  null 
and  void. 

The  MPA’s  Bulletin  said  its 
stand  was  being  called  to  the 
attention  of  members  in  view  of 
a  Pennsylvania  Legislative  act 
this  year  which  limited  inspec¬ 
tion  to  account  vouchers  or  con¬ 
tracts  dealing  with  the  receipt 
or  disbursement  of  funds  and 
orders  or  decisions  affecting 
personal  or  property  rights, 
privileges,  immunities,  duties  or 
obligations  of  persons. 

C.  Ferdinand  Sybert,  Mary¬ 
land  Attorney  General,  told  the 
Legislative  Council  that  Bill  149 
would  be  against  the  public  in¬ 
terest  and  welfare,  and  cited  a 
Court  of  Appeals  ruling  allow¬ 
ing  inspection  of  public  records. 


Casady  Tells 


A  PROFESSIONAL 
ENGINEERING  APPROACH 

TO  PRINTING  PRODUCTION  EFFICIENCY 

.  .  .  planned  to  meet  your  requirements  while  reliev* 
ing  your  mechanical  staff  of  layout  and  construction 
problems. 

OUR  SERVICES 

Investigations  of  plant  sites 
Analysis  of  existing  operations 
Reports  on  layouts  and  estimates  of  costs 
for  new  departments,  plant  additions  and 
new  plants 

Complete  plans  and  specifications 
Procurement  of  materials  and  equipment 
Supervision  of  construction 
and  equipment  installation 

As  Professional  Engineers  we  serve  our  clients  in  all  phases 
of  the  program,  including  preliminary  planning,  depart¬ 
ment  layouts  and  building  design.  During  construction  we 
represent  the  client  as  Supervisors  of  Construction  and 
Equipment  Installation. 

CHAS.  T.  MAIN,  INC. 

BOSTON,  MASSACHUSfTTS  •  CHARlOTTi,  NORTH  CAROUNA 


Gene  Wirges  Buys 
Arkansas  Weekly 

Morrilton,  Ark.  Weekly  Plans 

The  Morrilton  Democrat  and 

the  Perry  County  News  at  Per-  Bakersfield,  Calif, 

ryville  were  sold  recently  to  Decision  to  publish  the  i 
Gene  Wirges,  formerly  of  the  Bakersfield  Press-Chrotiicle  on  ‘ 
Paragould  Press.  a  weekly  basis  was  announced 

Sale  of  the  Democrat,  which  here  by  Simon  Casady,  presi- 
is  the  state’s  fourth  largest  dent.  Bakersfield  Publishing 
weekly,  was  announced  by  Mrs.  Company- 
Curtis  B.  Hurley  and  her  son.  Elimination  of  the  mid-week 
Joe  B.  Hurley,  who  has  edited  edition  and  development  of  the 
the  Morrilton  paper  since  his  Sunday  issue  is  a  preparatory 
father  died  in  1952.  step  in  streamlining  the  pub- 

Mr.  Wirges  also  acquired  a  lication  of  the  paper  recently 
half  interest  in  the  Von  Buren  acquired  by  Mr.  Casady  and 
County  Democrat  at  Clinton.  Robert  K.  Straus,  it  was  an- 

*  *  *  nounced. 

Milford  (Pa.)  Dispatch-Press  The  new  owners,  who  pub- 
sold  to  a  group  of  six  Milford-  ^sh  the  San  Fernando  (Calif.) 
men.  D.  Nelson  Raynor,  retired  Sun-Reporter,  bought  the  Press¬ 
managing  editor  of  the  Port  Chronicle  from  a  group  which 
Jervis  (N.  Y.)  Union- Gazette,  financed  the  newspaper’s  found- 
will  be  managing  editor  of  the  here  two  years  ago.  Mr. 
weekly  D-P.  Casady  also  is  owner-publisher 

*  *  ♦  of  the  El  Cajon  (Calif.)  Valiev 

Goshen  (N.  Y.)  Independent  A 
Republican — purchased  by  Mi-  Casady  formerly  was 

chael  Albert,  news  editor.  The  publisher  of  the  Phoenix  (Ariz.) 
weekly  was  founded  145  years  Arizona  Republic  and  Gazette. 
ago  Mr.  Straus  is  a  member  of  the 

*  ♦  •  family  prominent  in  R.  H.  Macy 

The  Princeton  (Wis.)  Times-  ^  ^uc ,  department  store 

Republic  has  been  purchased  by  operators.  He  is  vicepresident 
Adam  Tentis,  formerly  em- 

ployed  by  the  St.  Paul  (Minn.)  .  ”  " 

Pioneer  Press  and  Dispatch, 

from  Merlin  Matzke.  The  new  ■  .  ....  t  a 

owner  will  continue  publishing  eontinoe  in  direction  of  e 
for  the  time  being  the  Green  loeal  operation 
Lake  (Wis.)  Reporter  under  a 
contract  with  Robert  Francis 


fielr  Publishing  Company. 

Robert  T>ove,  general  man¬ 
ager.  and  Walter  Little,  editor. 


Raymond  M.  Wurgler  has 
purchased  the  partnership  in¬ 
terests  of  Warren  E.  Ruesch  in 
the  New  Glarus  (Wis.)  Post 
and  will  continue  the  news- 


Of  Things  to  Come 

The  Texas  Daily  Newspapc 
Association  held  its  3Bth  annua! 
summer  session  at  Corpus 
Christi. 

A  circulation  panel  predicted 


lii  VrUllblilUC  news-  ,  •  y  •  lU 

paper  as  sole  owner.  Before  that  operating  costs  of  circula- 
joining  the  Post  20  years  ago,  tion  departments  will  be  ^ 
Mr.  Wurgler  worked  for  the  cent  higher  by  1965  and  th^ 
Monroe  (Wis.)  Evening  Times,  greater  mechanization  of  w 
A  *  *  circulation  department  win 

r>i»  D  .•  reduce  necessary  manpower  by 

Effective  Reporting  ,^5  ^hey  said  adver- 

Louisville,  Ky.  tising  rates  will  be  higher,  more 
Two  stories  in  the  Courier-  color  will  be  used,  daily  papers 
Journal  by  Hank  Messick  led  will  cost  10  cents  and  Sunday 
to  the  immediate  resignation  of  papers  25  cents, 
the  county  police  chief  and  to  • 

three  investigations-^ne  by  the  ^  Feature  Editor 
grand  jury — of  police  irregu¬ 
larities  uncovered  by  Mr.  Mes¬ 
sick. 


No  Secret  Sessions 

Harrisburg,  Pa. 


Lawrence  C.  Goldsmith,  with  j 
the  New  York  Herald  Tribunty 
Sunday  magazine.  Today’s  Liv¬ 
ing,  since  that  publication  was 
originated  in  July  1956,  has 
been  named  feature  editor.  He 


Pennsylvania’s  General  State  was  managing  editor  of  Medical  '■ 
Authority  Board,  12-man  agen-  Economics,  monthly  business  h 
cy  directing  the  state’s  multi-  magazine  for  physicians,  origin-  . 
million-dollar  construction  pro-  ated  and  edited  Why  Maga- 
gram,  voted  9  to  1  recently  to  zine,  is  a  contributor  to  national 
abolish  secret  executive  ses-  magazine  and  a  former  reporter 
sions.  Two  members  were  ab-  on  the  New  London  (Conn.), 
sent.  Day.  ' 
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Little  Lulu 


...  is  a  little  heller  with  a  big  grin— and  a  bigger  following! 
She's  loaded  with  hubbies  and  bounce,  sparkles  like  a 
fountain  full  of  fi/z-water . . .  and  is  direct  as  a  guided  missile. 

She  gathered  her  first  millions  of  fans  in  the  SEP... 
graduated  to  movies,  comic  hooks,  advertisements, 

TV,  toys  and  kids'  clothes . . .  and  got  an  audience  around 
the  world  in  newspapers! 

Little  Lulu  is  her  own  best  door  opener . . .  takes  over  in  any 
household . . .  wins  the  heart  of  everybody  from  the  maid  to 
the  master,  and  from  the  kindergarten  to  gramps. .  .has  more 
friends  than  the  mailman.  If  you'd  like  a  valuable  property 
—she's  a  gold  bond  investment  for  any  paper!  For  proofs 
and  prices,  phone,  wire,  or  write  Mollie  Slott,  Manager... 

Chicago  Tribune-New  York  News 

ln#»  News  Building,  New  York 
:5ynaicaie,  me.,  Tribune  Tower,  Chicago 
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South’s  Newspapers 
Hew  to  Objectivity 


By  Warren  Breed 
What  is  the  job  of  the  news- 

paperman  in  reporting  the  ter-  THE  WRITER:  Warren  Breed 
rible  problem  of  segregation-  horn  and  reared  in  Calt- 

desegregation?  Newsmen  agree  liegion),  earned 

that  generally  their  job  is  to  Bachelor  of  Arts  degree  at 
give  the  people  the  facts  so  Stanford  University,  worked 
that  they  can  decide  on  issues.  newspapers  for  four  years, 
Yet  extremists  have  been  dom-  served  in  the  Army  four  years, 
inating  public  discussion  in  the  Ph.D.  at  Columbia  Univer- 

South — almost  as  if  the  Var-  sity.  We  is  now  associate  pro- 
damans  and  the  William  L.  fsssor  in  the  Department  of 
Garrisons  were  with  us  once  Sociology  and  Anthropology  ai 
again.  Tulane  University,  New  Or- 

What  we  need  is  a  sane  dis-  Isans. 
cussion  of  the  issues,  the  facts  ' '  • 

and  the  alternatives.  Such  pa-  about  the  Negro.  I  am  no! 
pers  as  the  Atlanta  Constitu-  advocating  desegregation;  whal 
tion,  the  Charlotte  Observer,  I  want  to  talk  about  is  good 
the  Chattanooga  Times  and  the  reporting.  This  means  good  re- 
Birmingham  News;  the  Colum-  porting  in  the  North,  as  well 
bus  Ledger,  the  Louisville  as  the  South— segregation  has 


HEADS 

TOGETHER 


bring  out  many  a  good  Idea 


Beyond  all  formal  programming,  the  chat  of  friendly  news¬ 
paper  folks,  perhaps  from  widely  separated  points,  furnishes 
the  themes  for  convention  memories.  .  .  .  Every  delegate 
with  problems  on  his  mind  Is  searching  for  someone  who 
has  faced  and  mastered  the  same  problems.  ...  If  the 
delegates  are  mechanically  minded,  they  are  likely  to  hear 
many  a  reassuring  word  about  the  reliable  uniformity  of 
Certified  Dry  Mats. 


CERTIFIED  DRY  MAT  CORPORATION,  555  Fifth  Avenue,  Dept.  P,  New  York  17,  N.  Y. 
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Minneapolis  Star  ane/  Tribune 
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South 

{Continued  from  page  40) 

many  others — tell  us  that  the 
Bible  holds  no  brief  for  segi*e- 
gation,  by  color. 

Economic  facts.  We  learn 
that  race  policies  hurt  the 
South,  in  the  pocketbook.  Man¬ 
ufacturers  think  twice  before 
moving  into  certain  communi¬ 
ties;  they  want  peace,  good 
schools,  responsible  government 
and  dignity  for  their  employees, 
as  well  as  a  good  labor  force. 
School  bonds  go  wanting  for 
the  same  reason.  The  cost  of 
maintaining  two  school  systems 
can  be  a  tax  burden.  Kanawha 
County  in  West  Virginia,  for 
example,  reported  an  estimated 
saving  of  $250,000  in  one  year 
of  desegregation,  for  a  budget 
of  $11  million.  Similarly,  it  is 
reported  that  Negroes  have 
tripled  their  earning  power 
since  the  start  of  World  War 
II,  and  now  represent  a  $15 
billion  market.  The  gain  to 
newspapers  alone,  in  terms  of 
circulation  and  advertising  im¬ 
pact,  is  apparent.  Boycotts  are 
wasteful,  as  witness  Orange¬ 
burg,  S.  C.,  the  bus  company 
and  downtown  merchants  in 
Montgomery,  and  even  the  New 
Orleans  Pelicans  ball  club.  And 
if  violence  comes,  not  only 
property  but  life  is  in  peril. 

Responsible  Reporting 

Recall  that  once  the  Lucy 
case  started,  the  Tuscaloosa 
News  did  a  straight,  responsi¬ 
ble  account  in  both  news  and 
editorials;  there  was  too  much 
at  stake  for  any  other  policy. 
It  was  not  unexpected  that 
Buford  Boone  won  the  Pulitzer 
prize  for  this  service. 

Political  facts.  Negro  regi¬ 
stration  has  gained  from  151,- 
000  in  the  South  (11  states)  in 
1940  to  1,200,000  in  1956— 
from  three  per  cent  of  the 
potential  Negro  vote  to  25  per 


STOCKED  UP — G.  Koifh  Funston,  confer,  president  of  New  York 
Stock  Exchange,  starts  the  presses  of  the  New  York  Journal-American 
by  remote  control  from  the  Exchange  on  the  day  the  J-A  introduced 
its  expanded  financial-business  section  with  full  stock  quotations. 
At  left.  Financial  Editor  Leslie  Gould;  at  right.  Publisher  Seymour 
Berkson. 


cent.  Bloc  voting  is  considered 
undesirable;  a  fair  discussion 
of  issues  will  discourage  it. 
The  job  of  the  press  is  ap¬ 
parent. 

International  facts.  Our  stake 
in  world  affairs  was  never 
greater.  The  one  “big  stick” 
used  by  Communists  we  are 
hard  put  to  answer  is  discrim¬ 
ination.  Moscow  pumps  this 
argument  into  dozens  of  coun¬ 
tries  we  are  trying  to  work 
with.  Their  propaganda  is  vast¬ 
ly  distorted:  one  report  in 
India  claimed  526  lynchings  in 
1954!  Our  chance  for  better 
world  relations  is  clear:  no 
lynchings  or  unpunished  brutal¬ 
ity,  fewer  and  more  isolated 
racist  speeches,  and  genuine 
concern  and  effort  toward  our 
ideals. 

If  these  arguments  need  sup¬ 
port,  there  is  also  the  fact  of 
conscience,  if  we  do  less  than 
we  know  we  should;  and  also, 
the  fact  of  changing  times. 

America’s  Opportunity 

The  South  today  is  not  the 
South  of  Plessy  vs.  Ferguson. 
To  Franklin  Roosevelt,  the 
South  was  “America’s  Number 
One  Economic  Problem.”  Today, 


Power  in  Paducah 

Paducah’s  the  hub  of  one  of  the  world’s  greatest 
electric-power  producing  areas.  The  AEG  atomic 
plant,  with  its  $10  million  annual  payroll,  is  the  largest 
of  several  new  industries  that  help  to  make  the 
Paducah  area  a  $195,000,000  market. 

To  generate  sales  power  in  this  market,  use  The 
Paducah  Sun-Democrat  and  its  full-color  facilities. 

Cite  ^ahucai)  !&un-Iiemocrat 

ROP  Color  PADUCAH,  KY.  Burke,  Kuipers 

(1>2-3  and  block)  &  Mahoney 

Owners  of  WPSD-TV  (NBC) 


to  paraphrase  Professor  Noland 
of  the  University  of  North 
Carolina,  it  may  be  “America’s 
Number  One  Opportunity.”  In¬ 
crease  in  southern  employment 
in  mechanical  and  manufactur¬ 
ing  industries  has  been  higher 
in  the  South  than  for  the 
nation  as  a  whole  for  several 
decades.  The  efficiency  and 
productivity  of  southern  labor 
is  high,  sometimes  higher  than 
the  North.  The  South  is  urban¬ 
izing,  and  schools  and  law  en¬ 
forcement  are  on  their  toes. 
Northern  industrialists  find  the 
South  much  like  the  North 
(though  hardly  so  cold.) 

Every  year  college  professors 
in  the  South  find  fewer  fresh¬ 
men  believing  the  Negro  to  be 
innately  inferior,  biolopncallv 
and  intellectually.  Public 
schools  in  the  South  have  ap¬ 
parently  accepted  the  findings 
of  biologists,  anthropologists 
and  psychologists.  The  young 
are  more  disturbed  than  pre¬ 
judiced,  and  want  guidance. 
Here  again  the  press  has  a  job. 

How  do  southern  adults  feel? 
No  one  will  deny  that  most  are 
for  segregation.  National  opin¬ 
ion  polls  verify  this.  The  polls 
also  show,  however,  two  more 
things:  that  the  South  is  not 
a  monolithic  entity  but  contains 
various  attitudes,  and  that  the 
younger  and  better  educated 
people  are  the  most  tolerant. 
While  only  5  per  cent  of  white 
southerners  with  only  a  gram¬ 
mar  school  education  favored 
desegregation.  28  per  cent  of 
whose  who  had  gone  to  college 
favored  it.  The  rest  are  some¬ 
where  in  between,  but  every 
city  has  people  of  good  will  who 
would  help  with  the  problem, 
if  given  the  chance. 

Each  City  Is  Different 

Specific  suggestions  for  good 
reporting  should  occur  to  news¬ 
men  as  they  follow  local  de¬ 


velopments.  Each  city  is  differ¬ 
ent.  A  few  suggestions,  how¬ 
ever,  can  be  made.  Careful 
checks  can  uncover  untruths 
and  irresponsible  statements; 
more  checking  can  reveal  the 
background  and  the  “why”  of 
a  story  or  statement;  self-seek¬ 
ing  spokesmen  can  be  handled 
with  care;  news  which  might 
trigger  violence  can  be  played 
down  (as  done  by  the  Chicago 
City  News  Bureau,  and  illus¬ 
trated  in  the  Beaumont  case); 
pictures  of  whites  and  Negroes 
conferring  can  depict  the  ex¬ 
tent  of  change  in  the  region; 
and  a  paper  might  back  the 
formation  of  a  civic  body,  not 
to  plump  for  one  side,  but  to 
aid  the  press  in  challenging 
fallacious  claims  and  encourag¬ 
ing  open  fact-finding  and  discus, 
sion.  The  most  general  sug¬ 
gestion,  I  would  say,  is  the  age- 
old  one  of  treating  men  as  in¬ 
dividuals,  not  as  members  of  a 
type. 

One  example  of  checking  and 
backgrounding  was  turned  in 
by  the  weekly  Colfax  (La.) 
Chronicle,  which  printed  the 
story  of  an  attempt  to  purge 
Negroes  (and  some  whites) 
from  registration  rolls,  thus 
nipping  the  disenfranchise¬ 
ment  move. 

Social  scientists  who  study 
the  vague  realm  called  “public 
opinion”  focus  on  the  “quality” 
of  public  opinion.  In  a  totalit¬ 
arian  country  like  Russia,  the 
quality  of  opinion  is  bad.  In  a 
democracy,  it  is  better,  and 
the  free  press  is  a  major  source 
of  this  quality.  I  have  tried  to 
show  that  it  is  possible  to  be 
a  good  southerner  and  a  good 
newspaperman  at  the  same 
time,  and  it  is  fitting  to  end 
by  citing  another  group — those 
southern  reporters  and  editors 
who  have  made  Southern  School 
News  a  sound,  low-key  source 
of  information  on  this  profound 
problem. 


Adds  Journalism 

Kearney,  Neb. 
Nebraska  State  Teachers  Col¬ 
lege  here  will  offer  a  minor  in 
Journalism  this  year  for  the 
first  time.  Recent  equipment 
purchases  will  also  make  it 
possible  to  offer  courses  in 
graphic  arts,  according  to  Eu¬ 
gene  Buck,  who  will  instruct  in 
the  use  of  equipment. 

• 

Nine-Column  Page 

StTDBlTRY,  Ont. 
The  Sudbury  Daily  Star  on 
Oct.  1  changed  to  a  9-column 
page,  with  column  width  of  11 
picas. 
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National  Represantatives 
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IT'S  TOUGH 
to  be  both  PROUD 
and  NONCHALANT 
at  the  SAME  TIME 


*among  newspapers  of 
100,000  to  500,000 
circulation  ...  in  con* 
nection  with  the  2nd 
Annual  R  O  P  Color 
Conference  in 
Chicago,  Sept.  23-25. 


MARIOF  ©££irif 
SRANB9  '  fOBD 


The  Teahouse  of 


FIRST  PRIZE*  for  Full  Color 
in  general  advertising  was 
awarded  The  Miami  Herald  in 
the  Editor  &  Publisher  Nation¬ 
al  ROP  Color  Contest  .  .  .  for 
its  page  ad  for  "Teahouse  of 
the  August  Moon." 


This  is  the  second  First  Prize 
within  six  months  The  Herald 
received  for  ROP  Color. 


Orchids  are  nice.  But  more  important 
is  the  recognition  that  The  Herald  deliv 
ers  superior  ROP  COLOR  which  produces 
greater  sales  impact  for  advertisers  in  the 
$2<BILLION  Miami-Gold  Coast  market. 


MOST  JOYOUS  EVENT  FOR  MIAMI! 


Dateline:  Budape8t-(AP) — 


Hungary  Is  Easier 
For  Reporters  Now 


By  Hay  Erwin 


A  release  from  the  French 
Line  listing  prominent  passen¬ 
gers  on  the  S.S.  Liberte  on  her 
arrival  in  New 
Y  ork  Sept.  16 
listed:  “Carl 
Hartman,  cor¬ 
respondent  in 
Budapest  for 
the  Associated 
Press,  accom¬ 
panied  by  his 
family.” 

Behind  that 
simple  an¬ 
nouncement  lies 
the  story  of  the  only  American 
correspondent  now  working  in 
Hungary  and  the  only  perma¬ 
nent  representative  of  an 
American  news  agency  or  news¬ 
paper  there. 

Mr.  Hartman  is  in  the  U.S. 
with  his  wife  and  four-year-old 
daughter  for  home  leave  and 
expects  to  return  to  his  post 
behind  the  Iron  Curtain  in 
November.  He  has  been  sta¬ 
tioned  in  Hungary  since  last 
Jan.  10. 

No  Censorship 

There  is  no  censorship  in 
Hungary  but  you  work  under 
the  usual  system  of  responsi¬ 
bility,”  explained  Mr.  Hartman. 
“If  the  authorities  take  excep¬ 
tion  to  what  you  write  they 
can  call  you  to  account  and 
might  even  throw  you  out  of 
the  country.  I  have  tried  to  be 
cautious  and  yet  not  pull 
punches  and  I  have  had  no 
trouble.  In  recent  months,  not 


many  have  been  thrown  out. 
In  the  case  of  Anthony  Rhodes, 
London  Daily  Telegraph  cor¬ 
respondent,  the  government  re¬ 
lented  and  allowed  him  to  stay 
out  his  visa  time  before  he  left.” 

Mr.  Hartman  explained  that 
Hungary  wants  permanent 
representatives  of  news  agen¬ 
cies  stationed  there  but  wants 
them  to  be  nationals  of  the 
country  of  the  agency.  Hun¬ 
garians  ar6  not  permitted  to 
represent  Western  news  organi¬ 
zations. 

News  Sources 

Most  of  Mr.  Hartman’s  dis¬ 
patches  are  obtained  through 
MTI,  the  official  Hungarian 
news  agency,  or  from  transla¬ 
tions  from  the  Hungarian  news¬ 
papers.  The  Foreign  Ministry 
holds  press  conferences  every 
few  weeks.  Questions  are  sub¬ 
mitted  in  writing  in  advance. 
Answers  are  read  in  Hungarian, 
so  correspondents  must  have 
their  interpreters  with  them. 
Direct  questioning  is  not  per¬ 
mitted.  The  press  secretary  of 
the  Foreign  Ministry  can  be 
asked  questions  at  all  times  and 
seeks  to  be  helpful. 

“You  can  get  information 
from  the  separate  ministries  on 
specific  questions,”  said  Mr. 
Hartman.  “For  instance,  you 
can  get  a  story  on  tourism  by 
going  to  the  tourist  agency  and 
learning  that  the  agency  wants 
more  tourists,  what  new  hotel 
accommodations  are  being  pro¬ 
vided  and  how  visa  regulations 


Hartman 


We  Need  A  Writer 

who  is  fascinated  by  people — their  attitudes,  feelings, 
behavior  and  aspirations — and  who  has  a  special  faculty 
for  being  able  to  describe  them  as  living  individuals.  He 
will  work  with  a  team  of  psychologists  who  will  supply 
him  with  the  raw  data  to  be  fashioned  into  crisp  and  mean¬ 
ingful  delineations.  We  are  a  nationally-known  firm  of 
management  consultants  specializing  in  personnel  appraisal, 
with  head  offices  in  New  York.  Salary  open.  In  applying, 
please  include  a  brief  outline  of  your  education  and  work 
experience. 

Box  3814,  Editor  and  Publisher 


are  being  eased. 

“Hungarians  are  very  cordial 
and  polite  and  are  personally 
considerate  of  foreigners,”  he 
added.  “Regardless  of  politics, 
it  is  a  distinction  to  be  a 
foreigner.” 

Press  Corps 

The  press  corps  is  almost 
wholly  from  Communist  coun¬ 
tries,  although  Reuters  former¬ 
ly  had  Ronald  Farquhar  there 
on  a  permanent  basis.  Tass  has 
a  sizable  staff  and  Isvestia, 
Pravda,  the  Chinese  news 
agency  and  Polish,  Czech  and 
Yugoslav  news  agencies  and 
newspapers  have  correspondents 
in  Budapest. 

Cordial  relations  exist  at  offi¬ 
cial  occasions  and  public  recep¬ 
tions  between  the  Communist 
and  non-Communist  newsmen, 
it  was  explained.  Once,  at  an 
official  event  at  the  opera  house. 
Prime  Minister  Janos  Kadar 
talked  informally  in  the  lobby 
for  half  an  hour  with  Mr. 
Hartman  and  repi'esentatives 
of  Reuters  and  France  Pressc. 

During  meetings  of  Parlia¬ 
ment,  Mr.  Hartman  finds  he 
can  interview  officials  in  the 
corridors,  but  language  is  a 
barrier.  Most  Hungarians  do 
not  speak  French  or  German 
or  English  and  Hungarian  is 
difficult  for  a  newcomer  to 
command.  The  AP  correspond¬ 
ent  has  learned  enough  Hun¬ 
garian  to  read  the  headlines 
and  determine  which  news 
stories  he  wants  his  inter¬ 
preter  to  read  to  him. 

The  official  Communist  party 
newspaper  in  Hungary  is,  of 
course,  subject  to  party  disci¬ 
pline  and  a  large  proportion  of 
the  staffers  on  the  other  papers 
are  Communists  and  answerable 
to  the  party  for  any  violation 
of  party  policy,  it  was  ex¬ 
plained. 

Can  Criticize 

“It’s  possible  for  the  Hun¬ 
garian  press  to  criticize  certain 
things,”  said  Mr.  Hartman. 
“One  article,  for  instance, 
stated  that  employes  of  a  cer¬ 
tain  mine  said  the  mine  was 
badly  managed  and  that  it  had 
been  better  managed  in  capital¬ 
ist  times.  But  fundamental 
policies  or  the  Prime  Minister 
are  not  criticized. 

“Last  Summer,  there  w'as  a 
great  deal  of  criticism  of  the 
party  and  the  government  as 
being  Stalinist  and  not  suffi¬ 
ciently  nationalistic,”  he  added. 
“Rakosi,  the  party  head  then, 
was  ousted  and  went  to  Russia 
and  it  has  been  plain  that  he 
is  not  wanted  back. 

“Hungary  has  a  long  na¬ 
tional  history  of  which  Hun¬ 


garians  are  proud,”  said  Mr. 
Hartman.  “Communists  will 
tell  you  there  are  many  roads 
to  use  to  socialism  and  that  it 
is  quite  possible  and  proper 
for  Hungary  to  develop  the 
same  goals  as  Russian  but  in 
her  own  way.” 

American  Jazz 

The  U.S.  is  under  constant 
criticism  for  her  indictment  of 
the  Soviet  role  in  the  unsuccess¬ 
ful  uprising  in  Hungary  last 
year,  Mr.  Hartman  said.  How¬ 
ever,  he  finds  that  Hungarians 
are  cordial  to  Americans  as  in¬ 
dividuals  and  they  want  more 
Americans  to  visit  their  coun¬ 
try.  American  jazz  dominates 
the  nightlife  instead  of  the 
gypsy  music  of  the  past,  he 
reported. 

The  AP  dispatches  are  sent 
out  by  commercial  Telex  with¬ 
out  interference. 

Western  diplomats  estimate 
there  are  nine  or  10  Soviet 
army  divisions  stationed  in 
Hungary  now,  the  correspond¬ 
ent  answered  in  reply  to  a 
question. 

Carl  Hartman,  at  the  age  of 
16,  did  his  first  newspaper 
work  for  his  father’s  Washing¬ 
ton  (D.C.)  Sun.  He  later 
worked  for  the  Puerto  Rico 
W  orld-J  oiu-nal  in  San  Juan, 
the  New  York  City  News  As¬ 
sociation,  while  he  was  study-  1 
ing  in  the  Columbia  University  ' 
Graduate  School  of  Journalism 
and  then  for  the  Jewish  Tele¬ 
graphic  Agency  in  Washington. 

He  joined  the  AP  in  1944  and 
has  served  it  in  New  York, 
Washington,  Madrid,  Paris  and 
Vienna. 

• 

Tlioiiisjoii  Acquires 
Second  P.E.I.  Paper 

Toronto 

Roy  Thomson,  chairman  of 
Thomson  Newspapers,  has  pur- 
chased  the  Charlottetown 
(Prince  Edward  Island)  Pa¬ 
triot,  only  evening  newspaper 
on  Canada’s  island  province. 

The  building  of  the  Charlotte¬ 
town  Patriot  was  damaged  by 
fire  in  September  to  the  loss  of 
about  $2.'50,000.  Since  then  it 
has  been  published  in  the  offices 
of  the  morning  Charlottetoien 
Guardian,  a  Thomson  paper  j 
since  1953.  This  joint  produc¬ 
tion  will  continue  with  pur¬ 
chase  of  the  Patriot  by  Thom¬ 
son  New.spapers. 

The  Charlottetown  Patriot  is 
more  than  a  century  old.  It 
will  continue  as  an  evening  pa¬ 
per  under  management  of  W. 

A.  Gaudet,  president  and  gen¬ 
eral  manager  of  the  paper  till  1 
its  sale.  I 
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In  northern  California 
—it’s  The  Examiner 

First  in  circulation  and  first  in  advertising 


The  San  Francisco  Examiner  @ 

Represented  by  Hearst  Advertising  Service,  Inc.,  Offices  in  all  principal  cities 
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IOWA 


KENTUCKY 


LOU\S\A.NA 


•  »^'hhe%ota 
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•  OHIO 
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WEST 

•  V/4SCONS\H 
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What  is  an  AP  STATE  Wirephoto  network? 

It  is  a  network  that  can  be  cut  at  will  from  AP’s  big  Wirephoto 
system  so  subscribers  within  a  state  receive, with  the  fastest  possi¬ 
ble  speed  pictures,  of  people  and  events  nearest  home. 

The  subscriber — with  a  choice  of  positive  recording  or 
Photofax  reception — gets  bulletin  picture  copy  of  national 
and  international  interest  PLUS  top  state  pictures  on  the 
same  wire. 


Almost  600  subscribers  in  the  United  States  and  hundreds 
more  abroad  benefit  every  day  from  the  state  and  national  AP 
Wirephoto  system — the  most  extensive  picture-by-wire  network 
in  the  world. 

*  *  * 

Only  AP  operates  state  networks  of  such  scope  within  a  national 
system.  AP’s  state  networks  have  more  than  doubled  in  three  years 
— from  10  in  1954  to  23  in  1957. 


THE  ASSOCIATED  PRESS 
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FAIRCHILD 

news 


Jack  Keating  Wins  II  O  P  O  A  il  ^ 

Press-Bar  Arrived  Uvl  wwlld 

San  Fbancisco 

Jack  Keating  won  the  annual  Ruth  Baldwin— to  the  ad-  Irving  Whynot,  with 
$500  Press-Bar  Award  for  his  vertising  sales  staff  of  the  Canadian  Press  staff  11  yet 
Los  Angeles  Examiner  cam-  Klamath  Falls  (Ore.)  Herald  to  CP  picture  editor.  He 


Ruth  Baldvvi.n — to  the  ad-  Irving  Whynot,  with  tl«  5 
vertising  sales  staff  of  the  Canadian  Press  staff  11  years-  ? 


Jane  Cahill,  editor  of  Ex-  p^jg^  to  improve  the  courts  in  News 

periences  of  Snialler  Stores  col-  ft  i3  announced  by 

unm  in  Womens  Wear  Daily,  tv  ^ 

was  a  guest  speaker  and  panelist  State  Bar  of  California.  iquis  ij 


ceeds  John  Paterso.n  who  has  I 
gone  into  public  relations  work. 


was  a  guest  speaKer  ana  panelist  -  awards  of  merit  ^OUIS  H.  Farb,  general  man¬ 
at  Sept.  24  evening  clinic  and  ine  jury  gave  awaias  oi  merit  /m  i  v 

workshop  on  shopping  center  to  Terry  Hansen,  San  Francisco  ager  of  the  Lony  Bianc/i  (N.J.) 
competition  sponsored  by  State  News,  and  to  Fred  Kirstowsky,  ^““2/  Hecord  purchased  the 
of  New  York  Department  of  San  Francisco  Examiner,  Monmouth  American  at  Long 


Commerce  in  Albany. 


to  Terry  Hansen,  San  Francisco  Ltony  arancn  (IN.J.)  James  W.  Ragsdale,  ’54  grad* 

Ne  ivs,  and  to  Fred  Kirstowsky,  ^^“2/  Record  purchased  the  uate  of  the  journalism  school  at 
San  Francisco  Examiner.  Monmouth  American  at  Long  North  Texas  State  College-to 

A  special  trophv  was  voted  year  old  weekly,  the  staff  of  the  Dallas  (Tex.) 

for  the  staff  of  the  Visalia  ^  Times  //craZd  as  a  general  as- 

Times-Delta.  former  own-  signments  reporter.  Ralph  B, 

*  ♦  ♦  er,  will  remain  as  editor.  Mr.  Manning,  formerly  with  the 

j  .  r  Worth  (Tex.)  Press  and 


George  H.  Crosbie,  Jr.,  man-  Times-Delta.  n.  c.  cubbui,  me  lormer  own-  signments  reporter.  Ralph  B, 

aging  editor  of  Men’s  Wear  ,  *  ,  will  remain  as  editor.  Mr.  Manning,  formerly  with  the 

Magazine,  has  been  appointed  Farb  also  took  over  the  man-  Fort  Worth  (Tex.)  Press  and 

to  the  executive  committee  of  JAMES  A.  STUART,  editor  of  agement  of  the  Community  Di-  Columbus  (Ohio)  Citizen _ to 

the  National  Conference  of  Busi-  the  /ndiaiiapoZis  (Ind.)  Star—  pest,  a  weekly  shopper  circulat-  the  Times  Herald  city  desk  staff 

ness  Paper  Editors,  the  editorial  elected  president  of  the  board  ing  in  northern  Monmouth  al  Hfstfr  winner  nf  the  Ttnl 

.  Crippled  Children  and  Adults.  *  *  *  to  the  Times  Herald  on  a  fS 

A.  D.  Galloway,  on  the  staff  ♦  v  *  ROGER  L.  Desjarlais — to  city  basis  after  serving  as  SMU 


division  of  Associated  Business  of  Marion  County  Society  for  County- 


Publications. 


Crippled  Children  and  Adults. 


A.  D.  Galloway,  on  the  staff  ROGER  L.  Desjarlais — to  city  basis  after  serving  as  SMU 

of  Fairchild’s  Paris  bureau,  was  RICHARD  WiNN,  formerly  with  editor  of  the  Sprino^eZd  (Mass.)  correspondent  for  three  years, 
m  Venice  Sept.  22-28  to  assist  Oakland  (CaliL)  Tiilnine  to  Daily  News,  succeeding  George  ♦  ♦  ♦ 

Italian  bureau  in  cov^  con-  information  officer  California  F.  Hargraves,  33-year-old  News  Gene  A.  BuRD,  formerly  on 
ference  of  the  International  red-  Denartment  of  Public  Works.  i.  t.  a.  v  v  .  /»»  v  r,, 

eration  of  Cotton  &  Allied  Indus-  , uc^eedine  KENNETH  C  AdIms  T  returned  to  his  the  Kansas  City  (Mo.)  Star  - 

tries  for  Daily  News  Record  and  Northhampton  to  now  a  reporter  for  the  i4Z6u- 


tries  for  Daily  News  K 
Women’s  Wear  Daily. 


Italy’s  Triennale,  currently  be¬ 
ing  held  in  Milan,  was  pictured 
in  a  16-page  editorial  feature  in 


former  United  Press  bureau  head  the  paper’s  office  there, 
manager  in  Ohio  and  Indiana, 


qnerque  (N.M.)  Journal. 


Earl  Schramm,  sports  desk 


of  the  Raleigh  (N.C.)  News  and 
Sept  23.  This  jetton,  prepared  Qbserver-io  the  School  of  Law 
by  editor  Louis  Loodenough  who  a.  n  i  u*  tt  *  ’a  xt 
covered  the  event,  gave  the  first  ^  Columbia  University,  New 
comprehensive  showing  of  the  ^  orK. 
mass  produced  works  of  lead¬ 
ing  home  furnishings  designers  FRANCIS  WALLS,  reporter  for 
throughout  the  world.  PnUinh  r  \ 


g  nome  lurnisnings  aesigners  FRANCIS  WALLS,  reporter  for 
roughout  th^ejvorld.  ^ 

”””””  Observer — resigning  to  be  mar- 

J.  W.  Cohn,  Fairchild  associate  ried. 


European  news  director,  is  cur¬ 
rently  on  the  U.S.S.  Intrepid  re¬ 
porting  for  Electronic  News  on 


Charles  D.  Mowrey,  former- 


electronic  aspects  of  the  NATO  I  ly  with  the  Dayton  (Ohio) 


sea  exercises.  Operation  Strike-  Daily  News  and  the  Portsmouth 
back,  now  being  held  in  the  (Ohio)  Times  —  to  editor  and 
North  Atlantic.  manager  of  the  Leesburg 

(Ohio)  Citizens  and  the  Lynch- 
Harry  Riemer,  editor  of  Daily  barg  (Ohio)  News. 


News  Record,  plans  to  fly  to 
San  Francisco  to  attend  the  Quar¬ 
termaster  Association  convention 


Carl  Adams,  formerly  town 


to  be  held  at  the  Fairmount  Hole!  manager  at  Klamath  Falls  for 
on  Oct.  3  and  4.  Portland  Oregon  Journal 

circulation  department  —  to  the 
October  4th  issue  of  Men’s  circulation  department  of  the 
Wear  Magazine  will  carry  a  Klamath  Falls  (Ore.)  Herald 
sportswear  survey  conducted  in  Mg,,,, 

conjunction  with  National  Asso-  *  *  . 

elation  of  Men’s  Sportswear  Buy¬ 
ers.  It  pomts  out  garments  and  Marvin  A.  SCHROEDER,  for- 

i”  m®rly  with  the  Wichita  (Kas.) 

portant  next  spring  and  summer,  r,  ,  j,  n,  r,  ,  /Tr  ( 

Eagle  and  El  Dorado  (Kas.) 

Times — to  Topeka  (Kas.)  Daily 

I  R  C  H  I  L  D  Capital  business  beat. 

Publications,  Inc. 

7East12thSt.,NewYprk.N.Y.  Walter  Fitzmaurice  —  re- 

Mll$h»r$  of  signed  as  information  officer  for 

_  ..  ...  .  the  Subversive  Activities  Con- 

NoX  51111^1.^ 

tronic  N«w«,  Horn*  fvmUhings  ^lons  office  in  Washington.  He 
Dolly,  DlracferiM,  Mmi's  Woor,  Foot-  formerly  worked  for  Newsweek, 
woor  Nows,  loela.  INS  and  Chicago  (Ill.)  Tribune. 


tel 


r^'s^ 
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On  Bank  Boarcl  .  David  Hall,  foimerly  manag- 

ing  editor  of  the  Fort  Worth 
Cleveland  (Tex.)  Press,  and  an  employe 
Publisher  Oliver  P.  Bolton  of  of  that  paper  since  1933 — to  the 
the  Lake  County  Herald  and  editorial  staff  of  the  Pittsburgh 
the  Dover  Reporter  has  been  (Pa.)  Press.  Another  recent 
elected  to  the  board  of  direc-  addition  to  the  Press  staff  is 
tors  of  the  Cleveland  Trust  Co.  Roger  Latham,  21  years  with 
Chairman  of  the  board  of  the  the  Pennsylvania  State  Game 
bank  is  I.  F.  Freiberger,  who  Commission.  He  replaces  the 
is  board  chairman  of  the  Forest  late  Johnny  Mock  as  outdoors 
City  Publishing  Co.,  publisher  writer 
of  the  Cleveland  Plain  Dealer  *  ♦  ♦ 

and  News.  ^  ^  ^  Hele.n  Parks  has  resigned  as 

church  editor  of  the  Charlotte 
Richard  B.  Bessey— resigned  (^.C.)  News  to  become  a 
as  assistant  city  editor  of  the  teacher  at  Sacred  Heart  Acad- 
Champaign-Urbana  (Ill.)  News-  ^t  Belmont,  N.C.  She  is 

Gazette  to  work  in  the  public  succeeded  by  John  Borchet, 
relations  department  of  Corning  former  Charlotte  News  staffer 


SPECIAL  ASSIGNMENT — Don  Starr,  standing,  foreign  news  editor 
of  the  Chicago  Tribune,  interviews  Arthur  Veysey  and  his  wife.  Gwen 
Morgan,  on  their  upcoming  work  for  Chicago  Tribune  Press  Service. 
Mr.  Veysey,  London  bureau  chief,  came  home  for  a  brief  visit; 
Miss  Morgan  is  here  to  cover  Queen  Elizabeth's  trip.  The  Veyseys 
were  married  in  1946  while  he  was  covering  U.N.  and  she  was  on 
the  White  House-State  Department  beat  for  UP. 


Glass  Works,  Corning,  N.Y.  who  for  the'pnst'  six  vears"has  v.'^'  Harold  Huntley  - 

wno  lor  ine  p  SI  SIX  ^ars  nas  Francisco  (Calif.)  news  editor,  Indio  (Calif.) 

*  *  *  of  the  Meth-  Redwood  City  (Calif.)  News;  formerly  with  Alabama 

Jerry  Clark,  for  seven  years  odist  Publishing  House  at  Tribune  and  Associated  Press —  newspapers. 


named 

(Calif.) 


with  the  Kenosha  (Wis.)  Eve-  Chicago. 

ning  News,  covering  local  poll-  *  *  * 

tics  and  labor  has  been  given  George  Dillon,  former 

a  16-month  leave  of  absence  to  gpringfield  (Ill.)  newsman-to 

serve  as  home  secretary  for  the  administrative  assistant  to  Illi- 

newly  elected  Wisconsin  Senator,  i 


to  news  bureau  chief.  Pacific  «  *  « 

Gas  and  Electric  Co. 

Ray  Brecht,  reporter  for  the 
*  *  *  Philadelphia  (Pa.)  Bulletin  for 

Joan  M.  Woods,  Redwood  City  20  years  —  to  the  public  rela- 
( Calif.)  Tribune — received  Cal-  tions  staff  of  Gray  &  Rogers, 


William  Proxmire.  Mr.  Clark  u  ^  a-  ‘  i^ornia  Newspaper  Publishers  Philadelphia  advertising  agency. 


will  be  in  charge  of  the  Sena 
tor’s  Milwaukee  office. 


Association’s  Uolarship. 
N.  Hauler  who  resigned  to  re-  _ 


lurs  iuuwauiiee  oii.it:.  managing  editor  of  the 

*  "'  *  lF/tc«fon  (Ill.)  Daily  Journal. 

Eddie  Groth  —  joined  the  Mr.  Hauler  held  the  state  post 

sports  staff  of  the  Albuquerque  since  last  January. 

(N.M.)  Journal.  *  ♦  * 

*  *  *  Helen  Tucker,  staff  member 

Allen  Merriam,  who  has  qJ  Raleigh  (N.C.)  Times 

headed  the  editorial  departnrient  years  resigned 

of  the  Dallas  (Tex.)  Times  continue  her  writing  studies 
Hera/d  for  many  years  — now  Columbia  University.  She 
editor-in-chief  emeritus.  ^yijl  ^g  succeeded  by  Motte 

*  *  *  Griffith  of  the  Bladen  Journal 

Irving  Johnson,  former  New  at  Elizabethtown,  N.C.  He  is  a 

York  and  New  England  news-  journalism  graduate  of  the  Uni¬ 
paper  and  magazine  writer — to  versity  of  North  Carolina, 
assistant  to  the  president  of  Axe  ♦  *  ♦ 

Securities  Corporation,  general 

distributor  for  mutual  funds.  Noel  Wical,  schools  editor  of 


(Continued  on  page  .50) 

SUH 


William  T.  Hughes  Jr.,  for- 


Noel  Wical,  schools  editor  of 
the  Cleveland  (Ohio)  Press  — 
started  a  new  column  in  the 


merly  with  the  Rock  Hill  (S.C  ) 

Evening  Herald,— to  the  Char-  contain  quips 

latte  (N.C.)  News  as  a  roving  manners  and  morals, 
reporter.  A  graduate  of  the  *  ♦  * 

University  of  North  Carolina  r-,,  i  -a  j 

a  1.  1  1.  1  Charlotte,  Ostrow  classified 

Journalism  School,  he  formerly 


Broward  County  and  Fort  Lauderdale  leads  all  but  4  of  67 
Florida  counties  in  population,  effective  buying  income  and 
total  retail  sales  (1956).  Broward  leads  Orange,  Palm 
Beach,  Polk  and  59  more  counties. 


Total  population  Broward  County  ... 
Total  effective  Buying  Income 
Total  retail  sales  .. 


206,300 

$346,946,000 

$336,481,000 


worked  in  Roanoke,  Va.  He  n  T 

came  to  the  News  from  the  Cleuttoad  (Ohio)  P/otn  Deafer 
U  S  Air  Force  — transferred  to  the  city  room 

as  editorial  secretary  to  City 


*  *  Editor  James  W,  Collins  and 

Richard  M.  Paynter — to  the  his  desk  staff, 
promotion  and  public  relations 
steff  of  the  Detroit  (Mich.)  •  •  • 

•Neu’*.  He  was  formerly  with  Martin  Vorys,  former  city 
the  Sf.  Louis  (Mo.)  Post-Dis-  hall  reporter  of  the  Anchorage 
patch.  He  has  also  been  asso-  (T.A.)  Daily  Times  —  returned 
ciated  with  the  Pittsburgh  (Pa.)  as  Times  sports  editor  after  a 
Past-Gazette  and  the  Louisville  summer  of  commercial  fishing 
(Ky.)  Coui-ier-Joumnl.  near  Ketchikan,  Alaska. 
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Population  increased  1 1 9  %  in  5  years  .  .  . 

Buying  income  increased  210%  in  5  years  .  .  . 

Retail  sales  increased  180%  in  5  years 

And  .  .  .  the  Fort  Lauderdale  News  circulation  has  kept 
pace  with  a  125%  increase  in  circulation  and  over  80% 
coverage  of  all  Broward  County  buying.  “Yes  Suh! 
Pinellas  County.’’  “We  will  pass  you  and  take  fourth 
place  among  all  Florida  Counties  by  19.58.’’ 

Fort  Lauderdale  Daily  IVews 

Fort  Lauderdale,  Florida 

National  Representative  Burke  Kuipers  &  Mahoney  Inc. 
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Personals 


Honored  by  Italy  Contracts  Go 

Worcester,  Mass.  To  Pressmen 


Inland  Will 


{Continued  from  page  49) 


Dave  Merritt,  senior  at  the 
University  of  North  Carolina 
School  of  Journalism,  will  rep¬ 
resent  the  Charlotte  (N.C.)  06- 
server  in  sports  coverage  this 
year  at  the  University  of 
North  Carolina,  Duke  Univer¬ 
sity  and  North  Carolina  State 
College. 

*  *  * 

Amleto  Ciccarelli,  former 
news  writer,  Waterbury  (Conn.) 
Republican  —  to  general  man¬ 
ager,  Reed-Wharton  Advertis¬ 
ing  Agency,  Bristol,  Conn. 

*  *  * 

Elbert  A.  Pearson,  former 
general  manager  of  Greenwich 
(Conn.)  Times  and  editor  and 
publisher  of  the  Union  (N.J.) 
Local  Press — to  general  man¬ 
ager,  Ansonia  (Conn.)  Evening 
Sentinel. 

*  *  « 

Emy  Thomas,  reporter.  New 
Britain  (Conn.)  Herald  —  to 
Columbia  University,  New  York, 
to  study  toward  master  of 
science  degree  in  journalism. 

*  *  * 

Marjorie  L.  Harthan,  seven 
years  on  the  city  staff  of  the 
Springfield  (Mass.)  Union — left 
to  become  university  editor  at 
the  University  of  Massachusetts, 
handling  publications  and  news. 
A  Bates  College  graduate,  she 
covered  religion.  City  Hall  and 
education  while  on  The  Union 
staff.  Previously  she  was  with 
the  Beverly  (Mass.)  Evening 
Times  and  the  Lynn  (Mass.) 
Daily  Evening  Item. 

K  ♦  « 

Howard  G.  Allaway,  man¬ 
aging  editor  of  Popular  Science 
monthly — promoted  to  editorial 
director.  He  was  formerly  with 
the  Associated  Press  and  the 
New  York  Times. 


A.  Alfred  Marcello,  day  city 
editor  of  the  Worcester  Tele¬ 
gram,  has  been  awarded  the 
Star  of  Solidarity  by  the  Re¬ 
public  of  Italy.  He  is  being 
honored  for  his  “constant  inter¬ 
est  and  activity  in  favor  of 
Italy  on  numerous  occasions,” 
according  to  Dr.  Girolamo 
Vitelli,  Italian  Consul  General 
for  New  England. 

• 

PR  Man  Moves  Up 

Detroit 

George  Romney,  president  of 
the  Automobile  Manufacturers 
Association,  has  announced  the 
appointment  of  Harry  A.  Wil¬ 
liams  as  managing  director  to 
succeed  William  J.  Cronin,  upon 
the  latter’s  retirement  Nov.  15. 
Mr.  Williams  has  been  the  As¬ 
sociation’s  public  relations  di¬ 
rector  since  1952. 

«  »  * 

Garland  Atkins,  graduate  of 
the  University  of  North  Caro¬ 
lina  Journalism  School — to  the 
staff  of  the  Gastonia  (N.C.) 
Gazette  as  a  general  reporter, 
photographer  and  artist. 
m  *  * 

Howard  Lewis,  court  report¬ 
er  and  entertainment  editor  of 
the  Anchorage  (T.A.)  Daily 
Times — appointed  instructor  of 
mathematics  at  the  U.S.  Armed 
Foi'ces  Institute,  Fort  Richard¬ 
son. 

*  •  * 

Wallace  Smith,  formerly  on 
the  news  staff  of  the  Santa 
Paula  (Calif.)  Daily  Chronicle 
and  the  Oxnard  (Calif.)  Press- 
Courier — now  city  editor  of  the 
.Santa  Paula  News. 

*  *  * 

Earl  S.  Dapp  has  joined  the 
staff  of  the  Loveland  (Colo.) 
Reporter-Herald  as  city  editor. 
He  was  previously  editor  of  the 
Plattsmouth  (Neb.)  Journal. 


Walnut  Creek,  Calif. 

Two  weekly  newspapers 
struck  by  printers  on  August 
28  have  signed  contracts  with 
the  pressmen’s  union  and  re¬ 
sumed  publication. 

The  pressmen  agreed  to  sup¬ 
ply  printers  under  terms  of  an 
agreement  with  both  the  Contra 
Costa  Times  and  the  Walnut 
Kernel,  Editor  &  Publisher 
was  advised. 

Printers  have  continued  to 
picket  these  two  plants,  and 
pressmen  have  estiiblished  pick¬ 
et  lines  protesting  the  printer 
pickets. 


Trees  Growiiij;  Faster 

Gore  Bay,  Ont. 

Trees  are  growing  up  to  six 
feet  a  year  in  experiments 
aimed  at  finding  a  new’  source 
of  w’ood  for  the  making  of 
newsprint  and  pulp.  The  ex¬ 
periments  are  being  carried  out 
by  Ontario  Paper  Co.  a  sub¬ 
sidiary  of  the  Chicago  Tribune. 
One  of  the  trees,  a  hybrid 
poplar  imported  from  Italy  and 
planted  in  1950,  already  is  al¬ 
most  big  enough  to  cut  for 
pulpwood.  A  native  poplar 
might  take  50  years  in  this 
climate  to  reach  that  stage. 


Cancels  FM  IVrniil 

Washington 
The  Federal  Communications 
Commission  this  w’eek  cancelled 
the  construction  permit  of  the 
Ix)ckport  (N.Y.)  Union  Sun  and 
Journal  Co.  for  a  frequency 
modulation  broadcast  station. 
The  cancellation  was  at  the  re- 
<iuest  of  the  company. 


Shute^s  Book 


Hear  Seaton 
And  Kennedy 

Chicago 

Secretary  of  the  Interior 
Frederick  A.  Seaton  and  Rolo 
ert  F.  Kennedy,  chief  counsel 
of  the  U.  S.  Senate  committee 
which  has  been  investigating 
the  leadership  of  the  teamsters' 
union,  will  be  the  luncheon 
speakers  for  the  annual  meet¬ 
ing  of  the  Inland  Daily  Press 
Association  at  the  Drake  Hotel  ' 
here  Oct.  13-15. 

Other  features  of  the  pro¬ 
gram  announced  by  Inland 
President  Lester  A.  Walker, 
Fremont  (Nebr.)  Guide  awl 
Tribune,  include: 

Vincent  S.  Jones,  executive 
e'ditor,  Gannett  Newspapers, 
on  “Making  Your  Picture  Space 
Count.” 

“This  is  Printing?”  a  sound 
film  on  new  mechanical  equip¬ 
ment  and  methods,  product 
La  Salle-Peru  (Ill.)  News-Trib- 
and  narrated  by  John  Barron, 
line. 

Mark  R.  Arnold,  retail  man¬ 
ager  of  the  Bureau  of  Adver¬ 
tising,  presenting  “a  case  hi^ 
tory  of  outstanding  newspaper 
salesmanship  and  the  retail  ad¬ 
vertising  it  delivered. 

• 

Clipping  Service 
Expantls  Offices 

Luce  Press  Clipping  Bureau 
has  purchased  Consolidated 
Press  Clipping  Bureaus  in  Chi¬ 
cago  for  an  undisclosed  sum. 
The  Chicago  office  will  continue 
operation  with  its  present  staff 
as  a  division  of  Luce. 


Life  of  Pulitzer 


I'JA- a  :  l-hjjr 

LOCKWOOD  GREENE^ 


NEA  Service  has  acquired 
from  William  Mori'ow  &  Co.  the 
rights  to  “On  the  Beach,”  the 
new’  novel  by  Nevil  Shute. 
This  story  tells  what  happens 
to  the  w’orld  and  its  inhabitants 
after  the  nuclear  bombs  drop 
in  WW  III.  There  are  30  I'e- 
leases — the  first  si*t  for  Nov.  4. 


Daily  Buys;  Weekly 

The  weekly  Norfolk  (Nebr.) 
Guide  Press  has  been  sold  by 
its  publisher,  James  Hall,  to 
the  Norfolk  (Nebr.)  Daily 
News  for  $65,000,  it  is  an¬ 
nounced  by  Allen  Kander  Com¬ 
pany,  brokers. 


Will  Be  A  Movie 

The  life  story  of  Joseph 
Pulitzer  w’ill  be  made  into  » 
motion  picture,  it  was  sn- 
nounced  in  Hollywood.  The  pic¬ 
ture  W’ill  be  produced  by  Jose 
Ferrer  and  Edward  Dukoff.  My- 
Ferrer  will  direct  and  star  in 
the  picture. 

Down  from  12  to  11 

Galveston,  Texas 

The  Galveston  Neivs  and 
Tribune  have  adopted  the  11- 
pica  column  standard,  reducing 
from  12  picas.  Body  type  has 
been  changed  to  Imperial  8  pt. 
on  8*^  pt.  slug. 
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Walker  Takes 
Joy’s  Place  on 
ABC  Board 

Chicago  > 

Lester  A.  Walker,  publisher 
of  the  Fremont  (Neb.)  Guide  ' 
and  Tribune,  has  been  elected 
to  the  Board  of  Directors  of  | 
the  Credit  Bureau  of  Circula-  i 
tions.  He  fills  the  vacancy  creat¬ 
ed  by  the  resignation  of  Verne 
Joy,  publisher  of  the  Centralin 
(Ill.)  Sentinel. 

The  election  took  place  at  the 
Board’s  September  meeting. 

Mr.  Walker  is  president  of 
the  Inland  Daily  Press  Associa- 
tion  and  the  Nebraska  Outstate 

Daily  Publishers  Association.  JsSMI 

Rules  Amended 
In  other  actions,  the  Board 
amended  Bureau  rules  concern¬ 
ing  one  of  the  conditions  re¬ 
garding  subscription  offers 

based  on  newsstand  prices.  The  There  w 

new  rule  specifies  that  the  sell-  , 

ing  price  must  be  at  least  .'>0  sung  a  clet 

per  cent  of  the  value  calculated  pressed  th 

at  the  single  copy  price  or  at  who  went 

least  50  per  cent  of  the  basic  a  jerl^  ^he 

subscription  price,  whichever  is  Well  if 

higher.  ,  ’ 

The  Board  also  amended  the  that  not  . 

rule  concerning  the  filing  of  were  perir 

Publisher’s  Statements.  WTiere  rarily  enn 

the  previous  rule  provided  that  names  ra 

a  bulletin  would  be  issued  to  ad- 
vertiser  and  agency  members  ’  ’ 

informing  them  that  when  pub-  were  atiec 

lishers  had  not  filed  their  semi-  cnee,  flow 

annual  Publisher’s  Statements  they  bett< 

within  the  one-month  period  fol-  qj.  more  st 

lowing  the  period  covered  bv  _ . _ 

the  Statement,  the  amended  ,  ‘  ,  .  ^ , 

rule  provides  that  such  bulletins  fought  th 

will  also  be  sent  to  all  members  enemy,  t 

of  the  division  of  which  the  goldbricks 

delinquent  publisher  is  a  mem-  have  had 

.  sified.  Bui 

^  .  1.  _  .  compreh( 

^Iholic  Institute  their  fello 

Honors  Riohard  Reid  world.  Th 

Richard  Reid,  since  1940  edi-  of  the  cl( 

tor  of  the  Catholic  New«,  week- 
ly  newspaper  of  the  New  York  ^  ^ 

Archdiocese,  was  awarded  a  When  t 

citation  by  the  Catholic  Institute  ice,  they  ( 

of  the  Press  at  a  reception  in  eran  mal 

his  honor  recently.  The  award  earning  i 

was  presented  for  his  contribu-  ,• 

tion  to  the  field  of  iournalism  in  median  ai 

general.  veterans 

Mr.  Reid  was  one  of  the  to  $2,400 

founders  of  the  Institute  13 
years  ago.  He  began  his  jour¬ 
nalism  career  on  the  Augusts 

fOa.)  Chronicle  and  Augusta  T 

Herald.  In  1920  he  became  edi-  I  O  P 

tor  of  the  Bulletin,  Catholic 

newspaper  of  the  Southeast,  720  FIFTH  AVENUE 

where  he  served  for  20  years. 
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STILL  A  JERK? 


m 


There  was  a  wTy  little  ditty  being 
sung  a  decade  or  so  ago  w’hich  ex¬ 
pressed  the  conviction  that  a  jerk 
who  went  into  the  service  was  still 
a  jerk  when  he  came  out. 

Well,  if  anyone  wants  testimony 
that  not  all  who  wore  a  uniform 
were  permanently  or  even  tempo¬ 
rarily  ennobled  by  it,  we  can  cite 
names,  ranks  and  .serial  numbers. 
Still,  the  characters  of  most  men 
were  affected  by  war-time  experi¬ 
ence.  IIow  were  they  affected?  Were 
they  better  men,  or  worse?  Wiser, 
or  more  stupid?  It’s  always  danger¬ 
ous  to  generalize.  The  handful  who 
fought  the  Services  instead  of  the 
enemy;  the  chronic  gripers,  the 
goldbricks,  the  lazy  and  sullen  may 
have  had  their  native  faults  inten¬ 
sified.  But  most  men  enlarged  their 
comprehension  of  their  country, 
their  fellow  Americans;  and  of  the 
world.  They  saw  some  odd  corners 
of  the  globe,  most  of  them,  and  a 
good  deal  of  their  native  land  too. 

When  they  came  out  of  the  Serv¬ 
ice,  they  did  well.  In  1947,  non-vet¬ 
eran  males,  on  the  average,  were 
earning  more  than  veterans.  The 
median  annual  income  of  non¬ 
veterans  was  $2,600  compared 
to  $2,400  for  veterans.  Today, 


however,  the  median  income  of  the 
veteran  group  exceeds  that  of  the 
non- veteran  by  more  than  $1,000 
a  year.  (U.S,  Census  Figures.) 

One  reason  was  that  the  veteran 
embraced  civilian  life,  including  the 
privilege  of  working  at  a  job  of  his 
own  choosing,  with  particular  fer¬ 
vor  and  energy.  Another  reason  was 
that  the  G.I.  Bill  of  Rights,  the 
concept  of  which  The  American 
Legion  originated  in  1944,  gave  mil¬ 
lions  of  veterans  a  chance  to  im¬ 
prove  their  education  or  to  acquire 
special  skills.  On  their  extra  income 
alone,  above  that  of  the  non-vet¬ 
eran  base,  the  veterans  of  America 
are  paying  about  $4.5  billion  a  year 
in  income  taxes.  This  amount  is 
equivalent  to  the  total  yearly  budg¬ 
et  of  the  Veterans  Administration. 

There  are  157  veterans  organiza¬ 
tions  in  the  country.  The  American 
Legion  being  by  far  the  largest  — 
larger,  in  fact,  than  the  other  156 
combined. 

One  of  the  best  ways  to  get  an 
accurate,  first-hand  picture  of  the 
Legion’s  nature  and  program  is  to 
read  “The  American  Legion  Maga¬ 
zine.”  We  would  be  happy  to 
send  you  the  latest  issue. 
Write  to: 


THE  AMERICAN  LEGION  MAGAZINE 


NEW  YORK  19,  NEW  YORK 


THIS  IS  NATIONAL  STEEL 


to  more  than  100  products  for  our  bet¬ 
ter  health,  comfort  and  convenience. 

Hair  sprays  and  shaving  lather,  fof 
example.  Dessert  toppings  and  fire  ex¬ 
tinguishers.  Sun  tan  lotions  and  per¬ 
sonal  deodorants.  Medicines,  paints, 
waxes,  jxet  and  garden  sprays  ...  the 
list  goes  on  and  on.  And  new  products 
are  ever  being  made  available. 

A  “Bomb”  Started  It 

H.  W.  Hamilton,  secretary  of  the 
Chemical  Specialties  Manufactures 


Meet  a  fly  about  to 
commit  insecticide 


Association,  estimates  a  business  vol^ 
ume  in  aerosols  of 
of  a  billion  dollars  a  year 


than  a  thirt 
and  its 

fast  multiplying.” 

“The  industry,”  he  reports,  “spranS 


Pushbutton  products  in  pressurized  tin  cans 
are  revolutionizing  U.S.  living  habits 


from  the  insecticide  ‘bomb’  us^  hy 
World  War  II  GI’s.  These  were  s^ 
steel  cylinders  filled  with  pressurize 
gas  to  propel  the  bug-killing  agent 


Civilians  took  to  them,  too,  for  thei: 
novelty  and  convenience.” 

Then,  through  the  resources  of  tht 
canning  industry,  economical  dLsiiea- 
ing  valves  were  develojxed,  and  ■■ 
1947  the  first  low  pressure 
came  out.  “The  low  pressure,” 


•  New  York,  N.  Y.  — 
k  m  When  tempted  to  toss 
around  such  superlatives 
/.s  “fabulous”  and 
“phenomenal,”  you 
if.  r.  Hamilton  might  well  consider  the 


spectacular  rise  of  the  aerosol  (or 
pressurized  products)  industry. 

In  less  than  10  years  its  production 
has  rocketed  from  zero  to  more  than 
some  350  million  units  yearly.  And 
from  a  single  product — insecticides — 


ratories,  factories,  homes.  Today,  aero¬ 
sols  are  a  great  favorite  everywhere, 
primarily  for  their  convenience.” 

National’s  Role 

The  “tin”  can  is  really  steel  thinly 
coated  with  tin  to  resist  corrosion.  It 
takes  tin  plate  in  enormous  quantities 
to  make  the  more  than  40  billion  cans 
the  canning  industry  uses  each  year. 
And  our  Weirton  Steel  Company  is  a 
major  supplier  of  both  electrolytic 
and  hot-dipped  tin  plate. 

Of  course,  tin  plate  is  just  one  of  the 
many  steels  made  by  National  Steel. 
Our  research  and  production  men 
work  closely  with  customers  in  many 
fields  to  provide  steels  for  the  better 
products  of  all  American  industry. 

At  National  Steel,  it  is  our  constant 
goal  to  produce  still  better  and  better 
steel  of  the  quality  and  in  the  quan¬ 
tity  wanted,  at  the  lowest  possible 
cost  to  ovir  customers. 


Hamilton  points  out,  “means  only  a 
lower  pressure  of  gas  than  in  the  orig¬ 
inal  ‘steel  bombs.’  Acceptance  by  the 
public  was  instantaneous.  And  so  a 
lusty  new  industry  was  bom — via  the 
lightweight,  eeisily  stored,  spoilage- 
safe  anAdisposable  pressurized  tin  cam.” 

Compressed  and  liquefied  gases  are 
used  to  discharge  the  mist,  foam, 
liquid,  dry  powder  or  whatever  type 
of  product  is  to  be  propelled  through 
the  nozzle  by  a  pushbutton  touch  on 
the  container’s  valve.  The  type  of  gas 
depends  upon  many  factors  and  is 
given  careful  consideration  by  manu- 
factiu'ers.  The  propellent  gases  most 
widely  used  are  among  the  fluorinated 
hydrocarbons.  Certain  liquefied  petro¬ 
leum  gases  find  use,  too.  In  food 
aerosols,  nitrous  oxide  and  carbon 
dioxide  are  usually  the  propellents. 
The  name  “aerosol” — literally  a  fine 
airborne  mist  or  spray — today  is  the 
generic  term  for  the  whole  industry. 

“Metal  can  manufacturers  were 
active  in  this  field  from  the  very  begin¬ 
ning,”  says  Mr.  Hamilton.  “The  cans 
niade  to  specifications  they  helped  de¬ 
velop  have  withstood  all  tests  in  labo¬ 
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GREAT  LAKES  STEEL  CORPORATION 
WEIRTON  STEEL  COMPANY 
STRAN-STEEL  CORPORATION 
THE  HANNA  FURNACE  CORPORATION 
HANNA  IRON  ORE  COMPANY 
NATIONAL  MINES  CORPORATION 
NATIONAL  STEEL  PROI>l!CTS  COMPANY 
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PITTSBURGH,  PA. 


NATIONAL  STEEL 


GRANT  BUILDING 
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age  single  copy  sale  per  paper  racks  as  “Fair,”  and  those  pt. 
increased  with  the  size  of  the  pers  that  did  not  favor  tin 
town’s  population.  Papers  in  the  racks  commented  as  follows 
East  and  South  in  towns  under  “Not  practical.”  “Sixty  per  cen'' 
5,000  population  were  experi-  paid,  40  per  cent  stolen,”  “Nt 
encing  larger  single  copy  sales  honor,  no  racks,”  “Orderini 
than  similar-sized  towns  in  vending  machine,”  and  “Havf 
other  sections.  ordered  coin-operated  machines 

The  “best”  points  of  sale  instead.” 

were  shown  as  follows:  Ten  cents  is  the  most  popular 

jjg  price  for  single  copies  amonc 
9-  the  209  newspapers  reporting 

One  hundred  and  forty-nine  of 
them,  or  559r,  said  their  paper 
g  sells  at  retail  for  10  cents. 

Only  79  papers,  or  29%  of 
q  the  total,  were  charging  5  cents 
g  per  copy. 

^  Seven  cents  was  the  most 

g  frequent  figure,  but  only  23 

g  papers,  or  9%  of  the  total,  re- 
9  ported  that  price.  All  prices 
other  than  five  cents  and  10 
5t”  cents  accounted  for  only  IB'J 
•e:  of  the  total  papers. 

;n-  The  10  cents  price  was  pre- 
>ty  valent  in  all  sections  of  the 
country,  but  strongest  in  the 

^  .  West  and  on  the  Pacific  Coast. 

Comment  on  Honor  Racks 

• 

Only  20  of  the  papers  ex-  .  ^ 

pressed  how  they  felt  about  the  ^  CJorrectlon 
effectiveness  of  honor  racks.  E&P  has  been  advised  that 
Those  who  favored  their  use  Harry  Ellis  .Jr.,  newly  named 
made  such  comments  as  “Only  vicepresident  of  the  Klischo- 
practical  method,”  “Good  idea,”  graph  Division  of  Consolidated 
“Proved  very  good,”  “Best  yet,”  Intemational  Equipment  and 
“Good  results,”  “Well-pleased,”  Supply  Co.,  left  Fairchild  Cam- 
“Saves  time  of  counter  girls,”  era  and  Instrument  Corp.  in 
“Very  I’.seful.”  November  1952,  not  “recently" 

Two  papers  regarded  the  as  reported  (Sept.  14,  page  79). 


CIRCULATION 


Weeklies''  Single  Copy 
Sales  Are  Examined 


Drugstores  . 

Grocery  Stores  . 

Newsstands  . 

Cigar  Stores  . 

Stationery  Stores  . 

Confectionery  Stores 

Newspaper  flffice  . 

Factories  . 

Hotels  . . . 

Bus  Depots  . 

Re.staurants  . 

Taverns  . 


the  Hoe 

Curved 

Plate 

Routing 

Machine 


Now  your  operators  can  do 
their  best  work— they  no  longer 
need  to  compensate  for  a  ma¬ 
chine’s  errors.  The  Hoe  Curved 
Plate  Routing  Machine  is  steady 
as  a  rock.  It  makes  it  easy  for  an 
operator  to  be  precise  at  high 
speed,  on  heavy  duty  work.  The 
counter-balanced  saddle  helps 
the  operator  keep  the  machine 
under  perfect  control  at  all 
times.  The  ball  bearing  router 
head  is  a  precision  tool  which 
permits  routing  at  high  speeds 
with  minimum  vibration.  And 
the  two  hand  w'heels  which 
control  the  machine  are  in  front 
within  easy  reach  of  the  oper¬ 
ator.  The  unit  is  fully  enclosed 
to  give  complete  protection  to 
your  operator. 

For  complete  information,  write: 


GEORGIA 


Largest 

Payroll  in  State! 

THE  HOME  OF 
ROBINS  AIR  FORCE  BASE 
EMPLOYING  OVER 


6iCO,//l/0. 


910  E.  138th  St.,  New  York  54,  N.  Y. 

BRANCHES:  BOSTON*  CHICAGO*  SAN  FRAN¬ 
CISCO  *  BIRMINGHAM  •  PORTLAND,  ORE. 


.A'ktl 


Whats  under  wraps  for  '58..? 

(And  how  many  will  you  help  to  sell?) 


Since  the  abandonment  of  dealer  co-op  advertising  by  auto 
makers,  the  decision  on  placement  of  an  estimated  S182 
million  worth  of  newspaper  space  is  being  made  at  the 
factories  .  .  .  and  by  men  who  have  not  been  so  active  in 
the  buying  picture  until  now'. 

This  change  creates  new  and  urgent  problems  for  your 
representatives.  How  best  to  cover  these  new  buying  influ¬ 
ences  .  .  .  rapidly,  accurately  and  thoroughly.’  It’s  not 
easy,  and  above  all,  it  takes  time. 

The  most  effective  way  to  do  it.’ 

Well,  why  not  check  with  your  representatives.’  We’re 
pretty  certain  they  will  agree  that  your  first  selling  effort 
should  be  done  through  the  pages  of  the  auto  industry’s 
own  newspaper,  AUTOMOTIVE  NEWS. 

Here’s  why:  AUTOMOTIVE  NEWS— and  AUTOMOTIVE 
NEWS  alone — each  week  gathers,  sorts,  edits,  interprets 
and  prints  the  vital  happenings  of  the  vitally  important 
auto  industry.  To  deliver  this  news — while  it  still  is  news 
— to  more  than  44,000  paid  subscribers*  (some  150,000 
readers)  requires  14  full  time  editors  and  more  than  100 
correspondents. 

You  will  want  to  find  out  for  yourself  how  AUTOMO¬ 
TIVE  NEWS  has  helped  introduce  over  35  other  local 
newspapers  like  your  own  to  the  men  who  will  now 


decide  when  and  where  Si 82  million  worth  of  news¬ 
paper  space  will  be  spent.  To  find  out  how  you  can  be 
sure  of  your  share  of  this  gigantic  investment,  why  not 
get  in  touch  with  your  nearby  AUTOMOTIVE  NEWS 
representative  today;  he  will  welcome  the  opportunity  to 
discuss  this  new  situation  with  you. 

*86%  oj  whom  annually  renew  their  subscriptions  at 
the  regular  $8  rate.  They  are  offered  no  premiums,  cut 
rates,  or  special  inducements. 

NEW  YORK:  Edward  Kruspak,  Ray  Billingham,  Howard  E.  Bradley, 
Murray  Hill  7-6871 

CHICAGO:  J.  Goldstein,  William  H.  Gallagher.  State  2-6273. 
DETROIT:  R.  L.  Webber,  William  R.  Maas,  Roy  Holihan,  Wood¬ 
ward  3-0’l95. 

LOS  ANGELES:  R.  H.  Diebler,  Dunkirk  3-0303. 

The  Most  Influential  Fublieation  in  the  Automotive  Industry 
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New  power  plants  to  produce  electricil)  fro 


Workmen  weld  the  giant  reactor  container  (foreground)  and  construct  the  power  building  (backgi’ound)  at  the  Dresden,  III, 
atomic-electric  plant,  a  project  of  Commonwealth  Edison  Company,  6  other  electric  companies  and  their  equipment  makers. 


The.se  photographs  show  various  stages  in  the 
development  of  some  of  the  exciting  new  atomic- 
electric  power  plant  projects. 

These  three,  and  others  like  them,  are  being 
developed  by  a  number  of  independent  electric 
light  and  power  companies  and  their  equipment 
manufacturers,  and  with  the  cooperation  of  the 
U.  S.  Atomic  Energy  Commission. 


more  than  that,  they  will  help  develop  a  whole 
new  science.  Building  and  operating  them  will 
provide  the  knowledge  and  experience  for  even 
more  efficient  atomic-electric  plants  in  the  future. 

The  independent  electric  light  and  power  com¬ 
panies  have  helped  bring  this  nation  the  best  and 
most  up-to-date  electric  service  in  the  world.  You 
can  count  on  them  to  help  develop  the  best  ways 
to  put  the  atom  to  work  making  electricity  for 
the  American  people. 

America's  IndependeniElec 
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The  new  atomic  reactor  (left)  and  electric  gener¬ 
ator  building  (right)  at  a  developmental  atomic- 
electric  plant  near  Pleasanton,  Calif.  The  reactor 
was  built  by  the  General  Electric  Company;  the 
power  plant  by  the  Pacific  Gas&  Electric  Company. 


Engineers  inspect  a  compli¬ 
cated  atomic  fuel  assembly  — 
the  kind  being  built  for  the 
Yankee  Atomic  Electric  plant 
at  Rowe,  Mass.  Twelve  New 
England  electric  companies,  a 
number  of  equipment  makers 
and  the  AEC  are  working  to¬ 
gether  on  this  project. 


m 


eni  Electric  Light  and  Power  Companies 
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^Company  namfn  on  requent  throngk  thin  magazine 


ROP  Color  A  Challenge 
To  Agency  Art  Directors 


Chicago - 

The  major  role  of  an  art  di-  NeWSpaperbOV 
rector  in  tackling  an  ROP  news-  m  J 

paper  color  assignment  was  out¬ 
lined  here  by  John  W.  Amon, 
art  director  of  Needham,  Louis 
&  Brorby,  Inc.,  who  urged  his 
listeners  to  “think  with  some  of 
the  realistic  facts  before  you,” 
and  work  with  these  limitations 
in  mind: 

A)  You  will  never  be  guaran¬ 
teed  perfect  register;  B)  You 
will  not  see  your  design  printed 
on  white,  slick  paper;  C)  You 
are  up  against  a  coarse  screen 
and  absorbent  paper;  D)  The 
process  colors  in  ROP  newspa 


City  Hall  Burr 
Pulls  Mean  Oar 

Winnipeg,  Man. 
Ted  Byfield,  the  crisp-writing 


Tribute  Slated 

San  Mateo,  Calif. 

The  observance  of  Newspa- 
perboy  Day  will  include  a  na¬ 
tionally  televised  presentation 
of  a  typical  newspaperboy,  it  is 
announced  by  the  California 
Newspaperboy  Foundation. 

The  event,  scheduled  for  the 
Lawrence  Welk  show  of  Oct.  5, 
was  arranged  by  Ray  Marx, 
circulation  director  Los  Angeles 
Times  and  California  ICMA 


Editor  Retires 
After  48  Years 

New  Castle,  Pa. 

George  W.  Conway,  editor  of 
the  New  Castle  News  concluded  City  Hall  reporter  for  the  Wtn- 
48  years  of  active  journalism  nipeg  Free  Press,  pulls  no 
when  he  retired  Sept.  28.  Since  punches  in  his  articles  about 
1909,  he  had  been  a  member  of  city  officials.  He  has  been  the 
the  News  editorial  staff  and  target  of  verbal  attacks  from 
since  1917  had  been  the  editor,  city  hall,  and  has  even  been 
Mr.  Conway  was  a  reporter  barred  from  television  appear- 
for  eight  years  before  he  was  ances  because  he  allegedly 
made  editor.  As  editor,  he  ob-  “picked  on  the  mayor”  during  a 


served  two  world  wars,  the 
Korean  War,  the  dissolution  of 
kingdoms,  the  rise  of  new  na¬ 
tions — and  many  improvements 
in  newspapers.  He  trained 
scores  of  reporters. 

Succeeding  Mr.  Conway  as 


televised  interview. 

But  outside  of  the  office,  Mr. 
Byfield  is  noted  as  “a  sucker 
for  kids”,  and  recently  he 
proved  it  by  taking  10  choir 
boys  from  St.  John’s  Cathedral 
on  a  tw’o-week  320  miles  vaca- 


editor  will  be  Bart  Richards,  tion  in  a  row  boat  up  the  Red 


per  differ  in  intensity,  value  newspaperboy  chairman, 
from  the  process  colors  of  Dennis  Reinhardt,  13,  a  Los 
magazine;  and  E)  Not  every  Angeles  Mirror-News  carrier, 
subject  is  adaptable  for  news-  will  be  introduced  as  represent- 
paper  printing.  ative  of  California’s  62,000 

Mr.  Amon  stressed  that  these  newspaperboys,  Robert  Macklin, 
rules  are  not  listed  as  negatives  CNF  managing  director,  said, 
but  rather  “to  get  us  on  the 
right  track.” 

He  cited  three  major  oppor¬ 
tunities  offered  by  ROP  color 
to  a  designer  and  an  advertiser: 

1)  An  ROP  ad  offers  colors;  2) 

It  offers  size;  and  3)  It  offers 
an  ad  less  competition  with 
other  color  ads. 

Mr.  Amon  cited  rules  for 
buying  and  handling  art  work 
as  published  in  the  ANPA- 
AAAA  booklet  “Preparation  of 
Copy,  Art  and  Photography  for 
ROP  Advertising.” 

He  said  the  purpose  of  his 
talk  was  to  impress  upon  his 
listeners  the  following  facts: 

There  is  still  a  lot  of  abuse 
given  to  the  design  for  this 


who  for  the  last  14  months  has 
been  assistant  editor.  Prior  to 
that  he  was  city  editor  for  five 
years  and  before  that  served 
for  many  years  as  a  reporter. 


River  into  Lake  Winnipeg. 

Reporter  Byfield,  who  teaches 
Sunday  school,  borrowed  the 
boat  from  the  Navy  League  of 
Canada.  The  boys  rowed  in 
teams,  10  to  36  miles  each  day. 

One  of  the  boys  on  the  trip 
kept  a  log,  and  parts  of  it 
were  published  in  the  Free  Press 
when  the  voyagers  returned. 
Said  one  City  Hall  pundit, 
Chicago  jjj^g  ggg  Byfield  on  a  two- 
WG&-TV  has  joined  the  Tele-  week  boat  trip  with  10  alder- 
vision  Bureau  of  Advertising  men.  That  would  be  something 
(TvB),  it  was  announced  by  worth  writing  about.” 

,  ,  ,  .  j.  .  .  j  Ward  L.  Quaal,  vicepresident  • 

weekend  supplement  distributed  Williams  to  Conduct 

by  21  community  newspapers  in  -  „  _ iinctinB  w 

Florida,  salute  the  opening  of  WitL  lAPA  Printing  Panel 


WGN-TV  Joins  Ranks 
Of  TvB  Membership 


All  Florida  Ties  In 
With  Fashion  Effort 

Ocala,  Fla. 
The  All  Florida  Magazine,  a 


the  Miami  -  Florida  Fashion 
Council’s  Cruise,  Resort  and 
Holiday  Fashion  Show  with  a 
four-color  cover  and  two-page 
preview  in  the  Sept.  22  issue. 

All  Florida  Magazine,  owned 
by  the  John  H.  Perry  News¬ 
papers,  kicked  off  a  state-wide 
program  with  advance  copies 


Cash,  TvB  president.  With  the 
addition  of  the  Chicago  Tribune 
station,  TvB’s  active  member¬ 
ship  list  now  totals  238. 


In  Political  Post 


Bath,  Me. 
24,  adver- 


medium  and  the  purchase  of  ef-  and  a  wide  variety  of  tie-in  pro-  Edwin  H.  Pert 
fective  art  work;  Many  art  di-  motion  to  1,000  retail  outlets  in  f'sing  manager  and  reporter  for  tion,  high-speed  etching,  and  di- 


Cranston  Williams,  general 
manager  of  the  American  News¬ 
paper  Publishers  Association, 
will  conduct  a  discussion  of 
newspaper  production  at  the 
General  Assembly  of  the  Inter 
American  Press  Association, 
Oct.  17,  in  Washington. 

His  subjects  will  include  ROP 
color  advertising,  photocomposi- 


rectors  lack  production  knowl-  addition  to  special  displays  ar- 
edge  about  ROP  color;  Some  ranged  in  the  21  markets  they 
creative  and  media  people  over-  cover.  Stuart  L.  Patton  is  pub- 
sell  final  results  in  this  medium,  lisher  of  the  supplement. 


Everything  in  Baltimore 
revolves  around 


the  Bath  Daily  Times,  has  been 
named  executive  secretary  of 
the  Democratic  Party  in  Maine. 
He  succeeds  Robert  M.  Huse,  34, 
former  city  editor  of  the  Times 
and  a  former  Portland  (Me.) 


rect  plate  printing. 

Following  this  program  there 
will  be  a  session  on  interna¬ 
tional  advertising,  with  Dr. 
Arthur  A.  Kron  of  Gotham- 
Vladimir  Advertising,  Inc.  as 


Press  Herald  reporter,  who  be-  chairman.  Dr.  Kron  is  president 
comes  administrative  assistant  of  the  Office  of  Certified  Circu- 
to  Gov.  Edmund  S.  Muskie.  lation  Inc. 


iimrUPPRIR  ICorm 


New  Press  Club 

New  Orleans,  La. 

A  Press  Club  is  being  or¬ 
ganized  here,  the  Variety  Club 
serving  as  temporary  quarters. 
The  committee  includes:  Gabriel 
Gelb,  New  Orleans  States  re¬ 
porter;  Howard  Jacobs,  Times- 
Picaynne  columnist;  Nick  Gear- 
hardt,  WDSU  news  director; 
Rose  Allegato,  Item  reporter; 
and  Stanley  Meisler,  AP. 


Council’s  Salute 

Cincinnati 
Councilmen  unanimously 
adopted  a  resolution  sajnng 
“happy  anniversary”  to  Charles 
Rentrop,  Post  city  hall  reporter, 
observing  his  50th  year  with 
that  paper.  Mr.  Rentrop  began 
his  newspaper  career  as  a  copy 
boy  in  the  days  when  Ray 
Long  was  managing  editor,  0. 
O.  McIntyre,  telegraph  editor. 
He  is  married  to  Betty  Dono¬ 
van,  Post  feature  writer. 


EDITOR  SC  PUBLISHER  for  September  28,  1957 


58 


IM\1L’M/.L\G  SHOTS  and  vaccinations  can  now  protect  your  youngsters  from  most  childhood  diseases— might  even  save  their  lives 


Til  ls  is  wliat  we  work  for  at  Parke -Davis 

..  ,the  better  health  and  longer  lije  that  come  with  better  medicines 


M!I.Ksr<l\E:  Parlic,  Davis  &  Company 
p.  iMctTed  in  the  making  of  immunizing 
ai'i-nts  and,  in  1903,  was  granted  I’nited 
Si  lies  l.io-nse  No.  1  for  the  manufacture 
ol  liiological  products. 


Kig[ht  now, in  doctors’ ofTtces  and  metlical 
centers  all  over  the  country,  thousands  of 
squirming,  hright-eyed  young  children  are 
receiving  shots  and  vaccinations  that  may 
well  save  their  lives. 

These  shots  and  vaccinations  are  pro¬ 
tection  .  .  .  against  diphtheria,  whooping 
cough,  lockjaw,  polio  and  smallpox  .  .  . 
and  they’re  a  heart-warming  part  of  what 
we  work  for  at  Parke-Davis. 

Not  too  long  ago,  these  same  diseases 
struck  down  an  appalling  number  of  our 
children  every  year.  But  with  the  new 
immunizing  agents — just  one  example  of 
the  kind  of  better  medicines  we  are  con¬ 
stantly  working  to  develop  and  produce — 
the  death  rate  has  been  sharply  reduced. 
This  is  the  kind  of  reward  (and  incentive 


to  help  solve  still  other  health  problems) 
that  makes  our  work  at  Parke-Davis  so 
tremendously  satisfying. 

Unfortunately,  far  too  many  children 
.S//7/  don't  get  this  protection  .  .  .  especially 
the  all-important  booster  shots,  which  arc 
necessary  to  renew  the  immunity,  or 
protection,  provided  by  the  initial  shots. 
Often,  well-meaning  and  loving  parents 
"just  forget.” 

How  altout  you?  If  you’re  not  sure 
your  child  is  adequately  protected,  we 
suggest  you  see  your  doctor  at  once. 

Copyright  1957 — Ptrke,  Darts  A  Company,  Detroit  3*2.  Michigan 
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PIIDTICC  U/DIPUT  nCUMCI  training  equipment  licensed  under  basic 
uUnllOO'llllluni  ULnlflLL  patents  of  R.  C.  DEHMEL  AND  CURTISS 
WRIGHT.  Canadian  Licensee:  Canadian  Aviation  Electronics  Ltd.,  Montreal -British  Licensee: 
Redifon  Ltd.,  London -French  Licensee:  Societe  d’Electronique  et  d’Automatisme,  Paris 
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VBE  of  the  world's 

leading  airlines  order 

JET SIMUlSrORS 

by  Curtiss-Wright 


AIB  FRANCE 


LUFTHANSA 


BELGIAN  lOcnOd  AIRLINES 


Air  France,  Lufthansa  and  Sabena  are  the  latest  in 
the  register  of  the  world’s  foremost  airlines  which 
have  selected  Jet  Simulators  by  Curtiss-Wright. 

These  leading  airlines  have  one  thing  in  com¬ 
mon-years  of  experience  in  providing  the  ultimate 
in  passenger  service  and  comfort.  To  maintain  and 
extend  their  high  level  of  operations  into  the  jet 
transport  age  calls  for  precision  crew  training  in 
every  aspect  of  jet  operations.  For  this  purpose  the 
unanimous  choice  of  these  worldwide  carriers  is 
the  electronic  flight  Simulator  built  by  Curtiss- 
Wright. 

Many  of  the  airlines  purchasing  Jet  Simulators 
have  long  experience  with  one  or  more  of  the  25 
typies  of  Flight  Simulators  designed  and  built  by 
Curtiss-Wright.  Simulators  by  Curtiss-Wright  are 
in  operation  or  on  order  for  more  commercial  air¬ 
lines  than  are  those  of  all  other  manufacturers 
combined.  Watch  for  other  leading  world  airlines 
to  select  the  advanced  performance  and  fidelity  of 
Flight  Simulators  by  Curtiss-Wright. 


ELECTRONICS  DIVISION 


CORPORATION  •  CARISTADT,  N.  J. 


BOEING  707  JET  SIMULATOR 
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Leo’s  Party 
Gives  Press 
Brush 


{Editors  Promoted 
On  Lincoln  Star 

Lincoln,  Neb. 
The  appointments  of  Larry 


Stern  Partnership 


Sam  Raftan  Cited 

Wilson,  N.C.  In  Paper  Is  Near 
Samuel  Talmadge  Ragan,  ex¬ 
ecutive  editor  of  the  Raleigh 
(N.C.)  News  and  Observer- 

rj  1  D  A.  Becker  as  managing  editor  Raleigh  Times,  has  been 

ItOyBl  Drusn  and  WilUam  O.  Dobler  as  edi-  awarded  a  citation  by  Atlantic 

torial  editor  have  been  an-  Christian  College  here.  Mr. 

Beaver,  Pa.  nounced  by  Walter  W.  White,  Ragan,  an  alumnus,  was  cited  Daily  News. 

“Leo  and  Friends  Give  Press  publisher  of  the  Lincoln  Star,  for  giving  “encouraging  sup-  Hg  told  Editor  &  Publisher 

Royal  Brush-OflF”  is  the  title  of  The  new  alignment  of  the  two  port  to  North  Carolina  writers  commenting  on  the 

an  editorial  in  the  Beaver  top  executive  positions  in  the  as  a  columnist  and  as  an  edi-  notices  of  two  stockholders’ 

Valley  Times  which  describes  news  and  editorial  departments  tor”  and  awarded  the  Citation  meetings  '  scheduled  for  Sept 

the  “snooty”  treatment  of  the  newspaper  follows  the  of  Merit  for  ‘  signal  contribu-  --  -  — 

newsmen,  especially  photogra-  death  of  James  E.  Lawrence,  tions  to  the  press,  to  literature, 

phers,  who  covered  Ex-King  managing  editor  and  editor  for  to  the  life  of  your  city. 

Leopold’s  visit  here  last  week,  more  than  40  years.  • 

The  Belgian  party  came  here  A  veteran  member  of  the  Star  Booklet  Issued 
to  see  the  atomic-powered  staff,  Mr.  Becker  was  city  edi-  "phe  Advertising  Committee 
generating  plant  at  Shipping-  tor  from  1921  until  1950  when  of  The  Newspaper  Society,  Lon- 

port.  he  become  news  editor,  the  po-  don,  England,  has  issued  a 

Newspapers  had  been  advised  sition  he  held  at  the  time  of  his  booklet  of  ads  designed  to  pro¬ 
in  advance  that  the  former  appointment.  ^  mote  local  newspaper  advertis- 

king  would  be  available  for  in-  Booker  joined  the  Star  jng.  Stereos  or  mats  are  avail- 

terview  and  pictures.  He  re-  staff  in  1950  after  graduation  able.  Members  are  urged  to  use 

fused,  however,  to  speak  with  from  the  University  of  Ne-  the  ads  “any  way  you  please.” 

reporters  and  he  wouldn’t  pose  braska  School  of  Journalism.  He 
for  pictures  because,  he  said,  ^us  been  City  Hall  reporter  for 
the  flashbulbs  are  a  terrible  five  years  and  a  frequent  con- 
annoyance.  tributor  to  the  editorial  page. 

Reporters  and  photographers  • 

weren’t  even  permitted  to  eat  „  .  ,  ^ 

lunch  in  the  same  room  with  Juarylancl  Lvroup 


Philadelphia 
David  Stern  3rd.  is  scheduled 
to  become  a  co-partner  with 
Matthew  H.  McCloskey  in  the 
ownership  of  the  Philadelphia 


26  and  27. 

Mr.  Stern,  who  is  also  pub¬ 
lisher  and  one  of  a  group 
which  holds  the  majority  of 
stock  in  the  New  Orleans  Item, 
said  the  meetings  were  called ' 
to  help  carry  out  an  under¬ 
standing  he  and  Mr.  McCloskey 
had  last  January. 

At  that  time,  Mr.  Stem  be¬ 
came  publisher  of  the  Daily 
News. 


him.  They  were  fed  from  a 
tray  of  sandwiches  on  the  tail¬ 
gate  of  a  station  wagon.  And 
if  it  hadn’t  been  for  a  Westing- 
house  Electric  Corp.  PR  man, 
they  wouldn’t  have  had  coffee. 

Newsmen  in  the  Pittsburgh 
district  are  comparing  Leo’s 
visit  with  that  of  the  Russians 
who  visited  the  plant  several 


Elects  Vicepresident 

Ocean  City,  Md. 

J.  Stephen  Becker,  business 
manager  of  the  Baltimore 
News-Post  and  Stmday  Ameri¬ 
can  was  elected  vicepresident 
of  the  Maryland  Press  Associa¬ 
tion  this  week. 

He  becomes  vicepresident  for 


months  ago.  The  Russians  sat  daily  newspapers,  an  office  va- 
with  the  press  at  lunch,  cat<^d  by  Lee  McCardell,  assist- 
swapped  jokes,  and  posed  for  managing  editor  of  the  Bal- 
innumerable  pictures.  timore  Evening  Sun  when  he 

When  permission  finally  was  went  to  Rome  to  open  a  Sun- 
given  that  pictures  could  be  papers  bureau, 
taken  of  Leo  if  flashbulbs  Two  other  places  on  the 

board  were  filled:  Bernard  Sit¬ 


ter,  Managing  editor  of  the 
Cumberland  News,  for  dailies, 
and  Ralph  Hostetter,  publisher 
of  the  Cecil  Wig,  of  Elkton,  for 
w’eeklies. 


weren’t  used,  the  royal  entour¬ 
age  entered  the  control  room 
of  the  plant. 

Lewis  L.  Strauss  Jr.,  son  of 
Admiral  Lewis  Strauss,  chair¬ 
man  of  the  Atomic  Energy 
Commission,  closed  and  locked  • 

the  door,  blocking  entry  for  3  Writers 

the  press. 

One  photogfrapher  tapped  on  W^in  Heart  Awards 
the  glass  window  in  the  door.  Three  newspaper  writers 
hoping  to  see  those  inside  turn  gh^^e  in  this  year’s  Howard  W. 

might  get  Biakeslee  Awards  of  the  Ameri- 
a  shot.  Mr.  Strauss  thumbed  Association.  The 

his  nose  at  the  photographer,  presentations  will  be  made  Oct. 

•  5  to: 

7#;  D  o  .  o  Leonard  Engel,  North  Ameri- 

(O-Pg.  Koto  Section  Newspaper  Alliance,  five 

Philadelphia  articles  on  cardiac  surgery. 

A  76-page  supplement,  print-  Walter  Bazar,  New  York 
ed  in  rotogravure  and  titled  Journal  American,  six  articles 
“Delaware  Valley  U.  S.  A.”  was  entitled  “New  Hope  for  Your 
included  in  the  Sept.  24  issue  Heart.” 

of  the  Philadelphia  Inquirer.  Don  Dunham,  Cleveland 
The  supplement  was  produced  (Ohio)  Press,  spot  news  report 
hy  the  Gravure  Division  of  of  the  first  “stopped  heart” 
Triangle  Publications,  Inc.  operation. 
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You'd  think  we  had  a  crystal  ball! 

EDITOR  &  PUBLISHER 
1957  MARKET  GUIDE 
ESTIMATES  ARE 

ACCURATE!  ^,0 

If  you're  using  the  1957  estimates  of 
population,  retail  sales  and  individual 
income  found  in  the  1957  E&P  MARKET 
6UIDE,  you  can  count  on  their  ac¬ 
curacy! 

You're  not  only  getting  data  a  year  or 
more  ahead  of  that  furnished  by  any 
other  publication — but  the  U.S.  Com¬ 
merce  Oepertment'f  Survey  of  Current  Business  shows  that 
E&P's  Ray  Prescott  really  comes  close  to  hitting  their  figures 
on  the  nose.  Take  a  look  at  these  comparisons: 

Census  Dept,  population,  1956 . 169.7  million 

E6P  population  estimate,  1956 _ 169.5  million 

E«P  FORECAST  WITHIN  .0012%! 

Census  Dept,  retail  sales,  1956 . . . $191.5  billion 

E6P  retail  sales  estimate,  1956 . $192.3  billion 

EBP  FORECAST  WITHIN  .0042%! 

Census  Dept.  Individual  income,  1956 . $321  billion 

E6P  individual  income  estimate,  1956 .  $310billlen 

E6P  FORECAST  WITHIN  3.5%  I 

If  you  need  data  on  population,  retail  sales  or  individuel 
income  to  plan  sales  or  advertising,  be  sure  the  date  you 
use  is  current  (only  the  E&P  MARKET  GUIDE  gives  you  1957 
data) — and  accurate.  Use  the  date  in  the 

Editor  &  Publisher  Market  Guide 

1475  BROADWAY,  NEW  YORK  36.  N.  Y. 

1957  Market  Guide  now  ovolloblo— $6  por  copy. 

I95R  Market  Guide  to  bo  pubiisbed  November,  1957. 
Order  your  copy  now. 
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Production  Procedure: 


N.  Y.  Times  Magazine 
Doubles  Capacity 


By  Ray  Erwin 

The  Sew  York  Times  Maga¬ 
zine,  by  adopting  general  ma¬ 
gazine  production  procedure  of 
printing  in  multiple  signatures 
and  then  collating  and  binding 
them,  has  lifted  limitation  on 
its  number  of  pages. 

The  Sunday  supplement  has 
been  limited  to  80  pages  in  the 
past.  With  present  equipment 
in  use.  magazines  of  160  pages 
are  being  produced.  By  adding 
equipment,  the  number  of  pages 
possible  under  the  news  print¬ 
ing  plan  is  virtually  limitless. 

News  Policy 

“There  will  be  considerable 
increase  in  the  amount  of  news 
and  advertising  in  the  magazine 
but  the  basic  policy  is  un¬ 
changed,”  explained  Lester 
Markel,  Sunday  editor  of  the 
Times.  “We  always  have  be¬ 
lieved  the  New  York  Times 
Magazine  ought  to  be  a  news 
section  in  a  broader  sense.  It  is 
a  new’s  magazine,  an  inter¬ 
pretation  of  events,  debates  on 
current  controversial  questions.” 

Mr.  Markel  made  it  clear 
that  there  is  a  sharp  division 
between  the  magazine  and  the 
“Review  of  the  Week”  section 
of  the  Sunday  Times,  w’hich 
gives  the  background  of  the 
news  of  the  preceding  week. 
The  magazine,  on  the  other 
hand,  depicts  the  broad  trend 
of  the  news. 

Example:  The  review  section 
on  Sept.  15  covered  the  im¬ 
mediate  news  of  the  election  in 


It’s  Easier  to  Sell 

^  MORE  HOLIDAY 


Germany.  The  magazine  for  the 
same  date  carried  an  article  on 
“The  World  Watches  as  Ger¬ 
many  Votes”  by  Prof.  Robert 
R.  Bowie,  director  of  Harvard’s 
new  Center  for  International 
Affairs  and  until  recently  As¬ 
sistant  Secretary  of  State.  The 
magazine  also  offered  a  two- 
page  layout  of  integrated  pic¬ 
tures  on  “Germany:  Power, 
Problems  and  People.” 

“The  new  production  plan 
moves  our  deadline  back  a  bit 
but  it  does  not  affect  the  ma¬ 
gazine’s  news  policy,”  said  Mr. 
Markel. 

Lighter  Stuff 

The  editor  pointed  to  stories 
about  lighter  subjects  and  the 
arts — an  article  on  visitors’ 
comments  about  the  once-con- 
troversial  painting,  “September 
Morn,”  now  at  the  Metropolitan 
Museum  of  Art  and  a  two-page 
picture  layout  about  the  new 
musical  trying  out  in  Philadel¬ 
phia,  “West  Side  Story”  —  as 
examples  of  fixed  magazine 
policy  to  carry  that  tvpe  of 
light  stuff  along  with  heavier 
fare  on  the  level  of  internation¬ 
al  affairs. 

The  Sunday  Department  staff 
of  85  persons  edits  four  sections 
of  the  Sunday  Times — the  New 
York  Times  Magazine,  New 
York  Times  Book  Review,  Re¬ 
view  of  the  Week  and  Drama 
Section.  Approximately  25  staff¬ 
ers  work  fulltime  on  the  maga¬ 
zine  and  others  of  the  Sunday 
Department  staff  devote  some 
time  to  the  magazine. 

150  Manuscripts 

“We  receive  and  read  150 
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manuscripts  submitted  to  the 
magazine  each  week,”  reported 
Mr.  Markel.  “The  staff  writes 
some  articles  but  most  of  those 
used  are  by  outsiders.  However, 
from  75  to  80%  of  the  ideas 
for  the  stories  by  outsiders 
originate  in  this  department. 
Most  of  the  stories  used  are 
written  on  assignment  but  we 
give  a  careful  reading  to  man¬ 
uscripts.  They  must  conform  to 
our  news  formula. 

“In  buying  manuscripts,  we 
are  in  competition  with  maga¬ 
zines  having  five  times  as  much 
circulation  as  we  have,”  he 
continued.  “We  buy  only  for  the 
Times  and  the  material  is  not 
syndicated.  The  news  depart¬ 
ment  of  the  Times  syndicates 
news  but  the  Sunday  Depart¬ 
ment  does  not.  With  a  Sunday 
circulation  of  1,200,000 — 500,000 
outside  the  metropolitan  area — 
it  is  obvious  that  this  is  closer 
to  national  newspaper  than 
any  has  ever  been. 

When  Mr.  Markel  joined  the 
Times  in  1923,  the  magazine 
and  the  book  review  were  com¬ 
bined.  The  New  York  Times 
Magazine  and  the  New  York 
Times  Book  Review  became 
separate  entities  about  1925. 
Incidentally,  the  Sunday  cir¬ 
culation  was  500,000  when  Mr. 
Markel  began  work  on  the 
Times. 

Space  Formula 

“There  has  been  advertising 
pressure  for  us  to  increase  the 
number  of  pages  in  the  maga¬ 
zine  for  sometime,”  observed 
Editor  Markel.  “Throughout 
the  Times,  the  formula  is  to 
set  up  a  minimum  amount  of 
news  space  and  then  add  adver¬ 
tising  and  determine  the  de¬ 
finite  amount  of  space  available. 
There  will  be  some  additional 
editorial  space  and  room  for 
more  picture  display  under  the 
new  flexible  printing  plans.  In 
using  pictures  we  build  them 
around  a  theme.” 

Typical  of  the  ideas  origin¬ 
ated  in  the  magazine’s  office 
was  an  article  Sept.  8  entitled 
“La  Guardia — A  Salute  and  a 
Memoir.”  It  was  written  on  the 
10th  anniversary  of  the  death 
of  Fiorella  H.  La  Guardia  by 
Robert  Moses,  who  was  the  late 
mayor’s  Commissioner  of  Parks 
(just  as  he  is  Mayor  Wag¬ 
ner’s)  . 

Monroe  Green,  advertising  di¬ 
rector  of  the  Times,  compared 
the  number  of  pages  the  ma¬ 
gazine  ran  at  this  period  last 
year  with  the  number  now  be¬ 
ing  printed.  From  the  first 
Sunday  after  Labor  Day 
through  the  second  Sunday  in 
December  last  year  the  maga¬ 
zine  had  80  pages  with  the  ex¬ 
ception  of  Dec.  1,  when  the 


number  was  160.  This  year  the 
record  will  read:  Sept.  8,  132 
pages;  Sept.  15,  100  pages; 
Sept.  22,  92  pages;  Sept.  29,  88  ' 
pages;  Oct.  6,  104  pages;  Oct 
13,  104  pages.  The  average  from 
Oct.  20  to  Dec.  15  will  be  more 
than  104  X)ages  and  three  is¬ 
sues  in  December  will  be  in 
excess  of  124  pages. 

Ad  Capacity 

Mr.  Green  said  the  former 
80-page  limitation  caused  some 
curtailment  of  advertising  and 
of  sales  efforts.  The  amount  of 
advertising  exceeded  the  cap¬ 
acity  to  printing  about  three 
issues  each  Spring  around  April 
and  May  and  again  for  three 
or  four  issues  in  the  pre-Christ¬ 
mas  season. 

“Growth  of  advertising  in  the 
magazine  will  not  take  place 
because  of  the  availability  of 
pages  but  because  advertising 
opportunities  in  the  magazine 
will  be  exploited  by  the  Times 
sales  staff  to  a  much  wider  list 
advertising  prospects,”  said  Mr. 
Green. 

“The  New  York  Times  Ma¬ 
gazine  is  a  great  consumer 
magazine  but  in  addition  it  has 
a  powerful  trade  impact,”  he 
continued.  “It  is  read  by  buy¬ 
ers,  merchandise  men  and  store 
owners  all  over  the  United 
States  as  a  trade  paper.  Numer¬ 
ically,  their  number  is  small  but 
their  economic  power  is  en¬ 
ormous. 

“Goods  sold  in  stores  is  the 
largest  category  of  the  maga¬ 
zine’s  advertising,  reflecting  its 
‘trade’  importance,”  he  added. 
“The  magazine  offers  the  great¬ 
est  opportunity  for  color  use.” 

The  Sept.  15  issue  of  100 
pages  had  a  64-page  Part  2 
supplement  on  men’s  wear  and 
the  Sept.  22  issue  of  92  pages 
had  a  72-page  home  fashions 
Part  2  supplement.  Much  of  the 
advertising  in  both  the  regular 
magazines  and  their  fat  spe¬ 
cial  supplements  were  in  full 
color. 

Production  Plans 

Richard  Wendt,  administra¬ 
tive  assistant  in  the  Mechani¬ 
cal  Department  of  the  Times, 
explained  that  in  the  past  the 
production  procedure  for  the 
magazine  was  to  use  a  press 
that  took  the  paper  from  a  roll, 
printed  the  magazine  and 
stitched  it,  turning  out  finished 
magazines  of  up  to  80  pages 
but  the  stitching  machine  was 
guaranteed  to  stitch  only  64 
pages. 

'The  new  method  calls  for  the 
printing  of  the  magazine  in 
signatures  on  a  tight  pi’oduc- 
tion  schedule  in  the  Alco- 
Gravure  plant  in  Hoboken,  N.J.. 
a  subsidiary  of  Publication 
(Continued  on  page  64) 
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NOTICE  TO  EDITORS— This  advertisement  currently  appears  in 
leading  national  magazines.  For  more  than  30  years.  Metropolitan 
Life  has  sponsored  similar  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise¬ 
ments,  Metropolitan  offers  all  news  editors  (including  radio  news 
editors),  free  use  of  the  text  of  each  advertisement  in  this  series. 


The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  its  public-service  advertising  in  behalf  of  the  nation's 
health  and  safety. 


t  tOood-bye,  Mom  ..."  Mothers  will  hear  this  familiar  fare¬ 
well  daily  during  the  school  months  ahead  when  38  million 
children  leave  for  their  classrooms.  Among  these  boys  and 
girls  there  will  be  4  million  youngsters  entering  school  for  the 
first  time. 

Is  there  anything  you  can  do  to  help  your  child  get  the  best 
possible  start  in  school?  Yes,  there  is.  You  can  take  him  to 
your  family  doctor  now . . .  before  school  opens ...  for  a  thor¬ 
ough  medical  check-up. 

Although  your  child  may  seem  to  be  in  tiptop  physical 
condition,  he  could  have  some  totally  unexpected  impairment. 
For  example,  slight  defects  in  seeing  and  hearing  can  handicap 
a  child  in  his  studies  and  other  school  activities  or  cause  un¬ 
necessary  absences.  Therefore,  eyes  and  ears  should  be  exam¬ 
ined  so  that  corrective  measures  may  be  taken  if  they  are 
necessary. 

You  may  also  find  your  doctor’s  advice  helpful  in  improv¬ 
ing  your  child's  general  health.  Is  there  room  for  improve¬ 
ment  in  his  diet?  Are  his  habits  of  play,  sleep  and  exercise  all 
right?  Parents  should  remember  that  poor  health  habits  can 


lead  to  physical  and  emotional  troubles  and  the  sooner  they 
are  corrected,  the  better. 

Protection  against  certain  health  hazards  is  necessary  when 
a  child  starts  or  returns  to  school.  So  be  sure  to  have  your 
child’s  immunization  record  reviewed  .  .  .  and  appropriate 
steps  taken  to  bring  it  up  to  date  if  necessary. 

If  you  are  not  certain  about  your  child's  protection  against 
smallpox,  diphtheria,  whooping  cough,  tetanus  and  polio, 
now  is  the  time  to  see  your  doctor.  It  is  most  important  to 
obtain  his  professional  assistance  so  you  can  comply  with  the 
school's  requirements  regarding  vaccinations  and  inoculations. 

Teen-age  boys  and  girls,  as  well  as  younger  children,  benefit 
from  regular  pre-school  check-ups.  Physical  adjustments, 
weight  variations  and  emotional  upsets — all  these  and  similar 
problems  are  matters  which  parents  may  not  understand 
too  well. 

8o  why  not  got  your  doctor’s  help  now?  Advice 
based  on  sound  medical  knowledge  may  prevent  or  clear 
up  many  difficulties  of  the  school  years.  Your  child's  visit 
to  him  can  help  assure  healthy,  happy  school  days. 
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1  Madison  Avenue,  New  York  10,  N.  Y. 
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Color  Parley 
Told  of  Ink 
Testing  Aid 

Chicago 

Details  of  a  new  ink  testing 
service  to  aid  newspapers  in  im¬ 
proved  use  of  color  were  out¬ 
lined  by  Richard  E.  Lewis,  me¬ 
chanical  department  manager  of 
the  American  Newspaper  Pub¬ 
lishers  Association  at  the  sec¬ 
ond  annual  ROP  Color  Confer¬ 
ence. 

Spot  Tests 

Mr.  Lewis  said  that  during 
the  past  year  some  newspapers 
have  been  supplied  with  inks 
which  are  not  doing  a  satis¬ 
factory  printing  job.  In  a  series 
of  10  spot  tests  with  process 
inks  from  10  different  news¬ 
paper  plants,  only  two  sets  of 
inks  were  acceptable  for  both 
strength  and  viscosity.  (ANPA 
and  the  American  Association 
of  Advertising  Agencies  have  a 
joint  committee  which  set  stand¬ 
ards  for  ROP  color  inks.)  Plans 
were  made  to  set  up  a  testing 
center  in  ANPA  mechanical  de¬ 
partment  in  New  York  City. 
Testing  facilities  became  avail¬ 


able  to  member  newspapers 
Sept.  16. 

In  October,  1956,  ANPA 
established  a  color  matching 
seiwice.  A  newspaper  just  start¬ 
ing  spot  color  advertisements 
can  send  ANPA,  for  example, 
a  piece  of  cloth  and  the  Me¬ 
chanical  Department  will  pre¬ 
pare  a  formula  that  will  match 
the  cloth  as  to  color,  giving  the 
parts  by  weight  and  standard 
colors  to  be  used.  Formula  is 
sent  on  a  proof  sheet  using  the 
actual  mixture  of  colors  so  both 
the  newspaper  and  prospective 
advertisers  can  see  how  closely 
the  match  has  been  made. 

Matches  Easily  Made 

With  brand  name  colors,  such 
as  Salem  Cigarette  “green”  or 
Coca-Cola  “red”,  Mr.  Lewis 
said,  matches  can  be  easily 
made  and  the  formula  supplied 
the  newspaper  along  Avith  proof 
of  the  color. 

Mr.  Lewis  reported  that 
cross  -  mixing  formula  sheets 
were  mailed  ANPA  members 
Sept.  23.  Sheets  give  the  for¬ 
mulas  for  the  brand  names  or 
trade  colors  most  commonly 
used  by  newspapers.  Additional 
formula  sheets  will  be  sent  from 
time  to  time  to  ANPA  members 
using  .standard  inks. 
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Fred  Whiting  Made 
Assistant  Dean 

Evanston,  Ill. 

Fred  M.  Whiting,  associate 
professor  in  the  Medill  School 
of  Journalism  at  Northwestern 
University,  has  been  named 
assistant  dean  of  the  school. 
The  announcement  was  made 
by  Dean  I.  W.  Cole. 

Mr.  Whiting  succeeds  Prof. 
Charles  L.  Allen,  who  asked  to 
be  relieved  as  assistant  dean. 
Prof.  Allen  continues  as  the 
director  of  research  and  chair¬ 
man  of  the  advertising  and 
journalistic  management  se¬ 
quence. 

Mr.  Whiting,  42,  was  foi*- 
merly  a  news  editor  and  writer 
with  the  National  Broadcast¬ 
ing  company’s  stations  in  Chi¬ 
cago.  He  was  awarded  a  mas¬ 
ter’s  degree  in  journalism  with 
highest  distinction  by  North¬ 
western  in  1947. 

• 

Kander  Negotiates 
Muzak  Corp.  Sale 

Washington 

Allen  Kander  and  Co.,  media 
brokers,  have  just  successfully 
concluded  negotiations  for  Mu¬ 
zak  Corp.  in  a  $4,350,000  trans¬ 
action.  Muzak  has  146  fran¬ 
chise  operators,  feeding  music 
into  offices,  factories,  etc. 

The  buyers  ai-e  Jack  W  rather, 
Texas  and  California  indus¬ 
trialist,  and  John  L.  Loeb,  of 
Carl  M.  Loeb,  Rhoades  &  Co., 
New  York  City.  They  acquired 
100%  stock  interest  from  Wil¬ 
liam  Benton,  former  U.  S. 
Senator  from  Connecticut,  and 
H.  E.  Houghton,  Muzak’s  presi¬ 
dent. 

Mr.  Benton,  a  fonner  part¬ 
ner  in  Benton  and  Bowles  ad¬ 
vertising  agency,  retains  his 
ownership  of  Encyclopedia  Bri- 
tannica,  Inc. 

• 

Weekly  Editor  Gets 
Swift  Investigation 

Mosinee,  Wis. 

Francis  F.  Schweinler,  editor 
of  the  Mosinee  Times,  a  week¬ 
ly,  spent  three  weeks  gathering 
information,  ran  his  story  in 
the  Sept.  12  issue,  and  had  a 
“John  Doe  Investigation”  fol¬ 
lowup  for  the  Sept.  19  issue. 

District  Attorney  Ronald  Ke- 
berle  acted  swiftly  after  read¬ 
ing  Mr.  Schweinler’s  carefully 
documented  story  of  irregulari¬ 
ties  at  the  Marathon  County 
Home  and  Hospital.  Scores  of 
persons  volunteered  additional 
testimony,  Mr.  Schweinler  re¬ 
ported,  but  they  were  advised 
to  tell  their  stories  directly  to 
the  probing  jury. 


School  Appeals 
Plan  Studied 

Iowa  City,  1» 

Prof.  Leslie  G.  Moeller,  di¬ 
rector  of  the  School  of  Journal¬ 
ism  at  the  State  University  of 
Iowa,  and  William  Hageb^k. 
publisher  of  the  Iowa  City 
Press-Citizen,  have  been  named 
to  a  committee  to  develop  an 
appeals  procedure  to  be  used  by 
the  American  Council  on  Edu¬ 
cation  for  Journalism. 

The  appointments  were  made 
by  Edward  Lindsay,  of  the 
Decatur  (Ill.)  Herald  and  Re¬ 
view,  president  of  the  council. 
Professor  Moeller  was  named 
chairman  of  the  committee 
which  is  to  outline  procedures 
to  be  used  in  the  filing  of  ap¬ 
peals  from  accreditation  deci¬ 
sions  of  the  council,  and  the 
procedures  to  be  followed  in 
the  consideration  of  appeals. 

Other  members  of  the  com¬ 
mittee  are  Dr.  Fred  Siebert, 
director  of  the  school  of  jour¬ 
nalism,  Michigan  State  Univer¬ 
sity,  and  Prof.  John  Stempel, 
director  of  the  school  of  jour¬ 
nalism,  Indiana  University. 


TV.  Y.  Times 
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Corporation,  which  owns  This 
Week  magazine.  The  signatures 
may  vary  from  eight  to  40 
pages.  The  plan  is  the  same  as 
is  used  in  production  of  bi(t 
general  magazines. 

On  One  Floor 

The  signatures  are  taken  to 
the  F.  M.  Charlton  Company 
bindery  in  Manhattan,  where 
on  one  huge  floor  they  are 
collated,  stitched  and  trimmed 
with  equipment  owned  by  the 
Times  and  leased  to  the  bindery. 
The  Times  maintains  a  super¬ 
visory  staff  there. 

“This  is  the  first  time  an  at¬ 
tempt  has  been  made  to  bind 
an  open  end  newspaper  sign¬ 
ature  on  automatic  equipment,” 
said  Mr.  Wendt.  “It’s  the  first 
supplement  produced  in  this 
manner.  Our  present  equipment 
is  limited  to  160  pages  but  there 
is  no  limit  to  the  s'ze  we  can 
produce  by  adding  equipment.” 

160  Color  Pages 

Physically,  the  magazine 
could  use  160  pages  of  color  in 
a  160-page  magazine  if  it 
desired. 

The  number  of  color  units  of 
advertising  used  in  current  is¬ 
sues:  Sept.  8,  .52;  Sept.  15,  54; 
Sept  22,  26;  Sept.  29,  34. 
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.MARKS  OF  A  TRADE.  The  snake,  famed  for  healing 
power,  coils  on  Aesculapius’  staff,  age-old  medical 
sign.  The  Greek  word  "caduceus”  is  from  the  verb  to 
proclaim.  The  proclaimers  of  old  carried  a  wand  or 
staff— a  caduceus — as  a  sign  of  their  authority.  Mercury, 
as  messenger  of  the  gods,  carried  a  caduceus  with  2 
serpents  twined  about  it  to  denote  wisdom,  and  2 
small  wings  at  the  lop  signifying  dispatch. 


”ORLON”  and  "DACRON”  are  trademarks,  too 


As  the  caduceus  distinguishes  the  medical  profession,  our 
trademarks  distinguish  the  unique  qualities  and  character¬ 
istics  of  our  two  modern-living  fibers.  "Orion”  distinguishes 
our  acrylic  fiber;  "Dacron”,  our  polyester  fiber.  As  we  use 
and  protect  these  trademarks,  they  become  more  meaningful 
and  valuable  both  to  consumers  and  to  the  trade. 

For  handy  folders  on  proper  use  of  the  trademarks 
"Orion”  and  "Dacron”,  write  Textile  Fibers  Department, 
Section  EE,  Room  N-4531,  E.  1.  du  Pont  de  Nemours  &  Co. 
(Inc.),  Wilmington  98.  Delaware. 

When  using  these  trademarks,  always  remember  to: 

Distinguish  "Orion”  and  "Dacron” — Capitalize  and  use 
quotes  or  italics  or  otherwise  distinguish  by  color,  lettering, 


art  work,  etc.  Describe  them  —  Use  the  phrase  "Orion” 
acrylic  fiber  or  "Dacron”  polyester  fiber  at  least  once  in  any 
text.  Designate  them— In  a  footnote  or  otherwise  designate 
"Orion”  as  Du  Font’s  trademark  for  its  acrylic  fiber  and 
"Dacron”  as  Du  Font’s  trademark  for  its  polyester  fiber. 

TEXTILE  FIBERS  DEPARTMENT 


BETTEII  THINGS  EO«  BETTER  IIVINC  .  .  .  THROUGH  CHEMISTRy 
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Camera  Gains 
In  Courtroom 
Spur  Survey 

Bakersfield,  Calif. 

Plans  for  a  statewide  study 
of  newspaper  courtroom  photog¬ 
raphy  were  mapped  at  sessions 
here  of  the  San  Joaquin  Valley 
meeting  of  the  Associated  Press 
News  Executives  Council. 

The  proposal  developed  from 
a  successful  test  of  court  photo¬ 
graphs  by  the  Bakersfield  Cali¬ 
fornian.  News  Photographers 
are  now  permitted  in  all  three 
municipal  courts  here. 

The  initial  test  was  made  in 
the  courtroom  of  Judge  Doyle 
Miller,  who  told  the  APNEC 
meeting  why  he  had  permitted 
cameras  and  reported  “the 
camera  in  the  courtroom  is  no 
more  distracting  than  the  peo¬ 
ple  there.” 

Many  judges  favor  courtroom 
photography  but  are  fearful 
that  it  might  get  out  of  hand, 
Judge  Miller  told  the  APNEC 
meeting.  His  view  is  that  pho¬ 
tography  should  be  permitted  as 


long  as  there  is  no  obstruction 
of  justice,  he  explained. 

Rights  Explained 

The  jurist  explained  bluntly 
that  he  believes  in  the  people’s 
right  to  know,  but  he  also  be¬ 
lieves  in  the  individual’s  right 
to  a  fair  trial.  Hence  his  per¬ 
mission  for  courtroom  camera 
activities  is  conditioned  on  the 
cameraman  performing  his  work 
as  unobti’usively  as  a  reporter 
taking  notes. 

The  test  which  convinced 
Judge  Miller  that  unobstrusive 
photography  is  now  possible 
was  made  under  certain  ground 
rules  which  the  newspaper  set 
up,  J.  E.  “Ed”  Griffith,  city 
editor,  Californian,  explained  to 
Editor  &  Publisher. 

These  included  provisions  that 
the  photographer  act  with  dig¬ 
nity  and  decorum.  Flash  bulbs 
are  not  permitted.  It  is  not 
necessary  for  a  cameraman  to 
stand  and  this,  too  was  stres¬ 
sed,  Mr.  Griffith  said. 

It  was  after  this  trial  that 
Judge  Miller  told  the  Califor¬ 
nian  :  “Although  the  right  of 
an  individual  to  a  fair  trial 
comes  first,  the  right  of  the 
people  to  know  what  goes  on  in 
court  will  be  respected  and  con¬ 
siderate  news  protographers 


O' 


The  best,  in  fact!  Editor  and  Publisher  selected 
Davenport  Newspapers  as  tops  in  their  recent 
Color  Ad  Competition.  (Three  colors  and  black 
—  Food  Subjects  —  Newspapers  with  circulation 
under  100,000.) 


Put  this  crack  color  press 
team  to  work  selling  YOUR 
products  —  in  one  of  the 
Midwest's  top  ten  markets! 


DAVENPORT 

NEWSPAPERS 


(W 

^'^^Rtpreseitei  ky  Jiii  A  Killcy,  lie. 


CIRCULATING  DAVENPORT,  IOWA;  ROCK  ISLAND, 
MOLINE  AND  EAST  MOLINE,  ILL. 


will  be  allowed  in  this  court,” 
Mr.  Griffith  explained. 

Trust  Laid  to  Press 

“The  trust  lies  with  the  news¬ 
papers,”  Judge  Miller  told  the 
meeting. 

Len  Rowell,  news  editor, 
Visalia  Times-Delta,  told  the 
APNEC  gathering  that  his  pa¬ 
per  had  been  allowed  to  make 
one  picture  in  a  superior  court¬ 
room.  This  was  by  previous  ar¬ 
rangement  with  the  judge. 

Plans  for  the  fact-finding 
survey  of  the  state  were  ad¬ 
vanced  after  a  round  table  ses¬ 
sion  following  the  program. 
Speakers,  in  addition  to  Judge 
Miller,  included  Oscar  Liden, 
state  APNEC  chairman,  of  the 
San  Jose  Mercury,  and  Hub¬ 
bard  Keavy,  chief  of  the  AP 
bureau  at  Los  Angeles. 

Mr.  Griffith,  who  presided, 
turned  the  gavel  over  to  newly- 
elected  chairman  R  e  d  f  o  r  d 
Dibble,  Tulare  Advance-Regis¬ 
ter.  John  Brackett,  Visalia 
Times-Delta,  was  elected  vice- 
chairman.  Mark  Knight,  of  AP’s 
Fresno  bureau,  remains  as 
secretary  of  the  Valley  APNEC. 

• 

Judge  Continues 
Dio  Indictment 

Johnny  Dio’s  lawyers  failed 
this  week  in  their  attempt  to 
free  their  client  from  an  indict¬ 
ment  charging  him  with  master¬ 
minding  the  acid-blinding  of 
Victor  Riesel,  the  labor  column¬ 
ist. 

Federal  Judge  Sylvester 
Ryan  denied  their  motion  to 
dismiss  the  year-old  indictment 
for  lack  of  prosecution.  Dio 
(Dioguardi)  is  serving  time  for 
conspiracy  and  bribery  in  a 
racket  case  and  faces  trial  on 
extortion  and  income  tax  eva¬ 
sion  charges. 

Trial  of  the  Riesel  conspiracy 
case  was  prevented,  U.S.  At¬ 
torney  Paul  Williams  explained, 
because  two  major  witnesses 
for  the  government  were  afraid 
to  talk. 

“We  do  not  want  our  wit¬ 
nesses  to  die,”  Mr.  Williams  told 
the  court.  “We  would  rather 
they  live  to  testify.  This  is  a 
fast-moving  case,  with  many 
facets.” 

City  Editor  Dies 

Alexandria,  Va. 
David  W.  Harris  Jr.,  46,  city 
editor  of  the  Alexandria  Ga¬ 
zette,  died  Sept.  24  after  a  long 
illness.  He  began  his  career  on 
the  Miami  (Fla.)  Daily  News 
after  graduating  from  the  Uni¬ 
versity  of  Florida  in  1934. 
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Jurist  Cautions 
On  ‘Stage  Fright’  ' 

Rockland,  Me. 
“It  would  be  a  hardy  num 
who  would  say  the  last  word 
has  been  spoken”  on  uses  of 
radio,  TV  and  the  newspaper 
camera  in  the  courtroom,  the 
chief  justice  of  the  Maine 
Supreme  Court  told  members 
of  the  Maine  Press  Association 
at  its  annual  meeting  here  re¬ 
cently. 

Chief  Justice  Robert  B.  Will¬ 
iamson  Jr.  said  the  very  power 
of  the  media  may  produce  a  dis¬ 
tracting  influence  on  court  pro¬ 
ceedings  and  that  “therein  lies 
the  harm.” 

He  pointed  out  that  canon 
35,  of  the  American  Bar  As¬ 
sociation,  and  the  accepted  rul¬ 
ing  in  most  courts  for  allowing 
media  coverage,  is  under  con¬ 
tinued  discussion. 

The  problem  is  not  one  of 
noise  and  confusion  but  rather 
reluctance  of  witnesses,  in  many 
instances,  to  take  the  stand 
when  they  know  words  are  be¬ 
ing  broadcast,  pictures  are  be¬ 
ing  taken  or  television  being 
used. 

The  witness  may  have  “stage 
fright”  Judge  Williamson  de¬ 
clared. 

“To  appear  on  the  witness 
stand  or  to  serve  on  a  jury  is 
an  ordeal  for  many.  Must  it  be 
made  more  difficult?  Then  there 
is  the  possibility  of  witness, 
counsel,  prosecuting  officers  and 
the  judge  using  the  radio  or 
TV  or  camera  to  gain  publicity 
or  to  argue  his  case  with  the 
public  reaction,  not  the  good  of 
the  parties  on  trial,  in  mind, 
the  jurist  said. 

“If  we  keep  firmly  in  mind 
the  objective  of  a  trial — the 
finding  of  truth — ^we  can  con¬ 
clude,  I  believe,  that  the  needs 
for  free  press  and  the  needs  of 
a  public  trial  are  met  fairly  and 
properly  without  the  camera, 
radio  or  TV  in  the  courtroom.’ 

• 

Golden  Jubilee 

Allentown,  Pa- 
Charles  W.  Ettinger,  re¬ 
porter  and  columnist  of  the 
Allentown  Morning  Call,  was 
honored  at  a  “Golden  Jubilee’ 
dinner  recently,  marking  his 
50th  anniversary  as  a  newspa¬ 
perman  and  his  70th  birthday- 
He  writes  a  column  of  local 
interest  requiring  extensive  leg 
work  and  also  a  state  Capitol 
column  which  takes  him  to 
Harrisburg  at  least  one  day 
each  week. 
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Many  tranquilizers  are  news,  but  only  one  is  named, 


”  Milt  own 


(and  it’s  spelled  with  a  cap  “M”  and  one  “1”) 


The  tranquilizing  drugs  are  so  new— and  so  varied— that 
it  isn’t  surprising  that  there  has  been  some  confusion 
about  which  one  is  called  by  what  name. 

We  are  pleased,  of  course,  to  find  ourselves  much  in  the 
spotlight.  But  we  don’t  want  to  be  credited  with  the 
achievements  of  other  companies.  Neither,  quite  frankly, 
do  we  wish  to  share  credit  for  the  unique  properties  of 
our  own  product,  “Miltown.” 

So,  we’d  like  to  point  out  that  “Miltown”  is  the  registered 
trade-mark  of  Carter  Products,  Inc.,  and  that  it  is  properly 
used  only  to  identify  the  original  meprobamate,  discovered 
and  introduced  by  our  Wallace  Laboratories  division. 

One  more  favor.  In  referring  to  “Miltown,”  won’t  you 


please  print  it  as  we  have,  in  quotation  marks  and  with  a 
capital  “M”?  Or,  if  the  style  of  your  paper  favors  it,  use 
all  caps  and  omit  the  quotes.  We  want  to  protect  our 
trade-mark,  and  we’ll  be  most  grateful  for  your  co-operation. 


Miltown, 


THE  ORIGINAL  MEPROBAMATE 
Z-methyl-2-n-propyl-t,S-propanediol 
dicarbamale — U.S.  Patent  2,724,720 


DISCOVERED  AND  INTRODUCED  BY 
WALLACE  LABORATORIES.  Nne  Brumwut.  N.  J. 
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‘Names  Make  News’ 

And  Some  Other  Foibles 


By  Prof.  Waller  Steigleman 

Once  the  highest  compliment 
possible  for  a  newspaper  was 
to  be  tagged  as  “a  newspai)er- 
man’s  newspaper.” 

Freely  translated,  it  meant 
the  newspaper  adhered  rigidly 
to  all  the  mythical  rules  and 
traditions  handed  down  for 
generations.  Unfortunately,  it 
was  an  admission,  too,  that  the 
newspaper  sedulously  followed 
all  the  fetishes  accumulated 
down  through  the  years. 

The  axiom  “names  make  tributed  to  the  program.  Some 
news”  still  guides  too  much  edi-  of  the  perennial  “sitters”  and 
torial  thinking.  A  more  valid  “eaters”  objected  because  they 
yardstick  today  when  readers’  had  been  acclimated  to  seeing 
interests  are  varied  and  com-  their  names  in  print  each  week 
plex  is:  “Names  make  news  or  once  a  month, 
when  names  make  news.”  We  used  the  rescued  space 

Twenty-five  years  ago  a  to  print  more  stories  of  general 
Pennsylvania  wire  service  re-  interest.  Women  will  not  buy 
ported  a  Thanksgiving  Day  a  paper  to  see  who  attended  the 
auto  accident  which  killed  four  “Willing  Workers”  weekly 
persons.  The  story  has  stuck  meeting.  But  they  will  buy  a 
in  my  memory  because  the  paper  to  get  help  in  cooking, 
writer  based  his  story  on  the  child  rearing,  beauty  advice, 
circumstance  that  led  to  the  domestic  problems  and  all  kinds 
fatal  ride.  While  the  women  of  hints  from  how  to  get  baby’s 
were  preparing  dinner  at  a  finger  prints  off  the  piano  to 
family  reunion  they  shooed  the  keeping  the  bath  room  rug  from 
men  from  the  house.  Seven  of  skidding  on  a  wet  floor, 
the  men  went  for  a  drive  to  Some  old  women  complained 
kill  time.  I  can’t  recall  a  name  but,  apparently,  continued  as 
although  names,  ages,  address-  subscribers  since  our  circulation 
es  and  other  statistical  data  climbed  to  the  highest  peak  in 
were  given.  the  paper’s  80-year-old  history. 

A  check  of  about  100  papers 


(Professor  Steigleman  has  re¬ 
turned  to  his  teaching  chores 
at  the  Journalism  School,  State 
University  of  Iowa,  after  hav¬ 
ing  served  as  editor  of  the 
Chester  (Pa.)  Times  for  nearly 
two  years.  In  this  third  article 
he  continues  his  observations  of 
the  newspaper  business  from 
the  viewpoint  of  an  educator- 
journalist.) 


AFTER  EDITING  a  daily  newspaper,  Prof.  Walter  Steigleman  hsi 
returned  to  the  classroom  at  the  State  University  of  Iowa. 

no  whistles  on  Main  Street  be-  seat  at  a  disaster  and  can  talk 
comes  a  beauty  queen  by  just  intelligently  about  it  deserves 
sitting  on  the  edge  of  a  resort  space.  But  most  “eye-witnesses" 
pool.  tell  such  nonsensical  stories 

Facts  Remembered  such  as  this  farmer  talking 

.  „  .  .  ,  about  an  airliner  that  crashed 

Names  especially  in  local  ^  ravine  across  from  his 
events,  should  not  be  dropped 
ruthlessly,  but  most  stories  ..jyig 

should  be  woven  around  the  ^arn  milking.  I  heard  a  plane 
facts  and  not  around  the  name,  sounded  funny.  I  said 

Three  weeks  after  two  men  Jed:  ‘I  bet  that  plane’s  in 
were  killed  trying  to  rescue  a  trouble.’  Just  then  Martha 
cat  from  poiver  transmission  ^tuck  her  head  out  the  door 
lines  I  queried  25  persons  at  Ugj  that  Bill  had  phoned 

rand^om.  All  recalled  the  details  that  a  plane  had  crashed  in 
vividly  but  none  remembered  Stoner’s  Woods, 
either  name.  hustled  over 

Newspapers  still  insist  that  there.  We  could  see  a  lot  of 
every  disaster  must  have  a  b^t  we  couldn’t  get 

hero.  Most  times  this  honor  is  the  gully.  We  didn’t  see 

conferred  upon  any  person  who  anybody  around 

retained  consciousness  or  re-  the  plane.  I  guess  they  were  all 
^ined  it  fiist.  An  airliner  billed.  There  w-as  nothing  we 
heading  for  Miami  lost  its  j  .Let’s 

landing  &®ar  and  a  motor  ^ack  and  gather  the  eggs.”’ 
conked  out  It  landed  its  pas-  ^gj^ths  of  prominent  people 

sengers  with  only  a  jar  and  a  ^  of  eulogies 

shaking  up.  Press  services  statements  from  those  who 

hailed  a  hostess  as  a  heroine.  the  deceased.  When 

Her  knightly  gesture  consisted  ^ing  George  died,  an  Iowa 
of  walking  up  the  aisle  to  tell  g^^ool  principal  who  had  never 
passengers  to  tighten  their  been  east  of  the  Mississippi, 
belts.  The  ordinary  person,  f^jt  ^.o^ed  to  a  500-word  state- 
lacking  in  reportorial  imagin-  ment  of  sympathy  which  a  local 
ation,  would  presume  such  ac-  printed.  Both  probably 

tion  was  part  of  her  duties  It  thought  it  has  eased  the  tension 
would  have  been  news  only  had  Buckingham  palace, 
she  grabbed  a  parachute  and  Another  Iowa  paper  did  un- 
eaped  with  a  farewell:  ‘So  ^  worthwhile  comment 

long,  suckers.”  f^.^^  ^  ^.b^ge  jeep  the 

The  “heroine”  of  a  hotel  fire  king  once  rode.  Eulogies  and 
was  a  telephone  operator  who  sympathy  statements  might  bet- 
kept  open  the  switchboard.  The  ter  be  reserved  for  those  quali- 
next  day  she  deflated  her  own  fiod  to  speak.  “Little  people’ 
acclaim  by  admitting  she  did  are  not  without  their  news 
not  know  the  hotel  was  burning  value  at  times,  as,  for  example 
and  that  as  soon  as  she  learned  the  death  of  Presided 

about  it  she  executed  that  well-  Franklin  D.  Roosevelt  whei 
known  navy  maneuver.  some  “on  the  street”  commenti 

Eye-Witne.ss  Nonsense  "ere  poignant  and  pertinent. 

Disasters,  too,  must  have  Last  Word 

their  “eye-witnesses.”  A  man  The  fetish  of  “the  last  won 
or  woman  who  has  a  front  row  (Continued  on  page  70) 


Usual  Tradition  .  , 

showed  that  many  print  two 
The  two  departments  which  and  three-column  pictures  sent 
Fend  most  are  the  women’s  in  by  travel  bureaus  and  re- 
id  pictures.  At  the  Chester  sorts.  It  is  a  mystery  to  me 
Pa.)  Times,  there  was  the  why  a  nonentity  in  the  city  be- 
iual  tradition  to  print  names  comes  w'orth  a  three-column 
all  attending  teas,  receptions,  picture  just  because  some  one 
id  club  meetings.  It  was  the  drapes  a  lei  around  his  neck 
d  “names  make  new's”  theory,  as  he  steps  dowm  a  gangplank. 
We  eliminated  names  of  all  And  I  haven’t  reasoned  out 
;rsons  except  those  who  con-  either  why  a  girl  who  attracts 


We  put  it  on  the  runway  to  see 
if  it  would  take  off  .  .  . 


NEW  ORLEANS  ITEM 


.ouisiono's  Larges,  evening  Newspapei 


The  Junior  Fire  Marshal  Program  . . . 

Serving  all  America  by  teaching  youth 
the  facts  about  fire  and  fire-safety 


No  one  needs  to  remind 
a  newspaperman  of  the  havoc  and 
destruction  that  fire  causes.  Nor  to 
point  out  the  tragedy  it  often  brings. 

He’s  seen  it  all.  And  all  too  many 
times. 

Unfortunately,  there’s  no  pat  solu¬ 
tion  to  the  problem.  But  a  good  start 
has  been  made— in  the  schools. 

Educators  have  found  fire 
prevention  and  safety  education  in¬ 
struction  to  be  particularly  adapt¬ 
able  to  the  curriculum  and  age-level 
interests  of  children  in  grade  school. 

On  a  nationwide  basis,  we  are  now 
celebrating  the  Tenth  Anniversary 
Year  of  such  a  program— the  famous 
Junior  Fire  Marshal  Program.  It  is 
sponsored  jointly  by  the  Hartford 
Fire  Insurance  Company  and  its 
Agents  from  coast  to  coast. 

For  teachers,  the  Hartford  makes 
available  two  “Teaching  Units”  each 
year— complete  with  program  outline 
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and  curriculum-related  classroom 
activities. 

For  the  youngsters  them¬ 
selves  the  famous  “Junior  Fire 
Marshal  Magazine”  is  published  and 
distributed  free  three  times  during 
the  school  year.  Popular  with  chil¬ 
dren  and  teachers  alike,  each  issue  of 
the  magazine  contains  interesting 
stories,  fire-safety  lessons,  home  and 
school  projects,  games,  puzzles  and 
pupil  contributions. 

In  addition,  a  wide  range  of  sup¬ 
plementary  material  is  available 
through  local  Hartford  Fire  Agents. 
Included  are  Junior  Fire  Marshal 
red  helmets,  handsome  rings,  song 
sheets,  “Honor  Roll”  posters  and 
“Achievement  Award”  banners  for 
outstanding  schools. 

The  Junior  Fire  Marshal 
Program  makes  Page  One  news 
in  communities  all  over  the  nation. 
Last  year  alone,  more  than  three  mil¬ 
lion  boys  and  girls  took  part  in  its 
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activities.  For  them,  this  was  a  dif¬ 
ferent  kind  of  “learning”  —  actually 
fun.  But  fun  with  a  purpose! 

Thousands  of  teachers,  too,  are 
enthusiastic.  And  civic  groups,  fire 
officials  and  community  leaders  are 
unreserved  in  their  praise  of  what 
they  consider  the  most  extensive  and 
carefully  developed  program  of  its 
type  ever  to  be  presented  to  children. 

The  Hartford  Fire  Insur¬ 
ance  Company  and  its  cooper¬ 
ating  Agents  regard  the  Junior  Fire 
Marshal  Program  as  a  further  oppor¬ 
tunity  to  demonstrate  their  tradi- 
ditional  interest  in  the  welfare  of 
America  and  American  communities. 


Year  in  and  year  out 
you’ll  do  well  with  the 

HARTFORD 

FIRE  INSURANCE 

COMPANY 


69 


“revolts.”  The  antics  of  a  few  while  she  still  was  in  high  Campaign  managers  must 
J\fwwnf>9  disgruntled  delegates  in  de-  school  and  retired  as  floor  have  last-minute  “victory" 

^  nouncing  the  leadership  doesn’t  manager.  statements,  including  the  one 

(Continued  from  page  68)  mean  a  full-scale  rebellion  is  in  Thousands  of  women  knew  by  the  national  Republicar.  ' 

the  making.  The  reporter  must  her  not  only  as  a  clerk  but  as  chairman  during  Alf  Landon’s 

is  the  news  ’  haunted  me,  too,  ascertain  whether  the  opposi-  an  adviser  on  trousseaus  and  campaign.  Each  is  confident 

until  I  broke  the  shackles.  In  jg  battle  strength  attire  for  special  occasions,  “now  that  the  issues  have  beer, 

the  days  when  Class  I  railroads  armed  with  howitzers  or  Hundreds  of  women  came  into  placed  squarely  before  the 

were  able  to  boast  that  year  in  ^v’hether  a  few  delegates  are  the  store  in  the  following  weeks  voters,  they  will  act  in  their 

and  year  out  no  passengers  playing  at  target  practice  with  to  inquire  what  had  happened  best  interest.”  The  next  day  the 

had  been  killed,  a  train  slid  ^  gg  ber.  one  hails  the  mandate  of  the 

into  a  ditch  10  miles  from  our  articulate  hardware  Whether  any  retirements,  people  and  the  other  screams 

city  and  killed  seven  passengers,  dealer  sounding  off  against  the  aside  from  top  echelon  per-  “recount.” 

Our  first  edition,  intended  government’s  new  nut  and  bolt  sonnel,  should  be  recognized  in  There  is  a  decided  tendency 

for  street  sales  only,  playec^he  policy  doesn’t  mean  all  hard-  print  is  debatable,  but  if  space  to  pawn  off  old  chestnuts  as 

wreck  it  should  have  been  dealers  are  “up  in  arms.”  is  to  be  used  in  this  fashion  the  bright  and  original  sayings 

handled.  Then  we  began  toying  ^  daily  reading  of  syndicated  why  do  utility  employes  alone  of  local  people, 

with  the  lead  in  succ^ding  columnists  must  make  the  read-  qualify? 

editions  to  keep  it  er  wonder  if  there  isn’t  at  least  Newspapers  are  in  the  mid.st  Items 

the  time  we  rolled  the  regulai  ^  janitor  in  Washington  who  is  of  the  biggest  ballyhoo  of  sports  Three  years  ago.  Editor  4 

city  edition,  the  lead  was  a  doing  a  reasonably  fair  job.  and  entertainment  personalities  Publisher  printed  my  letter  of 

three-pronged  investigation  after  w'e  received  their  history.  Surveys,  in-  perplexity  because  Utah  and 

by  the  railroad  utiMies  com-  ^  insurance  eluding  one  by  Elmo  Roper,  Nevada  were  the  only  states 

mis.sion  and  Intel sta  c  -  company  about  Crack  Salesman  has  shown  that  only  three  per-  that  had  not  shown  up  at 

were  Guggenheim  entering  the  sons  in  10  regard  Hollywood  Christmas  time  with  the  old 

irprnino.  abniit  thr  wrLk  for  “select  500,000  club”  I  checked  chit-chat  and  gossip  as  news  saw  about  the  child  who  re-  | 

leaimng  aooui  me  found  23  state  papers  had  but  newspapers  persist  in  ceived  an  orange  from  Santa  1 

the  nrst  time.  diatribe  with  a  picture  refuting  their  readers.  The  and  did  not  thank  him.  When  i 

During  the  last  campaign,  a  genial  Joe.  We  sent  an  ad-  firing  of  Julius  La  Rosa  by  the  mother  chided  her  daughter  j 

farm  association,  said  a  press  yertising  rate  card  to  the  in-  Arthur  Godfrey  seemed  more  and  asked:  “What  do  you  say 

service,  refused  to  endorse  Sec-  guj-^nce  company  without,  I  important  to  many  newspapers  to  Santa  now?”  the  little  girl  j 
retary  Benson.  It  was  the  last  sorry  to  say,  any  visible  re-  than  the  Korean  war.  The  held  out  the  orange  and  com-  | 
business  at  the  afternoon  ^s-  ^  writes  juvenile  antics  of  Ed  Sullivan  manded:  “Peel  it.” 

Sion.  Buried  beneath  the  im-  5500,000  w'orth  of  insurance  in  and  Steve  Allen  fare  better  in  The  use  of  two-way  radios  | 

aginaiy  fight  ovei  enson  was  ^  stated  period  may  be  as  much  space  than  the  Hungarian  re-  in  taxis  brought  from  a  dozen  ! 

the  real  news-the  association  ^  ^  salesman.  volt.  states  the  story  of  the  timid 

^  °  1,  ®  I  A  newspaper  which  cannot  old  women  who  refused  to  enter 

major  policies  although  not  by  Different  Values  ^  through  a  the  cab  which  appeared  in  front 

name.  I  note  many  papers  give  medical,  scientific  or  educational  of  her  door  within  a  few 

The  lead  even  committed  prominence  to  ordinary  people  meeting  can  round  up  half  a  minutes  after  she  had  called, 

suicide  in  the  disclosure  further  retiring  from  industry,  especi-  dozen  to  greet  a  movie  queen  She  believed  the  driver  was 

down  that  the  association  s  by-  ally  from  utility  companies.  In  alighting  from  a  train  or  plane,  too  reckless  if  he  got  there 

laws  prohibited  the  endorse-  one  railroad  and  industrial  And  they  must  record  her  that  quickly  from  downtown, 

ment  of  any  individual.  The  center  where  I  worked,  it  was  every  opinion  from  the  future  Several  years  ago  a  wire 

chairman  should  have  ruled  out  tradition  to  use  a  picture  and  of  Rock  and  Roll  to  the  proper  service  caused  a  furore  be- 

of  order  the  delegate  who  of-  biography  of  any  one  retiring  tolls  to  be  charged  on  the  new  cause  it  distributed  a  gag  about 

fered  the  resolution  of  endorse-  from  the  railroad  no  matter  gt.  Lawrence  Seaway.  a  woman  who  came  at  a  stalled 

ment.  But  since  it  was  the  whether  he  spent  his  years  as  car  at  30  miles  an  hour  after 

“latest,”  the  press  seiwice  as-  an  engine  wuper  or  a  yard  Inflated  Egoes  owner  had  mentioned  his 

sumed  it  must  be  the  lead.  switchman.  We  gave  telephone  Anyone  who  saw  news  or  automatic  transmission  started 

Columnists’  Meat  power  company  employes  TV  reels  of  scores  of  reporters  at  that  speed. 

Columnists  have  abetted  the  treatment.  surrounding  Marilyn  Monroe  I  will  wager  any  one  a  din- 

newspaper  fetish  of  accenting  when  a  woman  retired  when  she  arrived  from  England  ner  that  the  1960  census  will 

the  negative.  True,  a  vigorous  ^^^er  50  years  with  a  depart-  might  well  question  how  far  not  be  underway  more  than 
fight  is  more  readable  than  a  store,  the  publisher  newspapers  must  travel  before  four  hours  before  some  wire 

peace  and  goodwill  offering,  but  screamed  “free  advertising”  they  reach  maturity.  service  comes  up  with  the 

much  convention  coverage  has  wanted  to  run  a  story.  Some  newspapermen  who  once  southerner’s  answer  when  he 

been  distorted  by  overplay  on  woman  had  begun  clerking  dreamed  of  owning  a  chicken  comes  to  “sex”  on  the  ques- 

I  I  farm,  now  have  a  new  amhi-  tionnaire.  If  he  doesn’t  answer 

|X  I  tion.  They  want  to  own  their  “twice  a  week,”  write  me  for 

■  ■  you  hav*  intarnational  butinau  '  own  paper  in  which  they  can  your  free  meal. 

Infaeaitt  auodatad  with  publitkiii9,  !  carry  a  standing  page  one  box:  I  feel  very  bitter  for  two 

printing,  advartking  or  eommoreial  1  “New’s  for  morons  and  idiots  reasons  when  I  see  old  chest- 

WORLD'S  MOST  ■■■  ^  radio,  and  you  want  to  kaop  in  touch  '  will  be  found  today  on  page—.”  nuts  bob  up  as  news.  First,  it 

MODERN  t  Auttralia  and  There  they  will  print  the  drib-  shows  newspapermen  read  ver)' 

MELTIMfi  lu*'*  i.*  *  ,  '  N*^P*P*'  Naw*,  !  about  space-grabbers  little  or  they  would  catch  these 

MRHOD  Jllhj  papers  have  i„flah,d  ia.o  |„«aes.  Secondly,  I  had  a 

,  latad  intaratH  of  "Down  Undor.”  importance.  tract  with  the  one-time  humor 

Newspapers  are  hidetound  magazine  Judge.  One  wmk,  m 

aiiTnaaaTi^i>T  inaniur  UNIT  stories  such  as  the  statements  devised  a  mythical  and  w’hat  I 

AUTOW AnC  POT  LOAPIWU  UNIT  by  rival  managers  on  the  night  had  hoped,  hilarious  traffic 

*2L^JLjjLljkUMlAA£J^  I  before  the  World  Series.  The  code  for  Tokyo. 

statements  affirm  that  each  Four  years  later,  a  speaker 
15  Homllion  St.,  Sydney  Auttrollo  j  manager  is  “going  out  there  to  at  a  national  safety  convention 

Annuel  Subscription  to  U.  S.  ISJQi  win  tomorrow.”  It  might  be  recited  the  code  with  straight 

Write  for  tmpU  copy,  i  news  if  one  said  he  intended  face  and  the  AP  relayed  it 
I  tx>  throw  the  game.  (Continued  on  page  72) 
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a  w’oman  who  came  at  a  stalled 
car  at  30  miles  an  hour  after 
the  owner  had  mentioned  his 
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the  nslional  monthly  builnou  nowt> 
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Istod  intorosts  of  "Down  Undor.** 
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PARKS 
WITHOUT 
BENCHES  O.K. 
IN  NEW 
ENGLAND 


FT'., 


/  / 


Developers  are  building  industrial  parks  so 
rapidly  in  New  England,  yoi^  can’t  see  people 
for  the  bulldozers.  In  Rhode  Island,  there’s  a 
■‘no  vacancy”  sign  at  Warwick  Industrial  Park 
(last  available  plant  space  was  grabbed  there  in 
June).  Hartford  is  turning  an  airport  into  a 
$60  million  industrial  park.  Another  for 
$10  million  is  in  the  works  at  Natick.  Mass. 
And  Sanford  (Maine)  has  landed  17  new  in¬ 
dustries  in  17  months. 

Because  of  the  startling  upsurge  in  concrete 
parks,  Yankees  can  relax  in  their  many  splendid 
green  parks  and  count  their  blessings: 

More  of  them  are  working  now  (3.8  million) 
than  ever  before.  (And  this  total  doesn’t  include 
small  businessmen  and  other  self-employed 
persons.)  Yankees  amassed  a  total  personal 
income  in  1956  of  over  $21  billion,  for  a  per- 
capita  average  of  $2,087  (13%  higher  than  the 
national  average)  .  .  .  have  60%  more  cash 
in  savings  accounts,  and  bought  14%  more 
life  insurance  than  they  did  in  1955. 

New  England  is  ‘‘hetter-than-ever-land”  if  you’ve 
got  something  to  sell.  You’ll  find  an  unsur¬ 
passed  ability  and  readiness  to  buy.  And  it 
buys  best  from  the  New  England  daily  news¬ 
papers.  Check  with  the  papers  listed  below  .  .  . 
let  them  convince  vou. 


This  campaign  sponsored  by  these 
newspaper  leaders: 

MAINE— Bangor  Daily  News  (M). 

VERMONT — Barre  Times  (E),  Bennington  Banner  (E),  Burling¬ 
ton  Free  Press  (M),  Rutland  Herald  (M). 

MASSACHUSETTS— Boston  Globe  (M&E),  Boston  Globe  (S), 
Brockton  Enterprise  &  Times  (E),  Fall  River  Herald  News  (E), 
Fitchburg  Sentinel  (E),  Gardner  News  (E),  Haverhill  Gazette 
(E).  Lawrence  Eagle-Tribune  (M&E),  Lynn  Item  (E),  North 
Adams  Transcript  (E),  Pittsfield  Berkshire  Eagle  (E),  Taunton 
Gazette  (E),  Waltham  News  Tribune  (E). 

NEW  HAMPSHIRE— Concord  Monitor-Patriot  (E).  Manchester 
Union  Leader  and  New  Hampshire  Sunday  News  (M,  E&S). 
RHODE  ISLAND — West  Warwick  Pawtuxet  Valley  Daily  Times 
(E),  Providence  Bulletin  (E),  Providence  Journal  (M),  Provi¬ 
dence  Journal  (S),  Woonsocket  Call  (E). 

CONNECTICUT— Ansonia  Sentinel  (E).  Bridgeport  Post  (S). 
Bridgeport  Post-Telegram  (M&E).  Bristol  Press  (E).  Hartford 
Courant  (M),  Hartford  Courant  (S),  Hartford  Times  (E),  Meri¬ 
den  Record-Journal  (M&E).  New  Britain  Herald  (E),  New  Haven 
Register  (E&S).  Norwich  Bulletin  and  Record  (M&E),  Torrington 
Register  (E),  Waterbury  Republican  &  American  (M&E),  Water- 
bury  Republican  (M&S). 


Sell  New  England  with  Newspapers 
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*  Mrs.  Chesta  Holt  Fulme*. 

57,  whose  advice  column,  “We 
^  Together,”  appeared  in  the  Day. 

Joseph  Rathbun,  59,  news  fon  (Ohio)  Journal  Herald  for 
editor  of  the  Zanes^ville  (Ohio)  20  years.  Sept.  11. 
with  a  face  even  more  straight.  Timea-Recorder,  of  a  heart  ail-  ♦  ♦  ♦ 

Since  I  was  with  the  AP  at  ment;  September  16.  He  was  a  ,  f  ^ 

the  time,  I  messaged  New  York  reporter  and  sports  editor  for  ^  p‘ 

that  this  was  a  gag  and  got  the  paper  before  becoming  news  woo  JL  ' 

Net  profit  of  Wood  Newspa-  back  an  order  to  stop  being  editor  in  1950.  p  ntory,  wrho  was  on  the  paper 

per  Machinery  Corp.  for  the  officious.  *  «  «  '  ®P  • 

fiscal  year  ending  June  30  was  Surveys  also  have  shown  that  Alfonso  Pappalardo,  80,  *  •  * 

$500,808,  or  $1.64  per  share,  “cheesecake”  is  looked  at  by  former  editor  of  the  Biiffalo  Stewart  Hardie,  fio,  publish- 
Dividcnds  \vere  paid  at  the  rate  more  women  than  male  readers  Y.)  Italian  Courier  and  er  of  the  Condon  (Ore.)  Globe- 

of  90c  per  share,  a  total  of  although  most  newspapermen  jocal  representative  of  II  Pro-  Times  and  the  Arlington  (Ore.) 
$2 <5,207,  and  $225,601  was  re-  will  blissfully  deny  it  on^  the  gresso  I talo- Americano,  New  Bulletin,  and  former  Oregon 
tained  in  the  business.  same  grounds  as  the  politician  York  Italian-language  daily;  state  senator;  Sept.  14. 

This  is  the  first  report  by  who  said:  “When  facts  get  in  g^pj.  20.  He  once  was  market  *  *  * 

President  John  J.  Shea  which  my  way,  they  don’t  stand  a  reporter  for  the  Buffalo  (N.Y.) 

covers  the  acquisition  of  Walter  chance.”  So  newspapers  con-  likening  News.  Karl  G.  Ll.vp,  6.‘5,  formerly 

Scott  &  Co.  last  March  for  a  tinue  in  their  policy  of  making  *  with  the  Springfield  (Ohio) 

cash  consideration  of  $3,070,050.  a  girl  in  a  bathing  suit  hold  '  Daily  News,  Clevelaml  (Ohio) 

Among  the  Scott  assets,  Mr.  the  first  state  auto  tag  of  the  William  C.  Edwards,  78,  past  Press  and  Indianapolis  (Ind.) 
Shea’s  report  show’s,  was  $1,-  year,  bite  the  first  ice  cream  president  of  the  Texas  Press  News  and  one  of  the  pioneer 
397,472  in  cash.  The  Wood  brick  turned  out  by  the  new  Association,^  recently  in  an  college^publicists  in  the  country; 
Corporation  borrow’ed  $1,000,- 
000,  payable  in  semi-annual  in¬ 
stallments  of  $100,000  com¬ 
mencing  Oct.  1. 

Under  terms  of  the  loan 
agreement.  Wood  is  required  to 
maintain  working  capital  of  not 
less  than  $1,500,000.  The  June 
30  report  show’s  w’orking  capital 
of  $1,931,259. 

Net  sales  for  the  year 
amounted  to  $7,036,117,  slightly 
more  than  $2,000,000  ahead  of 
19.56. 


Shea  Reports 
Half-Million 
Wood  Profit 


Names 

{Continued  from  page  70) 


on  and  part  owner  of  the  Denton  editor  of*  the  New' York  Post, 
(Tex.)  RecorePChronicle,  He  suffered  a  heart  attack  and  died 
the  was  also  with  the  Dallas  (Tex.)  gpp^  outside  the  city  room, 
the  l^aahington  (D.  C.)  Rejoined  the  Post  in  1948  and 

Herald,  Atlanta  (Ga.)  Georgian  became  feature  editor  in  19.5.1. 

American  and  Odessa  (Tex.) 

,  .  ♦  ♦  • 

American. 

*  <*  *  Harry  J.  Borba,  .58.  member 

Frank  M.  Tenney,  dean  of  of  the  San  Francisco  (Calif.) 

Montana  newspapermen  and  re-  Examiner's  sports  staff  since 
tired  editor  of  the  Great  Falls  1934,  of  a  heart  attack;  Sept. 
(Mont.)  Leader;  September  17,  17.  As  sports  makeup  editor,  he 
after  a  long  illness.  had  put  the  first  edition  sports 

He  began  his  newspaper  section  to  bed  just  before  his 
career  with  the  Aurora  (Ill.)  death.  He  was  formerly  city 
Beacon,  later  worked  for  the  editor  of  the  Tulare  (Calif.) 
Grand  Rapids  (Mich.)  Press,  Advance,  and  with  the  sports 
Chicago  News  bureau  and  the  department  of  the  old  Sah 
Chicago  (Ill.)  Daily  News.  Francisco  (Calif.)  Bulletin. 

Mr.  Tenney  started  work  Oakland  (Calif.)  Tribune  and 
with  the  Great  Falls  Leader  as  the  San  Francisco  (Calif.) 
advertising  manager  in  1902  News. 
and  remained  with  the  paper  *  ♦  * 

until  his  retirement  in  1956.  Roy  B.  Haan,  64,  former  cir- 

*  *  culat’on  manager  of  the  Detroit 

Kenneth  C.  Dolley.  48,  state  (Mich.)  Neirs;  Sept.  10.  He 

news  desk  copy  editor  of  the  w’orked  for  the  old  Detroit 
Portland  (Me.)  Press  Herald-  (Mich.)  Journal  in  1916  and 
Sunday  Telegram;  September  joined  the  News  in  1922,  be- 


(In  the  next  article.  Prof. 
S^rigleniav  will  talk  over  some 
effects  of  media  research  on 
newspaper  editing.) 
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I  YOU  DIG  UP  -THIS 
FINE  REPORT  ? 


Frank  M.  Tenney,  87,  re¬ 
tired  managing  editor  of  the 
Great  Falls  (Mont.)  Leader; 
Sept.  17. 


It  is  never  too  late  to  start  a  file  of  valuable  E  &  P 
information  and  it  may  pay  off  sooner  than  you 
think.  Clip  and  mail  this  coupon.  It  means  money 
in  the  bank — for  you  I 

Name 

Address  . . 

City  Zone  State 

Company  . 

Mail  check  to 
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M75  BROADWAY  NEW  YORK  36,  N.  Y. 

$6.50  a  year,  U.  S.  and  Canada — all  other  countries,  $10.00 


Col.  Charies  Scrugg.'!,  62, 
publisher  of  the  New  Braunfels 
(Tex.)  Herald,  and  a  veteran 
of  World  Wars  I  and  II. 


Roy  M.  Jacobs,  55,  adpertis-  Mrs.  Shirley  E.  Faulkner. 
ing  director  of  the  San  Antonio  assistant  art  director  of  the 
(Tex.)  Express  and  News  since  Toronto  (Ont.)  Star  Weekly; 
1953;  Sept.  11.  He  formerly  Sept.  17.  Born  in  Pueblo,  Colo., 
worked  for  the  Detroit  (Mich.)  she  came  to  Canada  15  years 
Free  Press  and  for  Newsweek  ago  and  started  on  the  Star  as 
magazine.  a  copy  girl. 
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TO  DISTINODISn  OnWEEN 


is  to  distinguish  between  pennies  per  pound 
of  something  and  dollars  per  ton. 

For  instance,  when  aluminum,  zinc  or 
copper  raise  their  prices  a  few  cents  a  pound, 
it  attracts  little  public  notice. 

When  steel  raises  its  price  a  few  dollars  a 
ton,  it  seems  like  a  huge  wallop. 


But  aluminum  costs  about  42  cents  a 
pound.  Copper  about  60  cents.  Steel,  of  the 
types  used  for  the  most  common  articles, 
averages  about  7  cents  a  pound. 

Steel  is  the  most  versatile  as  well  as  lowest 
priced  met2d. 

When  you  design,  think  first  of  steel. 


Prices  are  for  sheet  product  as  compiled  by  U.  S.  Bureau  o/  Labor  Statistics,  June  I,  1957. 


REPUBLIC  STEEL 

General  Offices  •  Cleveland  1,  Ohio 

WORLD’S  WIDEST  RANGE  OF  STANDARD  STEELS  AND  STEEL  PRODUCTS 


TO  DISTINGUISH  BETWEEN  VARIOUS  TYPES  OF  STEEL  and  their  uses.  Republic  provides  manufacturers  of  a  wide 
variety  of  products  with  competent  metallurgical  and  engineering  service.  For  example,  there  are  over  30  standard  types 
of  ENDURO^  Stainless  Steel.  The  Republic  metallurgist  helps  the  manufacturer  select  the  proper  type  to  meet  his  require¬ 
ments  for  resistance  to  heat,  corrosion,  wear,  or  for  cleanability,  sanitation,  good  looks.  This  service  is  without  obligation. 
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Twice 
a  day, 
fire  or 
flood . . . 


Legend  has  it  that  in  the  great  1951  Kansas  City  flood,  a  hanker  in 
a  stricken  town,  surrounded  by  water,  called  his  Kansas  City  bank 
to  inquire  whether  certain  documents  would  reach  him.  He  was 
told  they  had  been  mailed  several  days  before,  and  was  asked  if  he 
had  received  his  mail. 

“Mail,  hell,’’  he  shouted  into  the  phone.  "We  haven't  had  any  for 
four  days.  The  only  thing  we  have  had  is  The  Star  twice  a  day.” 

This  confidence  that  The  Star  will  he  delivered,  come  what  may. 
only  partly  explains  its  popularity  in  Oo'/r  of  Kansas  City  homes. 
What  The  Star  stands  for  is  the  real  heart  of  its  success.  Since 
William  Rockhill  Nelson  founded  the  paper  in  1880,  it  has  con¬ 
sistently  initiated  and  or  supported  almost  every  worthy  cause 
advanced  in  Kansas  City.  Typical  is  the  SI  Vi  million  Starlight 
Theater,  designed  to  give  Kansas  Citians  the  finest  in  summer  enter¬ 
tainment. 

Because  of  its  sincerity  and  objectivity  ( and  the  fact  that  the  paper 
is  owned  by  its  staff).  The  Star  became  a  prestige  paper  to  work  for. 
In  its  talent  pool  through  the  years  have  been  Raymond  Clapper, 
Sumner  Blossom.  Ernest  Hemingway,  the  fabled  William  Allen 
White,  and  Henry  Haskell,  the  latter  twice  awarded  the  coveted 
Pulitzer  Prize  for  his  probing  editorials. 

The  Star  breaks  the  news  fast,  within  reading  or  hearing;  distance. 
It  publishes  a  morning  and  an  afternoon  edition,  broadcasts  hot 
flashes  over  WDAF  radio  (the  nation’s  third  radio  station,  second 
owned  by  a  newspaper)  and  over  WDAF-TV,  Kansas  City’s  first 
television  station.  It  subscribes  to  major  world  and  national  news 
service,  and  in  addition  to  a  large  Kansas  City  reporting  staff,  more 
than  250  special  correspondents  are  scattered  throughout  the  Mid¬ 
west  to  provide  intensive  coverage  of  “the  news  close  to  home.” 

The  Star  has  had  an  active  promotion  department  since  its  inception 
- — one  that  promotes  Kansas  City  as  often  as  it  promotes  the  news¬ 
paper.  Offices  are  maintained  in  several  cities  to  provide  advertisers 
with  accurate  market  data,  as  well  as  useful  information  on  the 
best  ways  to  utilize  the  paper’s  advertising  pages. 

Characteristic  of  The  Star  is  its  recognition  of  the  importance  of 
promoting  good  relations  within  the  newspaper  industry.  To  tell 
The  Star  story,  the  Publisher  began  running  a  regular  schedule  of 
public  service  messages  in  EDITOR  &  PUBLISHER.  Over  the  years, 
it  has  won  national  acclaim  as  one  of  the  outstanding  newspaper 
campaigns  in  America. 
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Editor  &  Publisher  readers  are  molders  of  public  opinion 
There  is  no  group  whose  good  report  we  value  more  highly 


Roy  .4.  Roberts,  President.  The  Kansas  City  Star 


Roy  Roberts  began  his  newspaper 
career  delivering  The  Star  on  a 
bicycle,  went  on  to  become  one 
of  the  most  respected  newspaper¬ 
men  in  America.  He  has  been  a 
director  of  the  Associated  Press, 
president  of  Washington  s  Gridiron 
Club,  president  of  The  American 
Society  of  IVewsfmper  Editors. 


The  Kansas  City  Star  is  only  one  of  many  leading  newspapers  that  have  realized 
the  value  of  maintaining  good  “Industry  Relations’’  via  the  advertising  pages  of 
EDITOR  &  PUBLISHER.  For  the  E&P  audience  is  the  newspaper  business  .  .  . 
people  who  know  and  share  many  of  the  same  problems  and  achievements  as  you. 
These  are  good  people  to  know  and  have  know  you. 

Why  not  follow  the  lead  of  such  enterprising  industry  leaders  as  The  Kansas  City 
Star?  Begin  now  to  establish  the  kind  of  relations  with  newspapermen,  agencies, 
and  advertisers  that  can  form  a  solid  basis  for  your  future  development.  Also,  tell 
the  story  of  your  newspaper  to  those  agencies  and  advertisers  reading  EDITOR  & 
PUBLISHER  who  spend  millions  of  dollars  in  newspapers.  Sit  down  and  talk  with 
them  through  the  one  magazine  they  all  read  .  .  . 


Editor  &  Publisher 


Times  Tower  •  1475  Hroadway  •  New  York  36.  N.  Y 
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City  Desk  Man  Recalls 
His  27  Years  Dn  Police 


Bv  Prof.  Roscoe  Ellard 


Books  Received 
MOTIVATION  IN  ADVEB- 


pp.  $3.50. 

A  new  book  on  the  motives 


BOOKS  IN  REVIEW  surveying  it.  What  fascinated  ing  to  cover.  Seldom  is  Ik 

- ^ -  the  reporter  was  the  man’s  better.  In  the  newspaper  busi 

jouncing  the  biggest  pistol  he  ness,  contact  is  no  good  at  all 
hand—  as  a  verb,  but  it’s  terrific  as  i  ' 

\_yliy  J-yCoiv  Iflltil  the  way  a  tennis  player  gets  noun. 

J  the  feel  of  a  new  racket.  The  And  Teddy  Prager  spells  that 

A/"  (i/^  I*  ?  man  had  not  intended  to  escape ;  out  in  this  book — which  is  a 

t—JjQ  y/  M  I  tWl  it  was  he  who  called  the  switch-  good  one. 

Ij-io  A.  C'lM'i  «5  yyi§  ±  L/fl'I./l/  board.  He  just  hadn’t  gotten  Books  Received 

around  to  blowing  his  own  a  mT/-wxT  txt  AT^rr,,. 

By  Prof.  Roscoe  Ellard  brains  out,  he  explained.  And 

he  didn’t  “LIKE  INTRU-  RISING.  By  Piei-re  Martmeau^ 

—  A,  AU  u  ,  r  1  rr  JJ  U  .1  »*  «JTn\r<?i”  York:  McGraw-Hill.  210 

the  other.  Helpful  Teddy  hadn’t  olUNfc>!  *o  ca 

POLICE  REPORTER.  By  Ted  Pra^r.  ^  j  to  do  if  He  didn’t  like  intrusions  so  PP’  .. 

Sr7a„ght  -ith  the  ex-  much  that  he  backed  the  re-  t^^t  "^^0.0“  hjy  bfS 

worry  long.  with  the  Exhibit  A  gun  in  his  p  x  Marketinir  Nnf 

This  is  shop  talk  at  thirty-  The  copy  in  the  driver’s  seat  stomach.  Then,  like  the  cavalry  psychoioiS 

about  close  to  thirty  years  of  finally  saw  his  buddy  pursuing  m  a  B  picture,  the  police  came.  ,  go„jQi„g.;„„i  Jj.a„ 
police  reporting.  At  least  it’s  one  prisoner  down  one  street  The  switchboard  had  plugged  in  aa  a  consumers  what  con- 

"‘thirty”  for  his  night  police  and  spotted  the  reporter  doing  the  call  to  the  desk  sergeant  all  •  .x  j  ’  x  a 

beat,  because  now  the  author  is  the  hundred  in  ten  seconds  flat  ripht,  and  almost  simultaneously  ax  i  rnnst  nf  thpir  inmmp 
an  assistant  city  editor  of  the  up  the  other.  So  he  veiled  the  called  the  reporter,  who  hap-  barrel  head 

New  York  Daily  News.  So  the  customary  “Stop,  or  I’ll  shoot,”  pened  at  the  moment  not  to  be  ^  ^ 

purpose  is  interesting  recollec-  and  then  sent  a  .45  slug  about  playing  gin  rummy  in  the  i-f^wuroDnvr. 

tion  about  colorful  police  news  an  inch  to  starboard  of  Prager’s  shack.  ^  u  V  oa  t  x 

Teddy  Prager  covered  in  New  prow.  Police  reporter  Prager  The  reporter  learned  that  ENT.  By  Robert  St.  John.  New 

York.  halted,  and  bv  that  time  the  day  to  vide  ivith  the  police,  not  York:  Doubleday.  283  pp.  $3.95. 

Yet  between  the  lines  of  a  prisoner  had  rounded  a  corner  ahead  of  them.  After  calling  his  St.  John,  a  seasoned  Amen- 

lot  of  crime  stories  and  the  way  into  the  gloaming  of  the  lower  facts  to  rewrite,  he  added  an  can  newspaper  man,  was  calW 

Prager  covered  them,  one  finds  East  side.  EYI  memo:  “I  don’t  know  too  old  to  cover  the  war  he 

much  about  the  value  of  police  The  third  prisoner  wasn’t  whether  you’ve  ever  tried  to  ^w  coming  m  Aupst  of  1939. 

contacts,  even  discreet  under-  brave  at  all  that  evening.  His  climb  up  a  wall  backwards  with  Re  was  in  his  thirt^s.  bo  he 

world  sources,  and  newspaper  adrenals  were  sluggish,  and  he  a  gun  in  your  belly,  but  you  ^nd  his  wife  went  to  Europe  on 

codes  concerning  the  fine  line  relaxed  in  the  paddy-wagon  can  make  a  good  start  if  the  their  own— and  covered  the 

between  playing  square  with  waiting  for  the  hullaballoo  to  gun’s  as  big  as  that  one.”  war.  A  vivid,  interesting  ac- 

cops  and  remembering  you’re  .subside  so  he  could  go  quietly.  Prager  points  out  in  this  count  by  a  good  writer, 

working  first  for  a  newspaper  *  *  «  book,  reporters  play  ball  with  • 

and  its  public.  Incident  Recalled  ^  '*’^®  British  Reporter 

Maybe  you  have  to  have  been  .  ^  having  them  around  and  to  Travel  Grant  ' 

a  police  reporter  to  recognize  ”11  "'‘e  .^e  trusting  them— but  they  don’t 

the  full  significance  of  the  in-  fP®®l  ’'’^®  salesmen  s  stones,  ^^ke  arrests  on  their  own.  Through  a  plan  arranged  by 

betweens.  Still,  beginners  are  hasnt  changed  much:  Names  ^  ^  ^  the  English-Speaking  Union 

o.,  -.xrLoA  are  different,  expense  accounts  and  International  Press  Insti- 

jourLfm  s^lls  turning  out  important  tips  .  Studies  tute,  a  British  newspaperman  is 

hilinemal  cubs  with  more  Ecn-  liberal,  and  the  pay  is  With  good  case  studies,  going  to  do  a  spell  of  reporting 

noTui^  Pnllticnl  <?cioncp  anH  better  though  it  doesn’t  buy  Prager  shows  that  newspapers  for  a  small-city  paper.  Alan  W. 

Philnsnnhv  under  their’  hair  "^ach  more.  The  methods,  the  hire  editors  to  decide  whether  Knowles,  who  holds  a  Ford-E-S. 

than  puWishers  had  when  I  system,  and  the  need  for  a  story  is  to  be  killed;  they  hire  U.  Travel  Grant,  will  spend 

started^  out _ that  a  vounester  e®"f^cts  who  like  and  trust  you,  reporters  to  get  the  news,  not  part  of  his  nine-week  stay  in 

with  six  months’  exnerience  can  P^®^^^  universal.  And  the  suppress  it.  At  times,  sources  this  country  reporting  for  the 

get  pointers  from^  a  horse’s  Wessons  you  learn.  are  worth  saving  when  stories  Quincy  (Mass.)  Patriot  Ledger. 

mouth-book  like  this  one,  which  remember  a  Chicago  DaUy  are  more  interesting  and  nee-  At  home  he  is  an  editorial 

manv  of  us  took  a  lustrum  of  reporter  who  cultivated  a  dling  than  significant.  The  re-  writer  for  the  Bolton  (Lanca- 

bruises  to  pick  up  telephone  contact  at  the  switch-  porter  tries  to  convince  an  as-  shire)  Evening  News. 

^  Pj  board  of  police  headquarters,  sistant  city  editor  of  that.  He  Mr.  Knowles  is  secretary  of 

I  ’III  T  «  I  f  1  pretty  one.  His  expense  ac-  doesn’t  clam  up  on  his  own  the  Bolton  Branch  of  the  Na- 

A  Little  Too  Helpful  count  sent  her  a  five-pound  box  desk.  tional  Union  of  Journalists  and 

Of  course,  a  reporter  can  of  candy  each  Friday.  And  it  Prager  makes  good  points  a  member  of  the  Bolton  Trades 

help  out  his  friends,  the  cops,  would  be  right  friendly  of  her  about  guarding  against  becom-  Council.  Before  becoming  an 

too  eagerly,  as  Teddy  points  to  call  him  the  minute  she’d  ing  obligated  to  someone  who  editorial  writer  he  specialized 

out.  Once  Prager  arrived  at  a  handled  an  important  squeal  wants  to  buy  you  a  dinner  and  in  industrial  reporting, 

precinct  station-house  just  as  through  her  board.  a  fistful  of  cigars.  Or  a  TV.  • 

a  Black  Maria  started  unload-  It  was  good  candy  and  the  Every  reporter  runs  into  it  be-  o  pt  i  TU  A  \ 

ing  three  prisoners.  The  tired  reporter  was  young.  So  one  fore  long — and  it  usually  comes  Sneers  jor 

driver  stayed  in  his  seat  and  time  she  called  him,  “an  anony-  with  Machiavellian  smoothness.  Montgomery,  Ala- 

the  only  other  police  officer  mous  Voice  reported  a  man  just  It  may  look  as  innocent  as  your  Max  Moseley,  Montgomery 
walked  back  to  march  in  his  killed  his  wife  in  a  furnished  2-year-old  daughter  with  big  Advertiser  sports  editor  for  25 
take.  room  over  a  store  on  Ellis  blue  eyes.  But  it’s  more  lethal  years,  was  honored  by  5,000 

There  wasn’t  any  starting  avenue.”  She  even  had  the  than  a  2-year-old.  football  fans  at  the  halftinw 

gun,  but  the  first  two  hoodlums  exact  address.  The  repoi-ter  There  are  good  chapters,  too,  of  a  local  game.  They  gave  him 
hit  the  pavement,  sprinting — in  grabbed  a  cab,  bolted  from  the  on  How  It’s  Done — and  on  how  a  plaque  with  the  inscription: 
opposite  directions.  The  police  taxi  up  a  stairway,  and  through  it  shouldn’t  be  done.  And  cases  “For  outstanding  service  in  the 
officer  started  after  one.  The  a  door  he  found  open.  quietly  point  up  that  a  police  field  of  sports  for  25  years." 

driver  hadn’t  caught  on  to  what  The  Gal  on  the  Switchboard  reporter,  a  city  hall  reporter,  or  The  local  high  school  band 

was  happening,  and  Prager,  was  right.  The  wife’s  body  was  a  foreign  correspondent  is  as  played  a  musical  tribute  as 
with  fast  legs  weighted  with  sprawled  on  a  bloody  floor,  and  good  as  his  contacts  and  his  they  spelled  out  “M-A-X”  0" 
less  than  120  pounds,  chased  a  calm,  deliberate  man  was  understanding  of  what  he’s  try-  the  field. 


many  of  us  took  a 
bruises  to  pick  up. 


A  Little  Too  Helpful 
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Ferguson  A  Walker  Co.:  K.  E.  Klostermann.  Lake  Shore  Electrotype 
Cofnpanyi  and  Ken  Dennett,  O  Mara  &  Ormsbee. 


3-to-l  Ratio 
Of  Response 
For  Color  Ad 

Chicago 

Depth  interview  data  dis¬ 
closes  a  ratio  of  3  to  1  in 
favor  of  color  over  black-and- 
white  when  it  comes  to  a  di¬ 
rect  question  of  response  to 
advertisinp. 

This  information  was  given 
to  the  Color  Conference  this 
week  by  Robert  K.  Drew,  ad¬ 
vertising  manager  of  the  Mil¬ 
waukee  (Wis.)  Journal.  Addi¬ 
tional  tabulations  have  been 
■  made  from  the  field  survey  re¬ 
ports  of  Publication  Research 
Service  which  form  the  basis 
for  the  ColoROPtics  master 
presentation,  Mr.  Drew  ex- 
i  plained. 

“As  we  probe  deeper  into  the 
data,”  he  said,  “we  find  new 
evidence  of  the  strength  of 
black  and  white  copy  in  news¬ 
papers,  and  even  more  amazing 
advantages  for  the  low-cost 
added  color.” 

Among  the  questions  asked 
in  the  surveys,  three  specifical¬ 
ly  pinpointed  responsive  action 


55%  response  to  the  ads. 

On  the  same  basis  for  306 
responses  for  the  black  and 
white  ads  the  percentage  figure 
is  23%  response  —  55%  for 
color  —  23%  for  black  and 
white  —  or  a  bonus  of  some 
2  to  2  for  color. 


General  Mills 

(Continued  from  page  10) 


We  have  stepped  through  the 
door. 

“Yes,  we’re  learning  how  to 
use  ROP  color.  Hand  in  hand 
with  the  newspaper  industry, 
we’re  approaching  the  day 
when  new  achievements  in 
newsprint  textures,  inks,  plat¬ 
ing,  engn'aving  and  high  speed 
press  work  will  furnish  an 
ROP  color  product  not  unlike 
that  of  the  glossy  magazines.” 


ROP  Process 
In  San  Diego 
Tribune  Film 

Chicago 

A  motion  picture  describing 
the  technical  process  of  print¬ 
ing  ROP  newspaper  color  was 
presented '  to  the  color  confer¬ 
ence  by  Kenneth  Flood,  San 
Diego  (Calif.)  Union  Tribune. 
He  described  the  film  as  “an¬ 
other  low  pressure  presenta¬ 
tion”  by  his  newspaper  as  a 
contribution  to  the  general  ad¬ 
vance  of  color. 

N.  A.  Hazelip,  director  of  the 
film,  used  three  girls  named 
Rhonda,  Olga,  and  Pauline 
(ROP)  to  symbolize  the  ANPA 
standard  colors  of  red,  yellow 
and  blue.  Two  advertisements, 
one  ordered  by  Stokely-Van 
Camp  one  color  with  black  and 
the  other  by  Firestone  with  two 
colors  end  black  were  carried 
right  through  the  shop  from 
arrival  of  mats  to  dispatch  of 
tear-sheets  to  the  agencies  in¬ 
volved.  Also  shown  was  a  suc¬ 
cessful  local  department  store 
advertisement  promoting  blue 
denims. 


—“Did  you  happen  to  clip  or 
save  the  ad,  discuss  it  or  show 
it  to  anyone?”  .  .  “Did  it  make 
you  want  to  see,  try  or  investi¬ 
gate  what  is  advertised?”  .  . 
“Have  you  or  anyone  in  your 
family  responded  in  any  way 
to  this  ad?” 

Traceable  Responses 

Mr.  Drew  summarized  the 
findings  as  follows: 

Among  men  and  women  there 
were  1,031  directly  traceable 
responses  to  the  24  advertise¬ 
ments.  Of  these,  725  were  re¬ 
sponses  to  the  color  versions 
of  these  split  run  ads  and  306 
to  the  black  and  white  versions 
— a  ratio  of  2%  to  1  in  favor 
of  color. 

For  question  1,  above,  the 

ratio  of  response  between 
color  ads  and  black  and  white 
was  2%  to  1  in  favor  of  color. 

For  question  2,  above,  the 

ratio  of  response  between 
color  ads  and  black  and  white 
was  more  than  2  to  1  in  favor 
of  color. 

For  question  3,  above,  the 

ratio  of  response  in  favor  of 
color  was  3  to  1. 

To  look  at  it  from  still 

another  vantage  point;  1,325 
people  who  remembered  the 
color  versions  of  these  24  split 
run  test  ads  five  days  after 
publication  recorded  725  defi¬ 
nite  action  responses  —  or  a 


hardly,  at  the  present  prices, 
even  the  weakest  alibi. 

“Recently  I  asked  one  of  the 
large  New  York  agencies  if 
they  had  any  demonstrable 
ROP  success  stories  in  their 
shop — or  failures  for  that  mat¬ 
ter.  The  reply  came  back  ‘De¬ 
spite  the  high  volume  of  our 
billings,  there  is  no  definite  in¬ 
dication  that  such  material  is 
available  here.  In  fact,  we  have 
handled  only  two  or  three  in¬ 
tensified  efforts  through  ROP. 
In  one  instance  that  we  did 
experience  a  tremendous  sales 
surge,  it  is  difficult  to  say  just 
how  much  of  the  i  ncreased 
sales  were  attributable  to  in¬ 
creased  advertising  pressure 
generally  and  how  much  was 
attributed  to  the  use  of  ROP 
color  specifically.’ 

“Also  we  note  that  ROP 
color  is  still  unavailable  in 
many  markets.  The  advertiser 
who  wants  immediacy  and  news 
value  on  a  national  campaign 
is  forced  to  the  realization  that 
ROP  can’t  do  the  job  alone. 
There  are  tooo  many  gaps.  In 
the  important  categories  of 
promotion  and  new  products, 
where  it  is  highly  valuable, 
ROP  color  is  crippled  by  lack 
of  spread. 

“It  is  a  cliche  to  say  that 
newspaper  color  is  on  the 
threshold  of  a  great  forward 
movement.  I  would  go  farther. 


Wine  Firm  Breaks 
Color  in  Papers 

In  the  first  intensive  print 
advertising  campaign  in  its  his¬ 
tory,  Mogen  David  Wine  Corp. 
will  place  full-color,  page-ads 
in  newspapers  in  75  U.S.  mar¬ 
kets  (via  Edward  H.  Weiss  * 
Co.). 

The  newspaper  schedule  is 
part  of  a  $3,500,000  campaign 
for  1957-58 — nearly  50%  larger 
than  last  year.  A  light,  sophis¬ 
ticated  appeal  to  the  young 
married  set  is  featured  in  col¬ 
orful  ads  for  both  Mogen 
David  Wine  and  the  company’s 
new  line  of  Key  Wines. 

The  advertisements  will  ap¬ 
pear  this  fall  in  newspapers  in 
16  major  U.S.  markets.  Similar 
ads  in  American  Weekly, 
Parade,  and  other  newspaper 
Sunday  supplements  will  appear 
in  60  other  cities  across  the 
country. 

Previously,  Mogen  David 
Wine  Corp.  had  concentrated 
its  advertising  in  network  tele¬ 
vision. 

The  company  is  also  placing 
its  first  schedule  of  full-color 
advertising  in  national  maga¬ 
zines,  and  is  expanding  its  tele¬ 
vision  effort  to  include  daytime 
as  well  as  nighttime  network 
television. 
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‘Man  Under  Guns* 

The  production  manager  was 
described  as  “the  man  under 
the  guns”  in  production  of  color 
plates.  His  work  with  the 
stereotype  superintendent  was 
described.  Viewers  were  taken 
through  the  intricate  process  of 
the  Master  Mat  Matcher.  Then 
the  step  of  “cutting  out  paper 
dolls”  was  pictured  as  certain 
parts  of  one  of  the  ads  had  to 
be  highlighted. 

The  trimmed  and  highlighted 
mats  were  taken  through  the 
stereotyping  foundry  and  the 
scorcher.  Then  the  mats  were 
ready  for  casting.  The  cooled 
plates,  marked  for  press  posi¬ 
tions,  were  now  ready  for  final 
milling.  The  difficulties  of  this 
operation  were  explained  by 
noting  that  the  skilled  operator 
responsible  for  routing  had  to 
use  his  hands  and  feet  at  the 
same  time. 

The  one  color  and  black  ad 
of  Stokely-Van  Camp  exempli¬ 
fied  the  plastic  mat  process. 

Both  finished  plates  were 
shown  put  on  the  press,  which 
was  run  slowly  at  first  for  re¬ 
gister  tests  and  final  adjust¬ 
ments.  Finally  came  the  shout 
of  “Let  her  roll!”  and  the  high 
speed  presses  began  sending 
out  copies  of  the  daily  to  100,- 
000  San  Diego  homes. 
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manager  of  the  Oshkoi^h  (VVis.) 
Daily  Northwestern,  told  of  a 
pre-carrier  training  program 
adopted  on  his  paper.  Hasty 
selection  of  newspaperboys  can 
cause  trouble,  he  felt.  His  policy 
has  been  to  hire  boys  at  the 
state’s  minimum  age,  12  years, 
because  in  most  cases  a  boy 
starting  at  this  age  will  give 
the  paper  his  services  from  two 
to  five  years. 

With  the  permission  of  the 
State  Industrial  Commission,  he 
started  a  program  to  train  boys 
before  they  are  12  instilling  in 
them  the  desire  to  want  to  carry 
a  route  when  they  come  of  age. 
Classified  ads  attracted  the 
prospects  who  had  to  have 
their  p  a  r  e  n  t  s’  permission. 
Trainees  were  not  guaranteed 
a  route  but  would  be  given  first 
consideration.  The  first  class 
has  over  100  boys,  he  said,  who 
meet  one  night  each  month. 

Topics  for  instruction  and 
discussion  ranged  from  explana¬ 
tion  of  record-keeping  and  other 
carrier  activities  to  touring  the 
newspaper  plant  and  emphasiz¬ 
ing  the  importance  of  good 
school  grades,  neatness,  prompt¬ 
ness,  honesty,  etc.  He  said  the 
program  has  stimulated  interest 
in  the  entire  community. 


crew  of  nine  present  and  former 
carriers  operated  Tuesday 
through  Friday  with  five  active 
each  day.  Customers  were 
sampled  one  day  in  advance  of 
solicitation.  The  boys  were 
paid  75  cents  for  each  six-week 
sub  sold  and  given  money  for 
their  noon  meals. 

.'X.n  average  of  30  contacts 
per  salesmen  per  day  were 
made  and  at  the  end  of  10 
weeks  the  crew  had  sold  619 
new  six-week  subscriptions  at 
a  cost,  not  counting  samples,  of 
$1.12  per  order.  The  sales  rep¬ 
resented  13-1/3%  of  the  4,645 
calls. 


typers  were  transferred,  seven 
pressmen  were  eliminated  on 
Saturday  but  three  were  added 
to  the  Friday  night  crew, 
Saturday  mailers  were  moved 
to  the  Saturday  night  side 
eliminating  eight  extra  staffers. 

Although  more  newsprint  is 
used  in  the  combined  paper,  ad¬ 
vertising  linage  in  the  one 
Saturday  edition  increased  509 
inches  in  12  weeks  since  it  was 
started  July  6  this  year. 


‘Project  150’ 
Has  Historic 
Undertones 


Healthier  Edition 


Junior  Sales  Crew 

Ed  Keefe,  circulation  man¬ 
ager  of  the  La  Crosse  (Wis.) 
Tribune,  reported  on  the  oper¬ 
ation  of  a  Junior  Sales  Crew 
to  combat  summer  slump,  A 


K.  W.  Carrithers,  Peoria 
Journal  S!tar,  reviewed  his 
newspaper’s  successful  merger 
of  morning  and  afternoon 
Saturday  papers  into  a  larger 
and  healthier  morning  paper. 
The  regular  news  section  was 
increased  four  pages  to  include 
the  best  features  from  the 
evening  paper.  The  sports  sec¬ 
tion  was  expanded.  An  eight- 
page  TV  tabloid  section  was  ex¬ 
panded  to  16  pages  and  localized 
with  other  features  under  the 
name  “Weekender.”  The  eve¬ 
ning  carriers  were  given  the 
assignment  of  delivering  the 
Saturday  morning  paper  as  they 
also  delivered  the  Sunday  paper. 
The  morning  carriers  made  the 
same  profit  as  they  had  with 
the  six-day  delivery. 

Mail  surveys  revealed  sub¬ 
scriber  reaction  was  favorable. 
Manpower  was  reduced  in  vari¬ 
ous  mechanical  departments — 
nine  less  printers  work  on  the 
Saturday  day  side,  two  stereo- 
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Afternoon  Decline 


Fred  Varga,  Louisville  Cour¬ 
ier-Journal  and  Times,  noted 
there  is  a  declining  trend  on 
the  afternoon  side  of  morning- 
evening-Sunday  combination  op¬ 
erations.  There  are  118  such 
combinations  in  116  cities,  he 
reported. 

In  addition,  there  were  one 
morning  and  nine  evening  com¬ 
petitors  in  those  cities  in  1947. 
By  1957  these  had  been  reduced 
to  none  in  the  morning  and  five 
in  the  evening. 

The  total  circulations  of  all 
publications  in  those  116  cities 
shows  an  increase  of  14.8%  for 
mornings  and  8.8%  for  eve¬ 
nings.  This  is  a  reversal  of  the 
national  growth  trend  which 
shows  total  morning  circula¬ 
tions  up  8.7%  and  evenings  up 
12.2%  in  that  period. 


Heavy  Sampling 


In  the  18  combinations  in  the 
Central  States  area  the  con¬ 
trast  is  more  pronounced,  Mr. 
Varga  reported,  showing  in¬ 
creases  for  morning  papers  up 
20%  and  evenings  up  2.5%.  It 
is  even  more  pronounced  in  the 
10  groups  in  cities  of  500,000 
population,  he  said,  with  morn¬ 
ings  showing  a  21.9%  growth 
and  evenings  only  1.3%. 

Mr.  Varga  said  his  inquiries 
as  to  what  action  is  being  taken 
toward  combatting  this  de¬ 
clining  evening  trend  brought 
the  answer  “nothing  specific.” 
One  paper  that  has  kept  both 
papers  at  the  same  rate  of 
growth  reported  sampling  and 
solicitation  as  its  most  power¬ 
ful  promotional  tools.  This 
paper  samples  as  much  as  6,000 
potential  subscribers  a  day  for 
one  month  during  which  time 
they  are  called  upon  three 
times. 

Mr.  Varga  concluded:  “We 
believe  from  our  own  ex¬ 
perience  and  observing  others, 
that  should  an  undesirable 
trend  exist  on  a  morning,  eve¬ 
ning  and  Sunday  paper,  it  is 
wholly  within  the  power  of 
management  to  control  it  by 
the  shift  of  editorial  and  cir¬ 
culation  emphasis,  ever  mind¬ 
ful  that  the  policy  change  will 
not  work  overnight  magic.” 


Dayton,  Ohio 

The  Journal  Herald  dra¬ 
matically  marked  the  start  of 
its  150th  year  with  “Project 
150,”  in  which  48  reporters, 
editors  and  photographers  fan¬ 
ned  over  the  city  at  1:.50  p.m. 
Sept.  18  to  record  “a  minute  in 
the  life  of  Dayton.” 

None  of  them  knew  why  that 
minute  or  that  date  had  been 
chosen — until  after  they  had 
gathered  their  “slices  of  life.” 

Letters  of  comment  were 
prompt.  Only  one  was  critical 
— a  savings  and  loan  company 
whose  clock  and  temperature 
sign  appeared  in  the  smash  pic¬ 
ture  asked  why  the  woman  in 
the  candid  shot  was  quoted  as 
saying  she  was  going  to  a  com¬ 
peting  savings  and  loan  office. 
Reason  was  that’s  where  the 
\voman  said  she  was  going. 

Assignments  were  given 
everyone  by  R.  Marshall  Stross, 
city  editor.  So  when  one  com¬ 
pany  called  to  say  their  chair¬ 
man  of  the  board  would  be 
willing  to  telephone  from  his 
New  York-bound  airplane  at 
precisely  1:50  p.m.,  Managing 
Editor  John  S.  Moore  took  the 
call.  Mr.  Stross  took  a  picture 
of  the  newsroom  at  the  precise 
moment,  empty  except  for 
Moore. 

It  was  on  Sept.  18,  1808,  that 
Dayton’s  first  newspaper,  the 
Dayton  Reportory,  appeared.  It 
was  a  four-page  weekly  that 
missed  the  second  week,  but 
appeared  with  Vol.  1,  No.  2  two 
weeks  later.  The  Ohio  State 
Archaelogical  and  Historical 
Society  has  traced  the  Journal 
Herald’s  history  from  that 
date. 


John  Thompson. 

Elgin  ME,  Retires 

Elgin,  Ill- 


John  E.  Thompson  has  re¬ 
tired  as  managing  editor  of  the 
Elgin  Courier-News,  a  position 
he  has  held  for  35  years.  He 
has  been  with  Elgin  newspapers 
for  43  years,  having  started 
as  a  reporter  on  the  Dailu 
News  in  1914. 

He  and  his  wife  plan  to 
move  to  Juno  Beach,  Fla.,  later 
this  Fall.  Mr.  Thompson  is  the 
fourth  member  of  the  Courier- 
News  staff  to  retire  under  the 
Copley  Press,  Inc.,  retirement 
plan. 
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Linage  Increase 

(Continued  from  pat/e  11) 


Hawaiian  pineapple  sold  out 
18,500  cases,  or  16  carloads. 

In  Minneapolis  and  St.  Paul, 
the  Sunshine  Biscuit  bakers 
ran  a  Hydrox  cookie  4-color 
ad  and,  in  just  nine  stores,  they 
sold  10  tons  of  Sunshine  prod¬ 
ucts  in  10  days. 

In  Minneapolis,  American 
Crystal  Sugar  (black  and  red) 
series  zoomed  the  product  from 
89f'  “on  hand  and  in  use” 
brand  standing  among  Henne¬ 
pin  county  housewives  in  195.') 
to  a  whopping  35%  on-hand- 
and-in-use  record  in  1956. 

Sold  Homes 

In  Indianapolis,  Eastwood 
all  brick  homes  (black  and 
red)  not  only  sold  out  all  50 
of  the  homes  available  —  a 
I  $728,000  sale  for  a  $1,070  ad 
!  expenditure — but  also  piled  up 
'  orders  for  150  more  homes, 

'  with  all  this  action  within 
I  three  days. 

'  In  Washington,  D.C.,  a  full 
color  ad  for  Marumsco  Village 
sold  54  new  homes  on  opening 
day  and  sold  more  than  1,000 
,  homes  during  the  following  six- 
day  period. 

In  Paducah,  Ky.,  so  many 
people  got  word  of  a  Midwest 
milk  contest  (red  blue  and 
black)  that  they  went  to 
Paducah  food  stores  to  get  and 
fill  our  700,000  entry  blanks. 

In  Nashville,  Tenn.,  Old 
Hickory  sausage  ran  a  4-color 
ad  and  it  turned  out  to  be 
one  of  the  biggest  producers 
of  volume  in  the  history  of 
the  Nashville  meat  industry. 

Matching  Sets 
In  the  Chicago  Tribune, 
Lytton’s  ran  an  ad  featuring 
Interwoven  socks  with  match¬ 
ing  neckties  and  sold  out  not 
only  store  stocks  but  sold  out 
every  set  in  Interwoven’s  mid¬ 
west  warehouse. 

In  Milwaukee,  the  Wood- 
Hahlberg  Co.,  ran  a  950-line 
4  one-color  ad  in  the  Journal 
that  not  only  produced  .50% 
more  sales  leads  than  their 
usual  advertising,  but  also 
produced  better  quality  sales 
leads.  Twenty-eight  percent  of 
the  response  turned  into  sales 
of  the  company’s  hearing  aids. 
Responses  reached  their  peak 
four  days  after  the  ad  ap¬ 
peared  and  people  were  still 
writing  in  three  weeks  after 
the  ad  appeared. 

Formula  Suggested 
Mr.  Weed  suggested  this 
I  I  formula  to  sum  up  the  story 
of  the  sales  impact  and  sales 


Explosive  power  of  ROP  was 
demonstrated  by  Robert  N. 
Weed,  National  Newspaper  Pro¬ 
motion  Association,  by  blasts  of 
steam  from  device  shown  beside 
him  at  speaker's  rostrum. 

power  of  ROP  newspaper 
color : 

BAM  Plus  ROP  equals 
MSPT  —  Basic  Advertising 
Medium  Plus  ROP  equals  More 
Sales  Per  Thousand. 

Walter  Kurz,  advertising  di¬ 
rector  of  the  Chicago  Tribune, 
listed  seven  ways  in  which 
ROP  color  “enriches  in  a 
powerful  way  public  feeling 
for  a  brand  or  a  store.”  His 
list: 

1.  It  delivers  impact,  like 
these  sample  full-page  adver¬ 
tisements  for  Marlboro  ciga¬ 
rettes  and  Calvert — 368  square 
inches  of  impact. 

2.  It  provides  an  atmosphere 
of  action. 

3.  It  accentuates  NEW,  one 
of  the  best  words  in  the  ad¬ 
vertising  lexicon. 

4.  It  sets  a  mood. 

.5.  It  is  more  persuasive,  as 
depth  interviews  have  shown. 

6.  It  enhances  quality. 

7.  It  indicates  modernity. 

He  translated  ROP  into  the 

special  meaning  of  “Reached — 
Overwhelmed — Purchased.” 

A  contribution  to  the  series 
of  success  stories  was  offered  by 
Gilbert  P.  Swanson,  Spokane 
Newspapers.  It  concerned  Ar¬ 
thur  L.  Madsen,  agency  man 
who  has  used  newspaper  color 
successfully  for  many  years  on 
several  retail  accounts. 

In  proposing  color  (he  uses 
mostly  spot)  Mr.  Madsen  asks 
his  client  how  he  would  like  to 
do  business  in  a  market  with 
three  million  people,  three  times 
the  size  of  the  Spokane  market. 
Before  things  get  confused,  he 
follows  with  the  haymaker  that 
color  will  produce  three  times 
the  results  of  black  and  white — 
and  there’s  his  three  million 
market. 

“Isn’t  that  a  neat  twist?” 
commented  Mr.  Swanson.  “It’s 
not  talk  either,  for  he  has  used 


color  consistently  in  developing 
a  $2-million-a-year  volume  for 
a  downtown  furniture  outlet 
which  does  a  per-square-foot 
volume  13  times  the  national 
average. 

“This  furniture  store  does  a 
whale  of  a  mail-order  business 
and  Art  Madsen  floored  me 
with  the  fact  that  a  full  page 
in  color  will  sell  more  bedding 
without  a  brand  label  than  a 
full  page  of  black  and  white 
featuring  a  national  brand.” 

Mr.  Swanson  read  a  telegram 
from  Len  Collins,  Media  Rec¬ 
ords,  New  York,  asserting  that 
newspaper  dollar  revenue  in¬ 
creased  during  the  first  seven 
months  of  this  year  at  a  rate 
of  somewhere  between  one  and 
one  half  and  two  percent. 

“Actually,  from  the  stand¬ 
point  of  volume,  we’ve  never 
had  it  so  good,  and  it  seems 
safe  to  predict  that  10  years 
from  now  we  will  look  back  on 
these  as  lean  years  linagewise,” 
Mr.  Swanson  said. 

Leaders  Compared 

Illustrating  the  “fantastic 
volume  of  advertising  at  a  very 
low  rate”  carried  by  newspa¬ 
pers,  Mr.  Swanson  compared 
Life  magazine  and  the  Loa 
Angeles  Times,  top  in  linage 
for  their  respective  fields  in 
1956. 

“Last  year  the  Los  Angeles 
Times  published  366  issues. 
Life,  51,”  he  pointed  out.  “Life 
charges  an  open  rate  of  $48.70 
per  line  compared  to  the  high¬ 
est  open  rate  of  $1.75  per  line 
for  the  Times  Sunday  edition. 
When  you  convert  circulation  of 
the  two  media  to  a  common  de¬ 
nominator  and  compare  the 
line  rates  per  1000  or  per  mil¬ 
lion  subscribers.  Life’s  open 
rate  is  more  than  four  times 
that  of  the  Times.  Life  in  1956 
published  3,165,918  lines  of  ad¬ 
vertising;  by  contrast  the  times 
carried  66,295,285 — more  than 
20  times  that  of  Life. 

“Like  Woolworth’s  in  the 
merchandising  field,  the  daily 
newspaper  must  be  and  is 
equipped  to  handle  a  tremend¬ 
ous  volume  of  business  at  a 
low  rate  and  at  a  low  profit 
margin  per  unit  serviced.” 

New  York  Next  Year 

Major  themes  besides  the 
optimistic  predictions  of  in¬ 
creases  included  the  frequently 
reiterated  suggestion  that  pub¬ 
lishers  should  “make  ROP  easy 
to  buy”  by  establishing  fre¬ 
quency  and  quantity  discounts. 

The  problem  of  “color  blind” 
New  York  is  being  tackled  by 
having  the  Third  Annual  Color 
Conference  in  New  York  next 
year. 


“On  the  day  when  one  major 
New  York  daily  goes  to  full 
color  across  the  board,  the 
black  and  white  newspaper  in 
America  will  be  living  on  bor¬ 
rowed  time,”  Louis  M.  Brownell 
Jr.,  Reilly-Lake  Shore  Electro¬ 
type  Divisions,  said. 

“As  of  today,  only  two  major 
New  York  dailies  carry  any 
color:  AVjc  York  Journal- Amer¬ 
ican  and  the  Seiv  York  Post.” 
(Two  Long  Island  dailies  offer 
full-color.) 

Mr.  Brownell  said  65  nation¬ 
al  advertisers  have  placed  ROP 
color  from  New  York  through 
38  agencies  in  the  last  year  and 
a  half. 

On  the  question  of  discounts 
a  sample  of  v/hat  newspaper 
advertising  directors  feel  on  the 
subject  was  furnished  by 
Charles  B.  Lord,  Indianapolis 
Star  and  S’ews.  After  pointing 
out  that  J,  Walter  Thompson 
Co.,  had  tried  to  get  discounts 
from  newspapers  (E&P,  Sept. 
21)  and  obtained  “an  amazing 
conglomeration,”  Mr.  Lord  con¬ 
tinued  : 

Proposes  a  Network 

“Newspapers  lost  over  $6 
million  worth  of  business,  busi¬ 
ness  that  went  to  our  more 
versatile  competition  because 
they  were  easier  to  buy  and 
made  a  package  deal  possible. 

“I  honestly  believe  that  this 
will  not  happen  to  newspapers 
again.  I  think  I  can  now  see 
emerging  on  metropolitan  news¬ 
papers  a  formula  for  Frequen¬ 
cy  and  Volume  Contracts  for 
national  advertisers  that  will 
ultimately  preclude  the  possi¬ 
bility  of  another  such  debacle.” 

Mr.  Lord  also  suggested  a 
“Network  of  ROP  Color  News¬ 
papers”  which  would  make  for 
“flexible  network  package 
buys.” 

“The  swing  toward  ROP  Col¬ 
or  has  been  accomplished  with 
a  speed  that  leaves  most  of  us 
a  little  breathless,”  James  H. 
Armistead,  Nashville  Tennes¬ 
sean,  said.  In  five  years,  ROP 
Color  linage  has  more  than 
doubled. 


Color  Conference 
Record  Printed 

A  printed  record  of  pro¬ 
ceedings  of  the  Second  An¬ 
nual  Color  Conference  will 
be  prepared  by  the  Chicago 
Daily  Netca,  it  was  an¬ 
nounced.  This  service  was 
performed  by  the  same  news¬ 
paper  last  year. 

The  News  also  was  respon¬ 
sible  for  providing  delegates 
with  an  alphabetical  list  of 
all  registering  for  the  confer¬ 
ence. 
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Aug.  Auto, 
Financial 
Linage  Up 

Automotive  and  Financial 
linage  in  the  52  cities  measured 
by  Media  Records,  Inc.,  proved 
to  be  the  bread  winners  during 
the  month  of  August  by  regis¬ 
tering  gains  of  15%  and  0.2% 
respectively.  All  other  linage 
classifications  failed  to  bring 
home  the  bacon. 

Total  linage  was  off  4.8% 
with  a  total  of  216,436,759  in 
August  of  this  year  compared 
with  227,297,178  lines  a  year 
ago  August.  Total  linage  for 
the  year  to  date  was  off  2.8%. 

Losses  in  the  other  classifi¬ 
cations  for  August  were  as  fol¬ 
lows:  Display,  3.9%;  Classified, 
7%;  Retail,  5.3%;  Department 
Store,  6.9% ;  and  General,  6.9%. 

All  was  not  gloomy,  however. 
The  Editor  &  Publisher  Index, 
based  on  monthly  and  yearly 
averages  for  the  years  1952-’57, 
shows  gains  in  all  classifications 
both  for  the  month  of  August 
and  for  the  year  to  date:  Total, 
4.9%  and  6.5%;  Display,  6.4% 
and  7%;  Classified,  0.1%  and 
6%;  Retail,  4.8%)  and  5.2%; 
Department  Store,  1.1%  and 
3.2%;  General,  3%  and  3.8%); 
Automotive,  23.8%  and  22.1% ; 
and  Financial,  14.3%  and  27%. 

City-by-city  figures  follow: 


AKRON 

.  OHIO 

1957 

1956 

Beacon  JournaI>e 

2,188,143 

2,204.851 

9  Beacon  Journals 

880,798 

807,081 

Grand  Total 

3,068,941 

3,011,932 

ALBANY.  N.  Y. 

Knickerbacker- 

News-e  . 

1.234,862 

1,209,787 

Times  Union-m  . . 

1,047,079 

1,003,896 

•Times  Union-S 

464.306 

420,877 

Grand  Total  . . . 

2,786,247 

2,634.660 

NOTE:  Times  Union-S  includes  part- 

run  advertising;  8,851  lines 

(1967)  : 

10,376  lines  (1966). 

ALBUQUERQUE,  N.  M. 

Journal-m  . 

1,370.459 

1,281,640 

IJoumal-S  . 

876,816 

324.106 

Tribune-e  . . . 

1,341,389 

1,265.921 

Grand  Total 

3,087,668 

2,861,667 

ANDERSON,  IND. 

Bulletin-e  . 

869,948 

980,907 

Herald-m  . . 

644,014 

692,492 

•Herald-S 

200,658 

176.496 

Grand  Total 

1,704,620 

1,849,896 

AUGUST  Newspaper  Linage — .‘>2  Cities 

(Compiled  bj)  EDITOR  &  PUBLISHER  from  Media  Record  Measurements) 


227,297,178 

213,961,302 

1,891,793,102 


August  . 

216,436,759 

July  . . . — . 

204,044,997 

Year  to  date  . 

1,839,195,876 

Display 

August  . . 

158,334,094 

July  . .  . 

147,554,967 

Year  to  date  . 

1,368,505,321 

Classrified 

August  _ _ 

58,102,665 

Julv  . . . 

56,490,030 

Year  to  date  . 

470,690,555 

Retail 

August  . 

116,447,772 

July  . . . . 

104,614,371 

Year  to  date  . 

967,393,885 

Department  Store 

August  . . 

42,766,281 

July  . 

36,060,328 

Year  to  date  . 

353,169,715 

General 

August  . 

24,610,817 

July  . . . . 

24,217,425 

Year  to  date  . . 

247,185,753 

Automotive 

August  . . . 

14,521,880 

July  „  . 

14,315,088 

Year  to  date  . 

121,812,548 

Financial 

August  _ _ 

2,753,625 

July  . .  . . 

4,509,083 

Year  to  date  . . 

32,113,135 

ATLANTA.  GA. 


164,803,217  96 

153,436,484  96 

1,397,221,690  97 

62,493,961  93 

60,524,818  93, 

494,571,412  95 

122,997,896  94 

108,740,133  96 

983,992,569  98 

45.912.600  93 

38,596,740  93 

357,144,516  98 

26,430,465  93 

27,097,988  89 

264,801,821  93 

12,626,091  115 

12,946,733  109 

117,876,700  103 

2,748,765  100 

4,651,630  96 

30.550.600  105 

BOSTON,  MASS. 


(}onstitntion>m 

Journal-e  . 

Journal  & 
Constitution-S 

Grand  Total 


1957 

1,610,719 

2,223,939 

840,141 

1966 

1,449.344 

2.260,719 

860.297 

American-e  .... 
Record-m 
•Adverti»er-S 
Globe-e  . 

1967 

197.816 

246,790 

64,880 

429,432 

4,674,799 

4,570,360 

Globe-S  . 

Herald-m 

.  211,436 

341,884 

CITY,  N. 

J. 

tHerald-S  . 

189,105 

813,040 

803.709 

Traveler-e  . 

418,692 

135,816 

137,676 

Post-m  . 

Post-S  . 

Grand  Total  948,866  941,286 

BALTIMORE,  MD. 

•American-S  C00,4G6  623.631 

News-Post-«  1.871,362  1,400,384 

Sun-m  .  1,238,949  1,273,629 

Sun-e  2,016,369  2,140,363 

tSun-S  .  1,168,244  1,162,681 

Grand  Total  6,386,380  6,490,688 
BAYONNE,  N.  J. 

Times-e  339,444  360,113 

BINGHAMTON,  N.  Y. 

Press-e  1,258,211  1,290,416 

5Press-S  .  .  264,361  219,838 

Sun-m  .  436,683  429,276 

Grand  Total  ..  1,969,246  1,939,629 

BIRMINGHAM,  ALA. 
Post-Herald-m  ...  1,313,880  1.267,334 

News-e  .  1,974,431  1,924,067 

tNews-S  .  706,463  782,880 


Grand  Total  8,993.764  8,913,781 
NOTE:  News-e  includes  part-run 
advertising:  43,108  lines  11967)  ; 

41.888  lines  (1966). 

1966  totals  supplied  by  publisher. 


Tribune-m  .  . , 

Tribune-S  . , 

t Daily  News-e 

American-e 

•American-S 

Sun-Times-m 

ISun-Times-S 


2,666,786 

1,188,406 

1,747,888 

820,336 

279,217 

1,199,171 

468,359 


American-e  .  197,816  628,782 

Record-m  .  246,790  716,162 

•Adverti.oer-S  ....  64,880  267,139 

Globe-e  .  429,432  1,856,436 

Globe-m  .  360,868  1,006,787 

Globe-S  .  211,436  1,024,664 

Herald-m  .  341,884  1,009.596 

tHerald-S  .  189,106  988,933 

Traveler-e  .  418,692  1,451,707 

Post-m  .  304.817 

Po«t-S  .  120,266 

Grand  Total  . .  2,459,792  8,869,217 

Boston  Post  ceased  publishing  Oct. 
6.  1956.  All  Boston  newspapers  sus¬ 
pended  Aug.  10,  1967  and  resumed 
Aug.  80th  (e),  Aug.  8l8t  (m). 

•Includes  9.309  lines  AMERICAN 
WEEKLY. 

tincludes  12,565  lines,  THIS  WEEK. 
BUFFALO.  N.  Y. 

Courier  Express-m  968,809  966,186 

•Courier 

Express-S  821.036  863.634 

Evening  News-e  2,187.248  2.810.498 

Grand  Total  . .  3,927.092  4,180,318 

CAMDEN.  N.  J. 

Courier-Post-e  958.831  1,024,450 

CHARLESTON.  W.  VA. 

Gazette-m  .  985,716  1.020.792 

Ga*ette-S  .  289.661  816,731 

Mail-e  . 888.566  880,057 

IMail-S  .  268,668  267,687 

Grand  Total  . .  2,422,510  2.486,167 

CHARLOTTE.  N.  C. 

.\ews-e  .  1,007.328  1,121,012 

Ohserver-m  1.436.130  1.461,606 

tObserver-S  467,470  460,024 

Grand  Total  2.918,928  3.032,641 

CHICAGO,  ILL. 


2,671,994 

1,319,673 

1,719.279 

818,017 

222.764 

1.249.094 

416.902 


American-S  168,224  lines 

(1967)  1 

136,002  lines  (1956) 

tincludes  68,366  lines,  THIS  WEEK  1 

CINCINNATI,  OHIO 

1957 

DM 

Enquirer-m  . 

1,851.273 

1.764,N| 

•tEnquirer-S  . 

1,134,582 

1.275,m 

Post-«  . . 

1,245,326 

1.446,IS( 

Times-Star-e  ... 

1,089,789 

1.276.«i 

Grand  Total  .  . . 

6,320,970 

6.75^ 

CLEVELAND,  OHIO 

Plain  Dealer-m  . . 

2,027,723 

2,062, 8!l 

•tPlain  Dealer-S  . 

1,662,366 

1.73J,7* 

News-e  . 

868,397 

902.61: 

Press-e  . . . 

2,633.517 

2.699,611 

Grand  Total 

7,092,002 

COLUMBUS,  OHIO 

Dispatch-e  . 

1,786,924 

1.746,136 

Dispatch-S  . 

1,011,794 

1,003.396 

Citizen-e  . 

691,676 

662.436 

iCitizen-S  . 

306,785 

311,926 

Ohio  State 

Joumal-m  . 

633,087 

679,121 

Star  (W)  . 

61,187 

60.811  , 

Grand  Total 

4,491,463 

4.466,028 

DALLAS,  TEX. 

News-m  . 

1,908.860 

1.869.906 

tNews-S  . 

612,867 

578.7K 

Times  Herald-e  . . 

2.198,043 

2.3.'>1.46l 

•Times  Herald-S  . 

610.688 

684,382 

Grand  Total  . . . 

6.330,348 

6.384.498 

DAYTON.  OHIO 

Journal-Herald-m . 

1,646.105 

1,748,781 

News-e  . 

1,893.816 

2.079.662 

News-S  . . 

663.386 

690.699 

Grand  Total  . . . 

4.193,307 

4.519.133 

DENVER,  COLO. 

Rocky  Mtn. 

News-m  . 

1,648,696 

1.551.846 

•fRocky  Mtn. 

1 

News-S 

364.012 

332.831 

Post-e  . . . 

1,978,488 

2,162.582  ' 

tPost-S  .....  .  . 

764.776 

698.489 

Grand  Total 

4,646.872 

4.745.747  I 

*Inc1ude5r  65,161 

lines  AMERICAN 

WEEKLY. 

J 

DES  MOINES,  IOWA  1 

Recister-m  . 

709,869 

696.223 

Tribune-e  . 

900,949 

941.246 

tRegister-S  . 

428,949 

441.949 

Grand  Total 

2.039.767 

2,071.417 

DETROIT.  MICH. 

Free  Press-m  .  . . 

1,036,318 

1.328.179 

IFree  Press-S  . .  . . 

835.388 

354.002 

News-e  . 

1,610.904 

2.298,777 

tNews-S  . 

665.162 

1,086.956 

Times-e  . 

838.440 

1.212,812 

•Times-S  . 

866,906 

376,871 

Grand  Total 

4.842,108 

6.556,698 

NOTE :  Because 

of  strike: 

Aug.  17-23,  Free 

Press-Aujf.  1M4. 

Times-Aug.  19-23, 

did  not  publish. 

tincludes  39.286 

lines.  THIS  WEEK 

DULUTH.  MINN, 

Herald-e  . 

844.376 

858.6.51 

News-Tribune-m  . 

643.163 

577.999 

News-Tribune-S 

422.642 

404.908 

Grand  Total 

1,910,180 

1,841.55' 

ELMIRA.  N.  Y. 

Advert  iser-m  ... 

862.949 

393.454  , 

Star  Gazette-e 

842.548 

934.867  ' 

••Telegram-S  .  . . 

207,622 

179.424 

Grand  Total 

1,413,019 

1,507.747 

EL  PASO.  TEX. 

Times-m 

1,217.191 

1,289.145 

8Times-S  . 

.397,034 

877,043 

Herald-Post-e  . . . 

1,385,701 

1,318.771 

Grand  Total 

8.029.926 

2.985.159 

ERIE.  PA. 

News-m  . 

1,183,979 

Tiraes-e  . 

1,248.383 

1.464.265 

|Times-News-S 

387,478 

361.191 

TimevS  . 

Grand  Total  8.249,657  8,416,728 
NOTE :  Includes  part-run  advertis¬ 
ing:  Tribune-m  638,080  lines  (1957)  : 
723.636  lines  (1966). 

Tribune-S  662.962  lines  (1967);  766,- 
345  lines  (1956). 


Grand  ToUl  ..  2,819,840  8.06»,» 

NOTE:  Dispatch  ceased  publicatio* 
Jan.  6,  1957.  I 

News-m  started  publication  Jan. 
1967. 
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fond  Df  UAC,  WIS. 

1957 

Commonwealth 
Beporter-e  706,888 

FORT  WAYNE,  IND. 

Journal 

Gaiette-m  1,162,066  1,267,169 

{Journal 

Gazette-S  ...  460,213 

News  Sentinel-e  .  1,623,707 


KNOXVILLE,  TENN. 

1957 


Journal-m 
664,626  ’Journal-S 

News-Sentinel-e 

§News-Sentincl-S 

1.267.169  Grand  Total 


622,645  Tribune-m 
331,317  Star-e 


MINNEAPOLIS.  MINN. 

1967  1956 

!-m  1,481,391  1,417,036 


NOTE:  Includes  iwri-run  advertisinK: 
Ledirer  Dispatch  &  Portsmouth  Star-e 
469,871  lines  (1967);  368,795  lines 
(1966). 


940,428  tTribune-S  967,307  1,019,728 

370,936  -  - 

_  Grand  ToUl  . .  4,596,725  4,603,916 


Virginian  Pilot-m  217,493  lines  (1957)  : 


Total  2,237,791  2,265,326 
LAWRENCE,  MASS. 


450213  441  789 

1,623.707  1,804!292  Tribune-e  .  825,600  869,112 

- - NOTE:  Tribune-e  and  Eagle-m  are 

3,225,976  3,613,200  sold  in  combination.  Linage  of  one 
ITH  TEX  edition,  Tribune-c  is  shown. 

767.960  822.649  LITTLE  ROCK.  ARK. 


MODESTO.  CAUF. 

.  833.526  922,423 

MONTREAL.  CANADA 


Grand  Total 

3,225,976 

3.613,200 

FORT  WORTH.  TEX. 
SUr-Telegram-m  767.960 

822.649 

SUr-Telegram-e 

1,774,430 

1,761,476 

|Sur-Telegram-S 

661,718 

635.767 

Press-e  . 

474.966 

496,731 

Press-S  .... 

128,228 

159,000 

Grand  Total 

3,707,301 

8.766,623 

FRESNO 

Bee-e  ... 

,  CALIF. 
1,253.032 

1,428.490 

Bee-S  . .  .  . . 

462,608 

427.976 

Grand  Total 

1,706.640 

1,866.466 

GARY, 

Po«t*Tribune-e  , 

,  IND. 
1.394,344 

1.414,015 

140.984  lines  (1956). 

Virginian  Pilot  &  Portsmouth  Star-S 
176,392  lines  (1957);  132,700  lines 
(1956). 

OAKLAND.  CAUF. 

1957  1956 

Tribune-e  1,809,016  1,790,971 


5Tribune-S  ’787!l90 


La  Pres?e-e  .  2,142,129  2,204,322 

La  Patrie-e  127,001  123,513 

La  Patrie-S  155,111  168,243 


Gazette-m 

{Arkansas 

Gazette-S 


980,141  1,047.780 

387,858  379,053 

1.367.999  1,426,833 


Grand  Total  .  6,562,468  6,002,646  oklahoman-m 


Grand  Total  2,596,206  2.491,571 
{Includes  62.582  lines.  PARADE. 
OKLAHOMA  CITY,  OKLA. 


Grand  Total  1.367.999  1,426,833 

LONG  BEACH,  CALIF, 
ndependent-m  1,889,936  1,991,326 


MUNCIE,  IND. 

824,228 

_  807,700 

.  228,699 


Oklahoman-S  .  459,625 


854.076  Times-e 
802,124  „„  . 


1,119,612  1.048.503 


{Independent' 

Press  Telegram-S 


666,465  610,437 

1.908.693  2.080,676 


4,364,994  4,682.437  ?*;;Xean'-S 


Grand  Total  .  1,860.627  1,826.635 
NASHVILLE.  TENN. 

Banner-e  1,298.332  1.459,049 


228,699  170,436  Grand  Total  .  .  2,541,203  2,423,467 

-  -  NOTE ;  Includes  part-run  advertising: 

1,860,627  1,826,636  Times-e  138,711  lines  (1967)  ;  123,642 
lines  (1956). 


Post-Tribune-S 


Grand  Total  .  1,680,723  1.638,893 
GLENS  FALLS.  N.  Y. 
Post-Star-m  .  761,483  770,468 

NOTE:  Post-Star-m  sold  in  combin- 


Grand  Total  .  4,364,994  4,682,437 
414,015  NOTE:  Includes  part  run  advertising: 
224,878  Independent-m  286,372  lines  (1967) ; 

- - — •  295,743  lines  (1956).  Independent /Press 

,638,893  Telegram-S  6,463  lines  ( 1966.)  Press- 


1,298.332  1.459,049  OMAHA,  NEBR. 

1,321,755  1,470,873  World-Herald  1,169,461  1,270,098 


Grand  Total  3,166,983  3,524.727 
NEW  HAVEN.  CONN. 


(Note) 

World-Herald-S 


Grand  Total 


650,394  692,789 

1,819,866  1,962,887 


Telegram-e  286,372  lines  (1957);  296,-  Journal  Courier-m 


743  lines  (1966). 

LONG  ISLAND.  N,  Y. 


Register-e 

••Register-S 


stion  with  Times-e.  Linage  of  one  Newsday-Suffolk-e  1,826,823  1,796,230 


IV.  vuiviv.  NOTE:  World-Herald  sold  in  com- 

364,407  360,272  bination  (m)  and  (e),  linage  of  one 

1,398,503  1,463,503  edition  (e),  is  shown. 

624,733  484.099 

_ _  _ ^ _  PASADENA.  CAUF. 


edition,  Post-Star-m  is  given. 

GRAND  RAPIDS,  MICH. 

PressH!  1,961,096  2,109,326 

HAMMOND.  IND. 

Times-e  .  1,239,899  1,273,261 

Times-S  427,488  446,638 


Newsday-Nassau-e  2.137.285  2,108,322 


Grand  Total  2,287,643  2 
NEW  LONDON.  CONN. 


Grand  Total  .  3,964,108  3.904,652  Day-e 


2,287,643  2,307,874  Star-News-e 

IN  rONN  {Independent- 

JN.  CONN.  News-S 


Grand  ToUl  1,667,387  1,719,799 

HARRISBURG.  PA. 

Patriot-m  1,263,390  1,254,744 

{Patriot  News-S  .  808,730  289,668 


.  Examiner-m  .  1,710,666 

*’427’488  ^4i6MR  *Ex«miner-S  .  879,629 

427.488  446,638  Times-m  .  3,201,468 

1  667  387  1  719  799  ^Times-S  .  2,089,271 

1,667,387  1,719,799  Herald-Express-e  .  1,209,604 

JRG.  PA.  Mirror-News-e  1,467,603 


LOS  ANGELES.  CALIF.  dki 

ner-m  .  1,710,666  1,956,128  Times-Picayune-m 

iner-S  .  879,629  924,473  tTim«-Picayune 

m  .  3,201,468  3,362,221  ,  *  States-S 

-S  .  2,089,271  1,930,114 

-Express-e  .  1,209,604  1.806,199  **“"’-* 


926,144  917,846 

NEW  ORLEANS.  LA. 
icayune-m  2,633,062  2,449,326 


917,846  Independent-m 
Grand  Total 


1,196,923  1,192,854 

426,302  327,779 

1,162,473  1,120,172 


1,467,603  1,413,660  States-e  - 

10,658,240  10,892,796  Grand  Total 


•atriot  News-S  .  ’808i7S0  ‘289.668  Grand  Total  10,658,240  10,892,796 

- - NOTE :  Includes  part  run  advertising :  N 

Grand  ToUl  .  1.672.120  1,644,812  Times-S  498.408  lines  (1957);  406,746  Press-m 

NOTE:  News-e  carries  the  same  SPt-eM-S 


Grand  Total  . .  2,774,698  2,640,806 

2,633,062  2,449,326 

PAWTUCKET,  R.  1. 

914,637  876,037  Times-e  792.390  873,642 

314:324  '’328’749  PEORIA.  ILL. 

1.21o!478  lal9l!282  Journal  Star  .  1,200,773  1,310,407 
J _ 1 _  *  (Note) 

5,949,386  5,888,749  {Journal  SUr-S  417,731  428,334 


amount  of  advertising  as  the  Patriot-m. 

HARTFORD,  CONN. 

Courant-m  916.429  871,413 


Courant-m 
iCourant-S  . 
Times-e 


lines  (1957)  ;  97.449  lines  (1956). 

•Includes  55,151  lines  AMERICAN 
WEEKLY. 


NEWPORT  NEWS.  VA. 
Press-m  946,221 

{Press-S  297,449 

Times-Herald-e  942,706 


616,378  681,486  LOUISVILLE.  KY. 

1,826,442  1,886.700  Courier  Joumal-m  1,344,523 
• -  - 1 —  Courier  Joumal-S  767,436 


Grand  Total  2,186,376 
NEW  YORK.  N.  Y. 


-  -  Courier  Joumal-S 

3,358.249  3,339,599  Times-e 


Times-m 
1.436.080  Times-S 


HOUSTON.  TEX. 

Chronicle-e  2,396,274  2,469,065 


767,436  787.656  tHerald  Tribune-m 

1,683,098  1,652,502  Herald  Tribune-S 


1»567.835  1,647.596  Inquirer-m 

1,894,938  1,966,029  Inquirer^S 


*Chronicle.S  986,353  1,010.950 

Poat-m  1,944,784  1.886,232  Sun-e 

tPost-S  651,255  675.409  ••Sun- 

Press-e  _  780.997  837,183 


Grand  Total  .  3,695.067  3,876.23' 
LOWELL.  MASS. 

un-e  .  .  635.021  688.66 

•Sun-S  171.397  147.56 


Grand  ToUl  6,758,663  6,878,839 
NOTE:  Includes  part-run  advertis¬ 
ing:  Chronicle-e  103,241  lines  (1967)  :  Item-e 
96,893  lines  (1966).  Telegr 


INDIANAPOLIS.  IND. 


Grand  ToUl  806.418 

LYNN.  MASS. 
Item-e  .  661.100 

Telegram  News-e  484.001 

Telegram  News-S  175,465 


rrrrri  Mirror-m 
8 1 6,23.  Mirror-S 
ifNews-m 

l^"‘66? 

147.667  American-e 
.36,2.. 

Po«t-e 

430  660  Telegram 

*  Sun-e 


758,787  News-e 
588.292 


Grand  Total  1,618,504  1,738,741 

NOTE:  Journal  SUr-m  and  Journal 
SUr-e  sold  in  combination.  Linage  of 
one  edition.  Journal  Star-e  is  shown. 

PHILADELPHIA.  PA. 

Bulletin-e  .  1,590,853  1,776,953 

*tBulletin-S  .  548.529  414,850 

Inquirer-m  .  1,429,059  1,538,684 

Inquirer-S  .  1,062,541  1,159.708 

News-e  604.892  494,272 


Grand  Total 


604.892  494,272 

6,235,874  5,384,467 


,  ,  ,22  .if  note  :  Inquirer-m  includes  37,651 

lines  of  par‘-run  advertising  (1957). 
1.238.576  1.228.978  PHOENIX.  ARIZ. 


343,182  343.286 

839.566  1,002.969 


874.823  Republic-m 
tRepublic-S 
343,286  Gazette-e 


2,084,217  1,849,891 

620,764  663.634 

2,009,361  1,849,891 


83,479  Grand  Total  .  4,714,332  4,263,416 
PITTSBURGH.  PA. 

943,410  Post  Gazette-ra  ...  1,045.618  962,981 


News-e 

1,901.837 

1.816,426 

SUr-m 

1,749,367 

1,646,342 

♦SUr-S 

844,694 

854.104 

Times-e 

.  1,087,775 

1,072,130 

{Times-S 

308,590 

360,708 

Grand  ToUl 

6,892,263 

6.788.709 

JACKSON.  MISS. 

Clarion  Ledirer-m 
Clarion  Lodirer 

737,082 

761,677 

A  N«w8«S 

255,935 

241.188 

Diily  New*-r 

697,694 

527,798 

Stat*  Tifneii*« 

659.514 

673.231 

State  Timen-S 

225.718 

169,628 

Grand  Total 

2.875.893 

2.273.307 

Grand  Total  1,302.566  1,149.778 
MEMPHIS.  TENN. 


Grand  Total 


.11.418.230  11.789,179 


1,045,618  962,981 

1,661,860  1.646,886 


NOTE:  Includes  part  run  advertising:  Sun  Telegraph-e 


Appeal-m 
tCommerclal 
Appeal-S 
Press- ScimiUr-e 


JACKSONVILLE.  FLA. 

Times  Union-m  1.726,607  1,770.130 


759.807  767.312 

1,095.199  1,113.366 


Grand  Total  3.708.867  3.764.581 
MERIDEN.  CONN. 

Record  Jnumal-m  .  700.189  690,303 

NOTE:  Record-m  and  Journal-e  are 
sold  in  combination.  I.inage  of  one 
edition,  Record-m.  is  shown. 

MIAMI.  FLA. 

Herald-m  8,198,172  8.006.098 


•  {Oregon  ian-S 

Jniirnal-e 

tJoumal-S 

Grand  ToUl 


f Times  Union-S 
Grand  ToUl 


576,717  688,931 

2,803,224  2,304,061 


Herald-m 
,770.130  •Herald-S 
688,931  News-e 
-  tNews-S 


JERSEY  CITY.  N.  J. 
Jersey  Joumal-e  887,612 


Grand  ToUl 


TENN.  Mirror-m  133,263  lines  (1957)  :  ‘Sun  TcIm 

164.337  lines  (1956). 

1,853,851  1,893,853  Mirror-S  99.472  lines  (1967)  ;  Grand  7 

92.916  lines  (1966).  , 

759,807  767.812  News-m  690.186  lines  (1957)  :  * 

1,095.199  1,113.366  646,541  lines  (1956).  Oregonian- 

_  _  News-S  926.381  lines  (1957)  :  ‘{Oregonia 

3.708.867  3.764.581  918.113  lines  (1956).  Jnurnal-e 

Joumal-American-e  85,361  lines  (1957)  :  tJoumal-S 
.CONN.  111.510  lines  (1956). 

700,189  690.303  Joumal-American-S  63.166  lines  (1957)  :  Grand  1 

and  Journal-e  are  Jf  SrT  nnxsx  •Includei 

1  T  inaee  of  one  World  Tei.  *  Sun-e  189.070  lines  (1957)  :  WEEF 

shosm  208.553  li-e,  (1956).  __ 

JSTncludes  SPLTT-TITTN  (m)  186.884 

FLA.  lin*^:  'S)  112.745  line*.  New  Yi^k 

8,198.172  8.006.098  NEW  YORK.  (QUEENS).  N.  T.  N*"' 

1,151.181  1,039,693  Long  Island  Press-e  1.420.784  1,394.242  Grand  7 

1,301.730  1,384.971  ?T,ong  Island  p 

463,847  409.282  Press-S  467,717  464.652 

_  _  _  _  Bulletln-e 

6.099.430  5,789.044  Grand  Total  .  1.888.501  1.858.894  Joumal-iri 

art  run  advertising:  NIAGARA  FALLS.  N.  Y.  t Journal-. 


•Sun  Telegraph-S  428.622  441,602 

Grand  Total  4,836.360  4,669.778 

PORTLAND.  ORE. 

Oregonian-m  1,698,443  1,677,008 


1,698,448  1,677,008 
770,287  782.608 

1,122.632  1,318,098 
817,183  438,612 


6,099,430  6.789.044 


NOTE :  Includes  part  run  advertising : 


Grand  ToUl  3,808.395  4,166.116 

•Includes  63,451  lines,  AMERICAN 
WEEKLY. 

POUGHKEEPSIE.  N.  Y. 

New  Yorker-e  828,843  873,876 

••New  Yorker-S  245.866  203.461 

Grand  Total  .  1.074.699  1,077.326 

PROVIDENCE.  R.  I. 

Rulletin-e  1.474.741  1,562.528 

Joumal-m  .  .  996.963  871,452 

tJoumal-S  .  667,834  607,628 


920.444  Herald-m  43,346  lines  (1957)  :  49.573  Gazette-e 


NOTE:  Includes  part-run  advertis-  lines  (1956),  Hcrald-S  109.336  lines 
ing;  98.463  lines  (1967);  124.539  lines  (1957);  103.661  lines  (19.56). 

(1956).  m  m  tttr-wfwr  arva 


KANSAS  CITY.  MO. 


(1967);  103.661  lines  (19.56). 

MILWAUKEE.  WIS. 
Sentinel-m  1,179,496 


Gazette-e  1.198.061  1.359.115 

NORFOLK.  VA. 
Ledger-Dispatch 


1,585.045  1.615.423  •Sentinel-S 
692.801  771.692  Joumal-e 

.  1,723.996  1.674.889  tJoumal-S  . 

8,961.841  4,061.464  Grand  ToUl 


1,179,496  1,160,104 

295.808  286.615 


A  PorUmouth 
Star-e 


6,746,679  6.028.735 


285,615  Virginian-Pilot-m  1.886,599 
2.894.210  8,196,463  tVirginian-PlIot  A 
1.877,165  1.886.663  Portsmouth  Star-S  717.312 

.028.735  Grand  Total  4.413.896 


1.198.061  1.359.115  Grand  Total  .  3.039.538  2,941,608 

READING.  PA. 

Eagle-e  (Note)  995,266  1,032.842 

1,809,985  1.766.245  Eagle-S  ^®*’'^** 

1.886,599  1.793.675  Grand  Total  1,176.980  1,210,669 

717.312  654.898  NOTE:  Eagle-e  and  Times-m  sold  in 

_  _  combination.  Linage  of  one  edition. 

4.413.896  4.214.818  Eagle-e.  is  shown. 
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KK'HMOMt.  NA. 


1957 

1956 

Nfws  LeadtT-c 

1,597,429 

1 ,604,589 

Times  Dispatch*m 

1,310.162 

1,329,176 

TTimes  Dispatch-S 

623,786 

657,027 

Grand  Total 

3,531,377 

3,590,792 

ROANOKE,  VA. 

Timt^s-m 

1,053,887 

954,525 

§Times-S 

309.114 

312,128 

World-Ncws-e 

1,022,271 

959,796 

Grand  Total 

2.385,272 

2,226,449 

ROCHESTER,  N.  Y. 

D(‘mocrat  & 

Chronicle-m 

1,343,911 

1,419,486 

tDemocrat  & 

Chronicle-S 

724,139 

743,263 

Times-Union-e 

1,459,477 

1,615,431 

Grand  Total 

3,527.527 

3,778,180 

SACRAMENTO,  CALIF. 

Bce-e 

1.944,617 

2.039.191 

Union-in 

550.299 

620,604 

••Union-S 

383,013 

377,557 

Grand  Total 

2.877.929 

3,037,352 

ST.  LOUIS.  MO. 

Globe  Democrat-m 

1,280,185 

1,016,187 

•tGlobo  Democrat-S 

554,324 

536,774 

Post  Dispatch-e 

2,008,261 

1.961.738 

IPost  Dispatch-S  . 

982,083 

1,092,259 

Grand  Total 

4,824,853 

4,606,958 

NOTE:  Includes  part-run  advortisinK: 
Globe  Dcmocrat-m  159.915  lines  (1957)  ; 

104,006  lines  (1956). 

Uncludcs  48.259  lines,  PARADE. 

ST.  PAUL,  MINN. 


Pioneer  Press-m  . 

.  1.126,469 

1,096,472 

•Pioneer  Press-S 

785,315 

814,939 

Dispatch-e 

1,446.180 

1,543,124 

Grand  Total 

.  3.367,964 

3.454,535 

ST.  PETERSBURG,  FLA. 

Indcpendent-e 

780,940 

803,861 

Times-m 

1.892,171 

1,660.708 

5Times-S  . 

.  625,235 

582,628 

Grand  Total 

3.298.346 

3,047,197 

SAN  ANTONIO.  TEXAS 

Express-m 

1,495.988 

1,483,364 

Express  News-S 

616.286 

607,862 

News-e 

1,635,637 

1,688,627 

Litrht-o  ...  . 

1.608,674 

1,692.393 

•  Light-S  . 

585,423 

666,123 

Grand  Total 

5,942,008 

6,038,369 

SAN  DIEGO,  CALIF. 

Union-m  . 

.  1,581,916 

1,539,958 

§Union-S  . 

724,057 

692,853 

Tribune-e  . 

.  2,051,592 

2,063,694 

Grand  Total  . 

.  4,357,565 

4,296,505 

SAN  FRANCISCO,  CALIF. 

Chronicle-m  . 

.  1,055,698 

1,058,018 

tChronicle-S  . 

.  547,058 

551,803 

Examiner-m  . 

.  1,668.260 

1,726,933 

•Examiner-S  .  . 

863,749 

902,277 

Call-Bulletin-e 

828,790 

801.304 

News-e  . 

739,526 

787,943 

Grand  Total 

.  5,702,980 

6,828,278 

NOTE:  Includes  part-run  advertising: 
Chronicle-m  49,738  lines  (1957)  ; 

42,079  lines  (1956). 

Chronicle-S  42,599  lines  (1967)  ; 

21,019  lines  (1956). 

•Includes  55,151  lines,  AMERICAN 
WEEKLY. 


SAN  JOSE,  CALIF. 


Mercury-m  ... 

1,732.812 

1,669,882 

News-e 

1,686,579 

1,755,310 

Mercury-News-S 

607,349 

612,207 

Grand  Total 

4,026,740 

3,937,399 

SCHENECTADY,  N.  Y 

Gazette-m  . . 

1,088,039 

1.072,489 

Union  Star-e  ... 

862,765 

904,225 

Grand  Total 

1,950,794 

1,976,714 

SCRANTON,  PA. 

Times-e  . .  . 

992,886 

1,038,817 

SEATTLE 

,  WASH. 

Post- 

Intelligencer-m 

•Post- 

1,197,205 

1,257,066 

Intelli^encer-S 

552.784 

520,019 

Timee-e  . 

1,767,408 

1,840,808 

Times-S  . 

611,385 

676,890 

Grand  Total 

4,118,782 

4,194,783 

Includes  53.451 

lines,  AMERICAN 

WEEKLY. 

SHREVEPORT,  LA. 


1957 

1956 

Journal-e 

1,051,051 

1,086,273 

Times-m  .  .  .  . 

1,258,229 

1,258,082 

Times-S  .  , 

381,689 

398,167 

Grand  Total 

2,690,969 

2.742,622 

SOUTH  BEND,  IND. 

Tribune-e 

1,356,347 

1,500,119 

Tribune-S 

494,764 

511,248 

Grand  Total 

1,851,111 

2.011,367 

SPOKANE 

;,  WASH. 

Spokesman- 

Review-m 

995,105 

1,027,914 

tSpokesman- 

Review-S 

492,991 

521,435 

Chronicle-e 

1,120,310 

1,179.125 

Grand  Total 

2,608.406 

2.728.474 

STOCKTON,  CALIE'. 

Record-e 

1,371.475 

1,422.418 

SYRACUSE.  N. 

Herald  Journal-e  . 

1,592.745 

1,746,921 

•  S  Herald 

American-S 

499,925 

625,116 

Post-Standard-m 

993.434 

913.737 

tPo8t-Standard-S 

323,867 

310.348 

Grand  Total 

3,409,971 

3,496.122 

TACOMA, 

.  WASH. 

News-Tribune-e  , .  . 

1,333,993 

1,365.597 

N  ews-T  ri  b  u  n  e- S 

426,997 

421,554 

Grand  Total 

1,760,990 

1,787,151 

TAMPA 

.  FLA. 

Tribunc-m  . . 

1.850.630 

1,817,295 

•Tribune-S  .  . 

654.364 

651,906 

•♦Times-e  . . 

655,866 

642,870 

Grand  Total 

3,160.860 

3,112,071 

TOLEDO 

I,  OHIO 

Times-m  .  . 

994,117 

987,451 

Blade-e  . 

1,767,358 

1,751,993 

Blade-S 

818,458 

817,894 

Grand  Total  . 

3,579,933 

3,557,338 

TORONTO, 

CANADA 

Globe  &  Mail-m  .  . 

1,151,482 

1,295,644 

tTelegram-e  .... 

1,862,161 

2,081.362 

Star-e 

2,089,064 

2,433.503 

Star  (Weekly) 

59,010 

55,010 

Grand  Total 

5,161,717 

5,865,519 

Telegram-e  includes  34,090 

lines  of 

part-run  advertising  (1957). 

TRENTON.  N.  J, 

Evening  Times-E  . 

991,237 

1,119,960 

••Times 

Advertiser-S  .  . 

316,483 

280,145 

Trentonian-m  . 

687,212 

745,171 

Grand  Total 

1,994,932 

2,145,276 

TROY, 

N.  Y. 

Record-m 

977,772 

1,010.330 

NOTE  :  Record-m  and  Times-Record-e 

sold  in  combination.  Linage 

of  one 

edition,  Record-m,  is  shown. 

TULSA, 

OKLA. 

Tribune-e  . 

1,555,688 

1,595,120 

World-m  . . 

1.584,891 

1,585,202 

World-S  . . 

469,280 

487,819 

Grand  Total  .  . 

3,609,859 

3,668,141 

UNION  CITY,  N.  J. 

Hudson  Dispatch-m 

69.5,105 

697,572 

UTICA, 

N.  Y. 

Observer 

Dispatch-e  . 

960,345 

979,209 

••Observer 

Dispatch-S  .  .  . 

311,079 

261,837 

Press-m  . 

1,113,838 

1,077,275 

Grand  Total  .  .  . 

2,385,262 

2,318.321 

WASHINGTON.  D.  C. 

News-e  . . 

1,035,834 

962,435 

Post  & 

Times-Herald-m 

2.265.595 

2,255,838 

•§Post  & 

Times-Herald-S 

736,077 

676,767 

Star-e  . 

2,504.208 

2,738,639 

tStar-S  . 

822,387 

838,376 

Grand  Total  .  . . 

7,364,101 

7,471,944 

WATERBURY.  CONN, 

American-e  . 

1,044,340 

1,212,486 

Republican-S 

256,374 

296,977 

Grand  Total 

1,300,714 

1,509,463 

WESTCHESTER  COLNTY 
MACY  GROUP.  N.  Y. 

1957 

Mamaruneck 


Times-e 

Mount  Vernon 

506,397 

484,387 

Argus-e 

632.189 

658,462 

New  Rochelle  Standard- 

Star-e 

Ossining  Citizen- 

732,078 

687,167 

Register-e 

504,717 

.505,964 

Pcekskill  Star-e 
Port  Chester 

419,251 

418,000 

Item-e 

663.373 

678,559 

Tarrytown  News-<' 
Yonkers  Herald 

520,554 

495,392 

Statesman-e 

740.025 

758,743 

White*  Plains  Reporter 

Dispatch-e  ...  . 

853,987 

879,404 

Grand  Total 

5,572,571 

5,566,078 

WICHITA, 

.  KANSAS 

Beacon-e  . 

963,829 

953,271 

•Beacon-S 

461,272 

477,160 

Kagle-m 

1,585,215 

1.697.604 

tEagle-S 

472,025 

472,451 

Eagle-e 

1,311,149 

1,352,970 

Grand  Total 

4,793.490 

4,953,456 

WINSTON  SALELM,  N. 

C. 

Journal-m  (Note) 
Journal  & 

1,069,531 

1,016,879 

Sentinel-S 

325,429 

283,172 

Grand  Total  . 

1.394,960 

1,300,051 

NOTE:  Journal-m  and  Sentinel-c  are 
sold  in  combination.  Linage  of  one 

edition.  Journal-m. 

is  shown. 

WORCEISTER,  MASS. 

TeU*gram-S 

465,734 

478,380 

Telegram-m 

837.368 

872,756 

Gazette-e 

1.092,523 

1,117,666 

Grand  Total 

2,395,625 

2,468,802 

YOUNGSTOWN.  OHIO 

Vindicator 

Telegram-e 

§Vindicator 

1,306,406 

1,345,404 

Telegram-S 

778.080 

707,915 

Grand  Total  .  . 

2.084.486 

2,053.319 

FIGURES 

SUPPLIED 

BY  PUBLISHERS 

ABERDEEN,  S.  D. 

American-News-e 

336,042 

363.192 

American-News-S  . 

127,386 

124.390 

Grand  Total 

463,428 

477,682 

ABILEINE.  TEX. 

Reporter-Newfj-m  . 

865.466 

773,626 

Reporter-News-e 

834.008 

764.610 

Reporter-News-S 

263.242 

277,060 

Grand  Total 

1,962.716 

1.816.296 

ALTOONA,  PA. 

917.714 

-NEENAH- 

921.6.36 

APPLETON 

MENASHA.  WIS. 

Post-Crescent-e 

1.346,968 

1,461.292 

BATTLE  CREEK,  MICH. 

Enquirer  &  News-e 

924,861 

1.104.051 

Enquirer  &  News-S 

230,366 

166,603 

Grand  Total 

1,165.227 

1,270.6.54 

BIG  SPRING.  TEX. 

Herald-e  . 

376,068 

449.792 

Herald-S  . 

180,685 

169,446 

Grand  Total  . . 

566,653 

619.238 

BURLINGTON,  VT. 

Free  Press-m  .  .  . 

791,153 

733.993 

CANTON.  OHIO 

Repository-e  . 

1,661,688 

1,696.316 

Repository-S  . 

671,874 

622,902 

Grand  Total 

2,333.662 

2.318.218 

CARBONDALE-HERRIN- 

MURPHYSBORO,  ILL 

Southern 

Illinoisian-e 

Southern 

390,124 

465,416 

Illinoisian-9 

46,500 

47,124 

Grand  Total 

435,624 

512.540 

CASPER,  WYO. 

Tribune- Herald-e 

467,044 

363,902 

486,122 

313.516 

Tribune-Herald  & 

Star-S  . 

101,696 

118.160 

Grand  Total 

922,642 

917,798 

EDITOR  Si 

PUBL 

CHAMPAIGN. URBANA.  ILL. 

1957  1J5< 

Couriei-e  663,310  64*4, 

Ck>urier-S  . 174,846  1*^;)  ( 

Grand  Total  .  .  828,166  gji p 

CHILLICOTHE,  OHIO 
Ga*ette-e  ...  780,636  IgJt 

CORPUS  CHRISTI,  TEX. 

Caller-m  .  1.638,348  1,4H,«:, 

Titnes-e  .  1,498,604  1,44(V 

Caller-Times-S  . . .  327,642 

Grand  Total  . .  3,364.494  3,222.18 
DAVENPORT.  IOWA 
Times-e  1,086.294  1,148,16 

Democrat-S  317,240  S41,45< 

Democmt-d  816,816  85IX( 

Grand  Total  2.219,360  2,34(j(i 

DAYTONA  BFjLCH,  FLA. 

News-e  706,734  680.46 

News-Journal-S  166.866  170.4K 

Journal-m  .  7  1  4,364  672!ir 

Gnind  Total  1,687,964  1.622.51; 

DECATUR,  ILL. 

Herald  & 

Review-me  969,388  1,013,45: 

Herald  & 

Revievi-S  .  . .  3  1  9,966  3374(8 

Grand  Total  1,289,344  l,36147s 

DENISON,  TEX. 

Herald-e  .  438.396  348.464 

Herald-S  .  122.69  7  10645; 

Grand  Total  .  661,093  464, 21« 

EAST  ST.  LOUIS,  ILL. 
Journal-e  .  606,096  681,783 

Journal-S  .  238,964  237.417 

Grand  Total  744,060  764,85" 

GRAND'  FORKS.  N.  D. 
Herald-mes  ....  609,679  597,688 

GREEN  BAY.  WIS. 
Pres-s-Gazette-e  1,441,680  1,846,540 

GREENVILLE.  TEX. 
Banner-e  266.641  197,446 

Banner-S  . .  76,678  86,897 

Grand  Total  333,319  283.843 

GREENWICH,  CONN. 

Titnes-e  422,506  499,954 

GRENADA,  MISS. 
Sentinal-Star-e  190,648  183.784 

HUNTINGTON.  W,  VA. 

Advertiser-e  .  1,055,761  1,114.834 

Herald  Dispatch-m  1,072.666  1,109,668 

♦  Herald 

Advertiser-9  .  322.039  336,610 

Grand  Total  2,460,346  2,661.1K 

*  Includes  AMERICAN  WEEKLY. 
45,991  (1967):  36,.336  (1956). 

COMIC  wei:kly,  6,225  (19571 
8.165  (19.56). 

HYANNIS,  MASS. 

Cape  Cod  Standard- 
Times-e  .  651,208  620.780 

JOHNSTOWN.  PA. 
Tribune-Democrat-d  1,047,242  1,066.370 
KENNEWICK-PASCO  RICHLAND. 
WASH. 

Tri-City  Herald-e  671.096  686.166 

Tri-City  Herald-S  86.912**  83,167 

Grand  Total  668,007  619,83: 

••  Does  not  include  FAMILY 
WEEKLY. 

KINGSTON.  N.  Y. 

Freeman-e  .  741,636  728.44'; 

LINCOLN.  NEB. 

Star-m  . 887,110  897.274 

Journal-e  . . .  821,68  8  860.241 

SJournal  &  Star-S  320,222  822.944 

Grand  Total  2,029.020  2,080,6i: 
MADISON.  WIS. 

Capital  Times-e  993,258  1,011,92' 
Wis.  State 

Joumal-m  .  .  1,026,676  1,030,64. 
Wis.  State 

Journal-S  421,904  416.78f 

Grand  Total  2,441,838  2,469,810 
MARSHALL,  TEX. 
News-Messenger-e  391.258 
News-Messenger-S  167,286  180.40 

Grand  Total  . .  658.644  687,636 

I  S  H  E  R  for  September  28,  195 


Ar«u»-« 

Di«P»tcI 


Grand 


Advertii 

.(idverti: 


Stsndai 

SStandi 


Gran( 

Jlncl 

38.183 


Tune*-! 


Stands 

Exac 

Sunda 

Exar 


Grar 

(Abr 

F.AMIl 


Scntin 

Stare 

Sentin 


Oral 

.\01 

vartisi 

992. 


News- 

News- 


J.)urn 

.’'■'ews' 

News 


Coimi 

••Cot 


Gn 

alxnt 


Jnuri 

Jnuri 


Sur- 

Regii 

Star- 


Post 

Post 


Tina 

Stan 

Stan 


Argi 

Arg 


Nea 

Nea 


G 

TeU 


N'ea 

El 


82 


MOUNE-ROI'K 

ISLAND. 

ILL. 

Anfus-e 

Di«patch>« 

1957 

841.624 

1956 

940.632 

956.718 

983.164 

Grmnd  Total  .  . 

1,798.342 

1.923.796 

1  MONTGOMERY.  ALA. 

Adv«rti*er-m 

1,059.576 

1.071.378 

.^vertiser-S 

.3.38.954 

.318.374 

j'Mirnal-e 

1.054.462 

1.074.878 

Grand  Total 

2.462.982 

2.464.6.30 

1  NEW  BEDFORD.  MASS. 

1  Standard-Times-* 

866.852 

910.994 

1  ;Sundard-Times-S 

226.936 

219.651 

1  Grand  Total 

1.093.788 

1.130.645 

1  Slncludea  PARADE.  48.662  (19571: 

1  38.183  (1956). 

1  NORRISTOWN.  PA 

1  Times-Herald-e  678.679 

749.105 

1  OGDEN 

UTAH 

1  Standard- 

1  Exammer-« 

760,592 

74.3.4.56 

1  Standard- 

f  Examiner-S 

1.50.805 

147.069 

)  Grand  Total 

911.397 

»90.62S 

1  (Above  recap  does  not  include 
]  FAMILY  WEEKLY). 

ORLANDO.  FLA. 

Sentinel-m  ..  1..381.6fi0 

Star.e  .  1.611..144  1.S74..^^8 

Sentinel-Star-S  469.994»*  .145.996 


Grand  Total  3.7S7.874  3.101.994 

.VOTE:  Totals  include  part-run  ad- 
vertisinu:  1957—461.962 :  1966-  260.- 

992. 

PARIS.  TEX. 

News-e  .  356.090  347.466 

Xews-S  ...  138.161  1.38.151 


Grand  Total  . .  494,241  482.603 

PASSAIC-CLIFTON.  N.  J. 
Herald-News-e  930.190  971.518 

PENSACOLA.  FLA. 

Journal-m  .  1.061..536  937.440 

\>wa-Journal-S  290,514  299.544 

N'ews-e  .  754.908  663,810 

Grand  Total  2.106,958  1.900,794 

PINE  BLUFF.  ARK. 
Conunercial-e  497.784  481,936 

••Commercial-S  .  132,930  124.796 

Grand  ToUl  630.714  606.732 

••  FAMILY  WEEKLY.  33.964  not  in 
above  (ifrures. 


POTTSTOWN.  PA. 

Mercury-m  .  787,780  854.360 

RAPID  CITY,  N.  D. 

Journal-e  541.464  581,784 

Journal-S  . .  164.910  161,784 

Grand  Total  ..  696.374  743.568 

ROCKFORD.  ILL. 

.  1.2.36.046  1.243,382 

^later-Republic-e  1,626.960  1.696,996 
439.936  469.466 

Grand  Total  ..  3.301,942  3.399,844 
rock  ISLAND  (See  Moline) 
SALISBURY.  N.  C. 

S^Ge  .  640,456  619,780 

.  168.900  205,884 


Grand  Total  699,356  825,664 

SAN  ANGELO,  TEX. 

Tim^m  .  67.3,400  681.982 

standards  -  660,062  686.994 

Mandard-Times-S  252,224  202,986 


Grand  Total  1.676.686 

SIOUX  FALLS,  S.  D. 
Arini8-L«ader-e  670,460 

Artnia-Leader-S  197,582 


Grand 

.S’ews-e 

-Newa-S 


Total  . .  868,042 

SNYDER,  TEX. 

.  170,828 

.  90,720 


571.962 


691.152 

210,700 


901,862 


235.172 

108,654 


Grand  Totel  . .  261.548  343,826 

SUPERIOR.  WIS. 

Telesrraro-e  ...  608.860  609,588 

WILMINGTON,  DEL. 
Newa-Jonmal-meS  1,407,612  1.566.886 


CANADA 

CALGARY.  ALTA. 

1937  1936 

Her.«U|.e  1,488.615  1,473.438 

CHARLOTTETOWN.  P.E.I. 
Guardian-m  .....  415,811  449.860 

CHATHAM.  ONT. 

News-e  .  610.190  638,638 

ED.MONTON.  ALTA. 

Journal-e  .  1.628,.549  1..547.898 

GALT,  ONT, 

Re|8>rter-e  . .  636,702  728,661 

GUELPH,  ONT. 

Mercury-e  ....  561,780  679,004 

HAMILTON.  ONT. 

S|»ectator-€  1,919,690  2,011,200 

KIRKLAND  LAKE.  ONT. 
Northern  News-e  316,837  299,470 

MEDICINE  HAT.  ALTA. 

News-e  .  468,906  493,9.34 

MOOSE  JAW.  SASK. 

Times  Herald-e  472.946  617,865 

NANAIMO.  B.  C. 

Free  Piess-e  ....  469,717  507,017 

NORTH  BAY,  ONT. 

Daily  NuK8et-e  . .  630,002  526,242 

ORILLIA,  ONT. 

Packet  &  Times-e  244,415  272,137 

OSHAWA,  ONT. 

Times-Gazette-e  661.472  624,407 

OTTAWA.  ONT. 

7Citizen-e  .  1,455.546  1,494,141 

Includes  WEEKEND  MAGAZINE 
and  Comic  section. 

PEMBROKE.  ONT. 

Observer-e  .  229,299  . 

iBeftan  as  daily  April  22.  1957). 
PORT  ARTHUR.  ONT. 

News  Chronicle-e  763,389  799,039 

PRINCE  ALBERT.  SASK. 

Herald-e  _  400.660  376,330 

QUEBEC  CITY.  QUE. 
Chronicle- 

TeleKraph-e  .  365.456  3.35,207 

Le  Soleil  &  L'Evenement- 
Journal-e  1,676,685  1,551,149 

SARNIA.  ONT. 

Observei-e  .  698,690  776.447 

SUDBURY,  ONT. 

Star-e  .  773,511  819,273 

TIMMINS.  ONT. 

Press-e  .  446.664  467,.38.3 

VANCOUVER,  B.  C. 

tSun-e  .  2,347,968  2,318,918 

Province-m  ...  1,366,980  1,620,035 

tincludes  WEEKEND  MAGAZINE 
69,197  (1957)  ;  67,900  (1966). 

WELLAND.  ONT. 

Tribune-e  .  647,998  806,478 

WINNIPEG.  MAN. 

Tribune-e  .  1,163,073  1,096.807 

WOODSTOCK,  ONT. 
Sentinel-Review-e  454,006  542.052 


.ADVERTISING  LINAGE 
SERVICE 
AUGUSTA,  GA. 

Chronicle-m  (Note)  883,302  839,725 

:Chronicle-S  298.986  239,437 

Grand  Total  ..  1,182,287  1,079.162 
NOTE:  Chronicle-m  sold  in  combi¬ 
nation  with  Herald-e. 

Hncludes  PARADE.  46,430  (1957)  ; 
.38,439  (1966). 

BLUEFIELD,  W.  VA. 
Teleirraph-m  (Note)  483,141  494,998 

••Telegraph-e  178,240  156,632 

Grand  Total  661,381  661,630 

NOTE;  Teleftraph-m  sold  in  combi¬ 
nation  with  Sunset  News-e. 

••Includes  FAMILY  WEEKLY.  34,- 
063  (1957)  ;  19,028  (1956). 
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COLUMBIA.  S.  C. 


1937 

1936 

State-m 

916.613 

9.37.747 

•State-S  . . 

400.377 

393.245 

Record-m 

723.880 

764.997 

(trand  Total 

2.040.870  ; 

2.095.9H9 

•Includes  AMERICAN  WEEKLY. 

46.367  (1967):  35.679  (1956). 

HAVERHILL.  MASS. 

(sa7,ette-e  ..... 

627.776 

587.49.3 

JAMESTOWN.  N.  Y. 

Foat-Journal-e 

.  934.760 

978.354 

LEVITTOWN,  PA. 

Times-e  ( Note) 

763,229 

612,318 

NOTE:  Sold  in  combination  with 

Bristol  Courier. 

MONROE,  LA. 

World-m  . 

685,016 

641.045 

World-S  . 

249,547 

227,848 

News-Star-e  . . 

.  639.276 

619,283 

Grand  Total 

1,673,838 

1.488,176 

PATERSON.  N.  J. 

Call-m 

879.843 

937,611 

Newg-e  . 

1.016,698 

1,069,219 

Grand  Total 

1.896,641 

2.006.830 

SALEM,  ORE. 

Capital  Journal-e 

.  1.006,101 

1,142,621 

Oreiton 

Statestnan-m 

827,181 

873,956 

Oregon 

Statesmun-9 

. .  158,648 

176,098 

Grand  Total 

1,991.930 

2,192,674 

SCRANTON.  PA. 

Tribune-m  .... 

668,313 

586,714 

IScrantnnian-S 

.  279,246 

297,245 

Grand  Total 

847,669 

883,959 

SIncludes  PARADE,  49,150 

1  (1967): 

.38,439  (1956). 

WILKES 

BARRE,  PA. 

Record-m 

548,636 

680,677 

Times- Leader-e 

896,442 

1,056,290 

Indei)endent-S 

401,856 

381,447 

Grand  Total 

1.846.934 

2,118.414 

Beiiian  to  Handle 
General  Accounts 

Cincinnati 
Lewis  T.  Reman  has  been 
named  manager  of  general  ad¬ 
vertising  for  the  Enquirer. 

Stanley  A. 
Ferger,  adver¬ 
tising  director, 
announced  also 
that  Robert  G. 
Hippie  veteran 
staffer,  who 
resigned  the 
managerial  of¬ 
fice  at  his  own 
request,  will  re- 
m  a  i  n  in  the 
advertising  de¬ 
partment  to  work  on  automotive 
accounts. 

Mr.  Reman  joins  the  paper 
after  11  years  with  the  Chi¬ 
cago  office  of  Cresmer  &  Wood¬ 
ward,  Inc.,  newspaper  repre¬ 
sentatives.  Formerly  sales  man¬ 
ager  of  its  Chicago  office,  for 
the  last  year  he  has  been  di¬ 
rector  of  research  and  sales 
promotion.  He  was  in  Pacific 
service  with  the  Coast  Guard 
during  World  War  II  and  pre¬ 
viously  in  financial  and  insur¬ 
ance  work  in  New  York  and 
Chicago. 


Paper  Sparks 
Civic  Salute 
To  Industry 

Pittsburgh,  Pa. 

Two  months  ago,  the  Pro¬ 
gress,  weekly  serving  the  East 
Suburban  area  of  Pittsburgh, 
conceived  the  idea  of  holding 
an  annual  Salute  to  Industry, 
singling  out  one  industry  in  the 
area  each  year. 

Westinghouse  Electric  Cor¬ 
poration,  being  the  largest 
single  industry  in  the  area,  was 
chosen  for  the  initial  salute. 
Consequently,  representatives 
of  the  Progress,  including  East 
Roros  Editor  Lester  G.  Horn 
and  Advertising  Manager  A. 
M.  Bennard,  met  with  the  Re¬ 
tail  Merchants’  Division  of  the 
Chamber  of  Commerce  and  out¬ 
lined  plans  for  a  “prestige” 
event,  Sept.  4-7. 

Highlighting  the  celebration 
was  a  series  of  exhibits  show¬ 
ing  Westinghouse  products,  re¬ 
search,  employe  benefits  and 
history.  These  were  placed  in 
store  windows  or  in  the  stores 
themselves.  Prizes  of  Westing¬ 
house  appliances  were  given 
away  nightly. 

A  complete  program  of  enter¬ 
tainment  and  special  events 
during  the  celebration  brought 
record-breaking  crowds  to  the 
business  district. 

The  pages  of  the  Progress 
contained  stories  of  new  de¬ 
velopments  and  features,  and 
photos  of  honored  guests  and 
awardees,  as  well  as  a  weekly 
round-up.  The  Progress  pub¬ 
lished  a  special  18-page  section 
devoted  exclusively  to  things 
Westinghouse.  This  section  was 
in  addition  to  a  regular  18-page 
paper. 

A  total  of  40,000  copies  of 
the  36-page  issue  were  distri¬ 
buted  throughout  Wilkinsburg 
and  neighboring  communities, 
and  when  the  400  persons  sat 
down  to  dinner  at  the  opening 
banquet,  copies  of  the  Progress 
were  available  for  distribution. 
Frank  L.  Dardanell  is  the  pub¬ 
lisher. 

• 

ThoinaN  Sharp  Dies 

Mobile,  Ala. 

Thomas  E.  Sharp,  66,  re¬ 
tired  editor  of  Scripps-Howard 
newspapers  in  Memphis,  El 
Paso  an  Buffalo,  died  here  Sept. 
22.  He  was  a  native  of  Butte, 
Mont.  From  1933  to  1940  he 
was  editor  of  the  Mobile  Times. 
He  published  two  weekly  news¬ 
papers  in  surburban  Prichard 
in  recent  years. 
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Editorial  Page 
Carelessness 
Is  Deplored 

Eugene,  Ore. 

Editors  and  editorial  writers 
from  31  Oregon  newspapers 
met  on  a  mountainside  Sept. 
20-21  to  confer  on  editorial 
writing  and  editorial  pages. 
Sponsored  by  the  Oregon  News¬ 
paper  Publishers  Association 
and  the  University  of  Oi’egon 
School  of  Journalism,  the  con¬ 
ference  was  the  first  of  its  kind 
in  Oregon. 

The  conferees  met  at  Timber- 
line  Lodge  on  snow-capped  Mt. 
Hood  to  hear  talks  by  Oregon 
editors  and  educators  and  to 
take  part  in  “gloves-off”  criti¬ 
que  sessions  on  each  others’ 
pages. 

Former  Oregon  Governor 
Charles  Sprague,  editor  of  the 
Oregon  Statesman  at  Salem, 
kicked  off  the  session  with  a 
sharply-worded  discussion  of 
“What’s  Wrong  with  Editorial 
Pages?”  He  charged  that  edi¬ 
tors  don’t  take  enough  time  to 
do  a  creditable  job  with  their 
editorial  pages,  and  that  they 
fail  to  display  either  originali¬ 
ty  or  a  grasp  of  style  in  their 
offerings. 

Three  views  on  the  function 
of  the  editorial  page  were  of¬ 
fered  by  a  panel  made  up  of 
Roy  J.  Beadle,  chief  editorial 
writer  of  the  Oregon  Journal 
of  Portland,  Robert  W.  Chand¬ 
ler,  editor  of  the  Bend  Bulletin, 
and  Fred  Haas,  editor  of  the 
North  Bend  News.  The  three 
variously  described  the  edi¬ 
torial  page  as  “the  soul  of  the 
newspaper”,  “the  conscience  of 
the  community”,  and  “the  pride 
of  the  editor.” 

In  other  program  talks, 
Robert  W.  Frazier,  associate 
editor  of  the  Eugene  Register- 
Guard,  discussed  “The  Well- 
Balanced  Editorial  Page”,  and 
Assoc.  Prof.  John  L.  Hulteng 
of  the  University  of  Oregon 
described  recent  trends  in  edi¬ 
torial  page  makeup. 

Two  editors  answering  the 
panel  question,  “What  should 
be  the  readership  target  of  the 
editorial  page?”  called  for  a 
clear-cut  approach  that  would 
be  meaningful  to  all  readers. 
Malcolm  Bauer,  associate  edi¬ 
tor  of  the  Portland  Oregonian, 
and  Charles  V.  Stanton,  editor 
of  the  Roseburg  News-Review, 
urged  editorial  writers  to  try 
for  a  wide  audience  without 
consciously  slanting  their  copy 


United  Press  Sends 
Man  to  Antarctica 

Charles  R.  Moore,  a  veteran 
United  Press  writer,  will  go  to 
the  Antarctic  for  the  Operation 
Deep  Freeze  assignment  in  con¬ 
nection  with  the  IGY.  (Robert 
C.  Miller,  who  earlier  had  re¬ 
ceived  the  assignment,  has  poor 
circulation  in  his  right  arm 
from  a  wound  received  at 
Aachen  while  he  was  a  World 
War  II  correspondent  and  Navy 
officials  believed  he  would  be 
unable  to  withstand  the  ex¬ 
treme  cold  on  the  expedition). 

Mr.  Moore,  a  graduate  of  the 
University  of  California,  joined 
the  United  Press  in  San  Fran¬ 
cisco  in  1934  and  terms  of  duty 
in  the  San  Diego,  Honolulu,  Los 
Angeles  and  Reno  bureaus  fol¬ 
lowed  during  the  next  eight 
years.  He  resigned  in  1942  to 
enlist  in  the  Air  Corps.  After 
his  return  to  the  UP,  he  be¬ 
came  manager  of  the  cables  de¬ 
partment  in  the  San  Francisco 
bureau.  He  went  to  the  Tokyo 
bureau  a  few  days  after  the 
North  Korean  armies  invaded 
South  Korea. 

In  Washington,  Joe  Myler, 
UP’s  atomic  specialist,  has  been 
handling  IGY  copy  from  there 
and  coordinating  Washington 
IGY  activities,  with  Harry  W. 
Frantz  handling  the  copy  for 
overseas  points. 

In  Brussels,  one  of  the  “capi¬ 
tals”  for  IGY  events,  the  UP 
bureau  manager,  William  An¬ 
derson,  has  been  reporting  the 
news.  In  Moscow,  the  three 
members  of  the  United  Press 
staff — Henry  Shapiro,  Whitman 
Bassow,  Colette  Blackmore  — 
are  following  the  Soviet  tech¬ 
nical  and  scientific  journals 
closely  and  have  added  several 
such  publications  to  the  bureau 
list  for  this  year.  They  all  read 
the  Russian  language.  In  Lon¬ 
don,  Robert  Musel  is  the  UP 
man  responsible  for  British  de¬ 
velopments  and  is  keeping  in 
touch  with  scientists  and  scien¬ 
tific  journals  there. 

The  United  Press  has  not 
made  assignments  yet  for  the 
satellite  launching  and  will 
not  do  so  until  details  are 
made  known.  All  IGY  material 
thus  far  has  been  moved 
through  nonnal  channels. 

toward  any  particular  segment 
of  readers. 

Saturday’s  sessions  were 
taken  up  with  the  round-robin 
editorial  page  critiques,  after 
Dean  Charles  T.  Duncan  of  the 
University  of  Oregon  School  of 
Journalism  opened  the  subject 
with  a  talk  surveying  the  scope 
and  content  of  104  Oregon  edi¬ 
torial  pages. 


IGY  Beat 

{Continued  from  -page  13) 


Washington  staffs  of  the  news 
services  and  of  individual  news¬ 
papers  are  in  constant  touch 
with  the  IGY  committee  there. 
One  IGY  headquarters  is  in 
Uccle,  Belgium. 

Communications  will  be  dif¬ 
ficult — only  existent  by  radio 
and  fast  plane  in  some  instance 
in  far-away  wildernesses. 

Associated  Press 
Plans  Its  Coverage 

All  Associated  Press  bureaus 
around  the  world  have  been 
alerted  to  report  fully  upon  dis¬ 
coveries  made  by  the  scientists 
of  all  nations  during  IGY. 

“There  will  be  major  stories 
backgrounding  each  activity,” 
explained  Alton  Blakeslee,  AP 
science  reporter.  “We  are  cover¬ 
ing  all  major  IGY  committees 
and  international  groups  at  the 
centers  for  collecting  and  com¬ 
piling  information  in  the  U.  S., 
U.S.S.R.,  Europe  and  Asia. 

“I’m  sure  we  will  get  valu¬ 
able  findings  in  unpredictable 
ways,”  he  continued,  “and  in 
basic  understandings  that  open 
great  potentialities.  It  will  have 
a  great  value  in  stimulating 
youngsters,  who  are  interested 
in  science  and  in  careers  in  that 
field,  which  badly  needs  re¬ 

cruits.” 

Mr.  Blakeslee  will  cover  all 
phases  of  the  activities.  He 

wrote  last  Spring  series  of 

stories  on  the  whole  IGY  pro- 
gi-am  and  on  the  satellite  to  be 
launched  and  in  November  of 
last  year  addressed  the  As¬ 
sociated  Press  Managing  Edi¬ 
tors  Association  in  Philadel¬ 
phia  on  the  importance  of  the 
event  as  a  news  story. 

The  AP  plans  almost  con¬ 

tinuous  feature  and  news 
stories  from  the  U.  S.  and 
abroad. 

Rennie  Taylor,  AP  science 
writer  in  San  Francisco,  left 
this  week  to  join  the  expedi¬ 
tion  in  Antarctica,  where  Jim 
Tomlinson  and  Don  Guy  went 
for  the  AP  last  year  as  did 
Saul  Pett  in  1955. 

Mr.  Blakeslee  will  go  to 
Washington  Sept.  30  for  an  im¬ 
portant  meeting  of  the  Inter¬ 
national  Geophysical  Year  Com¬ 
mittee  on  Satellites  and  Rockets. 
It  is  hoped  Soviet  scientists  will 
announce  some  details  on  their 
satellites. 

Associated  Press  spokesmen 
said  a  check  of  newspaper  files 
revealed  heavy  play  to  scientific 
stories  in  U.  S.  newspapers, 
which  have  reported  great 
reader  interest  in  the  subject. 


International  Netcs 
Service:  3  Phases 

International  News  Servi« 
spokesmen  said  INS-IGY  fea- 
ture  coverage  was  designed  b 
three  phases. 

The  first  of  these  phases  waj 
the  opening  of  the  “year.”  To 
help  readers  prepare  for  it,  INS 
carried  just  before  the  IGY 
started  a  number  of  special  fea¬ 
tures.  They  included  a  series 
of  five  articles  written  for  INS 
by  the  scientists  heading  vari¬ 
ous  sections  of  the  American 
program,  explaining  what  they 
hope  to  learn  about  the  weather, 
the  upper  air  and  so  on. 

Because  the  earth  satellite  is 
the  most  dramatic  part  of  the 
IGY  effort,  another  series  was 
carried  by  INS  science  writer 
Edwin  Diamond  on  how  the 
satellite  was  being  built  and 
what  it  might  achieve  in  short¬ 
term  and  long-range  research. 
Mr.  Diamond  visited  the  launch¬ 
ing  site  in  Florida  and  some  of 
the  leading  manufacturers  of 
missile  components. 

The  service  carried  additional 
individual  articles  by  Mr. 
Diamond  and  others  on  various 
aspects  of  the  program. 

The  second  phase  of  the  INS 
program  consists  of  progress 
reports  on  what’s  happening. 
This  involves  visits  by  staffers 
to  some  of  the  more  interest¬ 
ing  areas  of  exploration  and 
research.  INS  also  has  upcom¬ 
ing  a  series  by  a  leading  as¬ 
tronomer  on  what  has  been 
learned  about  Mars  and  other 
planets.  Incidentally,  it  is  the 
feeling  of  INS  editors  that  IGY 
is  increasing  public  interest  in 
science  and  research  generally, 
and  so  they  are  increasing  the 
flow  of  features  in  this  broad 
field. 

At  the  end  of  the  “year,” 
INS  expects  to  have  a  number 
of  wrapups  of  results,  both  by 
staffers  and  leading  scientists. 
Getting  byline  copy  out  of 
scientists  that  a  laj.nan  can 
understand  always  has  been 
considered  tough.  But  INS  edi¬ 
tors  have  found  that  with  the 
right  guidance,  editorial  assist¬ 
ance  and  a  clear  understanding 
of  readers  they  are  writing  for 
scientists  can  produce  both 
authoritative  and  readable  copy- 


Mead  Heads  Library 

Erie,  Pa- 

John  J.  Mead,  co-publisher  of 
the  Erie  Daily  Times,  Erit 
Morning  News  and  Stinday 
Times-News,  was  named  here 
to  the  new  post  of  president¬ 
elect  of  the  Board  of  Trustees 
of  Erie  Public  Library. 
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Little  Rock 

{Continued  from  page  12) 


Wilson’s  press  card.  He  showed 
it,  and  the  officer  pointed  his 
billy  club.  Mr.  Wilson  started 
to  walk  away  but  was  kicked, 
pushed  and  slugged  by  members 
of  the  mob. 

“Anybody  got  a  rope?”  a 
white  man  shouted.  “We’ll  hang 
’em.  I  can  get  one  aw’ful 
quick.” 

The  punching,  kicking  and 
shoving  continued  as  Mr.  Wil¬ 
son  walked  briskly  away.  A 
white  man  leaped  on  his  back 
and  rode  him  to  the  ground 
shouting,  “you  dirty  son  of  a 
— .”  The  man  punched  Mr. 
Wilson  repeatedly,  and  other 
members  of  the  mob  kicked  him 
before  he  was  able  to  get  up 
and  walk  away. 

Then  someone  realized  that, 
as  the  mob  chased  the  news¬ 
men  eastward,  the  Negroes  had 
quietly  entered  the  school. 

The  newsmen  found  the  fede¬ 
ral  troops  something  less  than 
talkative.  No  one  but  the  top 
officers  would  answer  any  ques¬ 
tions  from  the  reporters. 

“Did  you  have  a  nice  trip?” 
A  newsman  asked  a  paratroop¬ 
er  when  the  troops  arrived. 

“I’d  rather  not  discuss  it,” 
the  sergeant  replied  politely. 

“Where  did  you  come  from?” 
A  photographer  asked  another 
enlisted  man. 

“I  don’t  know,”  was  the  re¬ 
ply,  “and  I  wouldn’t  tell  you  if 
I  did  know.” 

But,  although  they  were  not 
communicative,  the  troops  con¬ 
trolled  the  mob  that  had  be¬ 
come  hostile  to  newsmen. 

Rodney  Dungan,  an  Arkansas 
Gazette  photographer  who 
posed  as  a  pupil  and  went  in¬ 
side  the  school  before  the  Ne¬ 
groes  arrived,  was  recognized 
and  escorted  from  the  building 
by  troopers. 

.Accent  Trouble 

Reporters  with  northern  ac¬ 
cents  have  been  the  butts  of 
abuse  generally  from  the  on¬ 
lookers.  “Here  is  one  of  them 
northern  reporters”  is  a  fre¬ 
quent  remark  from  the  crowd. 
Mention  of  “New  York”  is  a 
spark  for  jostling  tactics. 

The  press  associations  have 
sent  in  their  star  reporters  but 
also  have  augmented  staffs  here 
With  men  from  southern  bu¬ 
reaus. 

Reiman  (Pat)  Morin,  who 
won  a  Pulitzer  Prize  for  stories 
from  the  Korean  war  front, 
has  been  AP’s  chief  byliner.  He 


took  up  an  unusual  vantage 
point  on  Monday  to  report  the 
rioting  at  the  school  and  has 
received  word  from  Executive 
Editor  Alan  J.  Gould  that  his 
dramatic  story  is  being  tagged 
by  editors  around  the  country 
as  “another  Pulitzer.” 

‘Classic  of  Reporting’ 

Pat  got  inside  a  glass-en¬ 
closed  telephone  booth  that 
gave  him  a  clear  view  of  the 
school  and  the  mob  that  milled 
around  it.  Dictating  rapidly  to 
Chief  of  Bureau  Keith  Fuller 
in  the  downtown  office,  Pat 
poured  forth  a  running  descrip¬ 
tion  that  won  heavy  play  every¬ 
where. 

(Mr.  Gould  told  E&P  that  the 
Morin  story  had  been  described 
as  “a  classic  of  reporting”  by 
scores  of  editors.) 

Also  here  for  AP  are  Art 
Everett,  New  York;  A1  Dop- 
king,  St.  Louis;  Bob  Ford, 
Dallas;  and  on  the  photographic 
staff  are  Fred  Griffith,  Mem¬ 
phis;  Dick  Tolbert,  New  Or¬ 
leans;  Bill  Straeter,  Kansas 
City;  Ray  Jefferies,  Chicago; 
and  Fred  Kaufman,  Dallas.  Mr. 
Fuller  tops  a  seven-man  local 
bureau  staff. 

The  United  Press  said  it  has 
few  of  the  northern  accent 
troubles.  To  beef  up  its  Little 
Rock  staff,  UP  brought  in  Louis 
Cassels  of  Washington,  Leo 
Soroka  of  Memphis,  and  Pres¬ 
ton  McGraw  and  James  M. 
Flinchum  from  Dallas.  Mr.  Cas¬ 
sels  is  a  native  of  Aikens,  S.  C., 
and  talks  like  it. 

Charles  McCarty,  Max  Van 
Duser  and  Roddey  Mims  from 
Dallas  and  Frank  Cancellare, 
White  House  photographer,  in¬ 
creased  the  strength  of  the  UP 
photographic  service. 

International  News  Service 
has  set  up  a  special  bureau, 
with  Arthur  Herman,  executive 
editor  of  the  Washington  bu¬ 
reau,  in  charge. 

Covering  for  INS  are  Bob 
Considine,  William  Theis  from 
Washington,  Gene  Schroeder 
and  Robert  Hennessee  from 
Chicago;  also  Robert  Denley, 
manager  from  Atlanta,  and 
Shelby  Scates  from  Dallas. 

Photo  coverage  is  in  charge 
of  Edwin  C.  Stein,  executive 
director,  who  is  on  the  scene 
with  a  team  of  photographers 
drawn  from  several  INP  bu¬ 
reaus.  They  include  Maurice 
Johnson  and  Arnold  Sachs  from 
Washington,  Sonnee  Gottlieb 
from  Philadelphia,  and  Casey 
Migon  from  Chicago.  Assisting 
Mr.  Stein  is  Peter  Harris,  INP 
Chicago  bureau  manager. 

Pro-integration  Washington 
Post  is  represented  here  by 
Robert  E.  Lee  Baker. 


Color  Awards 

{Continued  from  page  9) 

Determining  factors  in  se¬ 
lecting  the  winners.  Dr.  Sutton 
said,  were  the  high  degree  of 
printing  craftsmanship  that 
was  demonstrated  in  all  circu¬ 
lation  groups,  the  skill  with 
which  color  was  employed, 
color  balance  and  agreement  of 
colors  employed,  and  adapta¬ 
tion  of  color  to  the  product 
being  advertised. 

“Vividness  or  brilliance  in 
colors  was  regarded  as  essen¬ 
tial  in  most  reproductions,”  he 
said.  “A  lack  of  this  quality 
in  some  reproductions  resulted 
from  the  greyness  or  yellow¬ 
ness  of  the  newsprint. 

Lack  of  Register 

“One  major  fault  that  led  to 
many  entries  being  ruled  out 
was  lack  of  register,  which 
could  be  attributed  generally 
to  imperfect  press  work, 
stretch  of  paper,  or  other 
mechanical  difficulties  rather 
than  to  the  color  plates  used. 

“Another  fault,”  Dr.  Sutton 
continued,  “was  the  improper 
control  of  inking,  and  con¬ 
versely  an  undesirable  accentu¬ 
ation  caused  by  over-inking 
that  often  led  to  smearing. 

“Offset  or  smudge  in  white 
areas  due  to  insufficient  rout¬ 
ing,  improper  etching,  not 
enough  web-tension,  and  rough 
or  hard  edges  were  detrimental 
to  reproduction  of  some  ads,” 
he  noted. 

Despite  these  negative  find¬ 
ings,  Dr.  Sutton  said  the 
judges  felt  that  the  over-all 
quality  represented  in  the 
entries  was  “outstanding.” 

The  following  men  comprised 
the  screening  jury: 

John  Amon,  art  director, 
Needham,  Louis  &  Brorby, 
Inc.; 

Orville  Sheldon,  art  direc¬ 
tor,  Foote,  Cone  &  Belding, 
Inc.; 

John  McComh,  production 
manager,  Erwin,  Wasey  & 
Co.; 

Ernest  F.  Neubauer,  produc¬ 
tion  manager,  Campbell-Mith- 
un,  Inc.; 

James  Chisholm,  assistant 
production  director,  Needham, 
Louis  &  Brorby,  Inc.; 

George  Heiland,  vicepresi¬ 
dent  and  general  manager. 
Intaglio  Service  Corp. 

Final  Judges  were:  Dr. 
Sutton;  James  Sherman,  art 
director,  McCann-Erickson, 
Inc.;  and  Edward  L.  Tollefson, 
vicepresident,  Foote,  Cone  & 
Belding,  Inc. 


The  Finalists 

The  following  newspapers’ 
entries  of  color  ads  reached 
the  finals  in  the  contest  judg¬ 
ing,  but  were  not  among  the 
winners : 

Alexandria  (La.)  Town  Talk 
Baltimore  (Md. )  News-Post 
Battle  Creek  (Mich.)  Enquirer  A 
News 

BirminKhani  (Ala.)  News 
Cedar  Rapids  (Iowa)  Gazette 
Charleston  (S.  C.)  Post-News  and 

Courier 

Charlotte  (N.C.)  Observer 
Chicago  (III.)  Daily  News 
Christian  Science  Monitor 
Columbus  (Ohio)  Dispatch 
Dallas  (Tex.)  Times  Herald 
Daytona  Beach  (Fla.)  News  Journal 
Denver  (Colo.)  Post 
Des  Moines  (Iowa)  Register  and 

Tribune 

Detroit  (Mich.)  Free  Press 
Detroit  (Mich.)  News 
Eugene  (Ore.)  Register-Guard 
Evansville  (Ind.)  Courier  and  Press 
Grand  Rapids  (Mich.)  Press 

Green  Bay  (Wis.)  Press-Gazette 
Houston  (Tex.)  Chronicle 
Houston  (Tex.)  Post 
Huntsville  (Ala.)  Times 
Jacksonville  (Fla.)  Times  Union 
Jefferson  City  (Mo.)  Capital  News 

and  Poet-Tribune 

Johnson  City  (Tenn.)  Press-C^hronicle 
Kitchener-Waterloo  (Ont.)  Record 
Lancaster  (Pa.)  Newspapers 
Mansfield  (Ohio)  New^oumal 
Miami  (Fla.)  News 
Middletown  (Conn.)  Press 
Modesto  (Calif.)  Bm 
Moline  (Ill.)  Dispatch 
Nashville  (Tenn.)  Banner  and 

Tennesseean 

Newport  News  (Va.)  •Times-Herald 
New  York  Joumal-American 
New  York  Post 

North  Bay  (Ont.)  Daily  Nngget 
Ogden  (Utah)  Standard-Examiner 
Oklahoma  City  (Okla.)  Oklahoman 
and  Times 

Ottawa  (Ont.)  Journal 
Philadelphia  (Pa.)  Inquirer 
Pontiac  (Mich.)  Press 
Rockford  (III.)  Star  and  Register- 
Republic 

Sacramento  (Calif.)  Bee 
St.  Joseph  (Mo.)  News-Press  and 
Gazette 

St.  Louis  (Mo.)  Post  Dispatch 
Salt  Lake  City  (Utah)  Deseret  News 
and  Telegram 

San  Francisco  (Calif.)  Examiner 
St.  Petersburg  (Calif.)  Times 
St.  Paul  (Minn.)  Pioneer  Press  and 
Dispatch 

San  Antonio  (Tex.)  Express-News 
San  Diegc  (Calif.)  Union  and  Tribune 
Santa  Rosa  (Calif.)  Press-Democrat 
Sheyboygan  (Wis.)  Press 
South  Bend  (Ind.)  Tribune 
Siiokane  (Wash.)  Spokesman  Review 
Springfield  Illinois  ^ate  Journal  and 
Register 

Victoria  (B.C.)  Colonist  and  Times 
Walla  Walla  (Wash.)  Union-Bulletin 
Waiikeuan  <I'l.)  Xe'  s 
Wheeling  (W.  Va.)  Intelligencer 
Worcester  (Mass.)  Telegram  and 
Gazette 

Yakima  (Wash.)  Daily  Republic  and 
Herald 


Herald  Tribune 
Plans  Expansion 

The  New  York  Herald  Trib¬ 
une  will  make  an  official 
statement  on  its  planned  ex¬ 
pansion  program  next  week,  a 
spokesman  for  the  newspaper 
told  E&P. 

The  statement  will  be  de¬ 
signed  to  refute  errors  in  gos¬ 
sip  and  speculation  stories 
published  for  the  last  two 
weeks  concerning  new  invest¬ 
ments  in  the  Herald  Tribune 
and  changes  planned  by  it. 
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Eleanor  Roosevelt 


Subjeet  of  Study 


Roosevelt,  a  name  to  conjure 
with  in  print  or  politics,  will 
he  a  subject  for  syndication  in 
12  provocative  installments  on 
•‘The  Most  Remarkable  Roose¬ 
velt” — Mrs.  Eleanor  Roosevelt 
(Register  and  Tribune  Syndi¬ 
cate,  Des  Moines). 

Roosevelt-lovers  and  Roose- 
velt-haters  alike  are  expected 
to  read  with  interest  these 
exclusive  interviews  with  Mrs. 
Roosevelt  by  Carl  Rowan,  who 
also  engaged  in  extensive  back¬ 
ground  research. 

Mr.  Rowan,  reporter  for  the 
Cowles  newspapers,  in  1956  be¬ 
came  the  only  newspaperman 
ever  to  win  three  consecutive 
annual  awards  from  Sigma 
Delta  Chi. 

Now  nearing  73,  Eleanor 
Roosevelt  this  week  was  the 
guest  of  Khrushchev  at  Yalta. 
Incidentally,  the  Roosevelt  name 
will  come  to  the  forefront  from 
another  branch  of  the  fabulous 
family  during  the  coming  year, 
centennial  year  of  the  birth  of 
Theodore  Roosevelt,  Eleanor’s 
uncle.  (E&P,  Aug.  24,  page 
.5.5). 


five  installments,  which  total 
9,000  words,  begins  Dec.  20. 
There  will  be  six  illustrations 
by  Reisie  Lonette  to  accomi)any 
the  series. 


Childhood  Lost 
Is  Remembered 


Remembrance  of  childhood 
lost  is  invoked  by  syndication 
(Superior  Features  Syndicate) 
of  the  hilarious  and  nostalgic 
best  selling  book  (W.  W.  Nor¬ 
ton  &  Co.)  called  ‘‘Where  Did 
You  Go?”  “Out”  “What  Did 
You  Do?”  “Nothing.”  —  by 
Robert  Paul  Smith. 

This  story  with  long  title  (to 
match  the  thoughts  of  youth) 
recalls  when  you  v/ere  a  kid 
and  how  things  have  deterio¬ 
rated  since.  If  you  were  a  kid 
puzzled  by  grownups  and  are 
now^  a  grownup  puzzled  by  kids, 
this  story  is  supposed  to  answer 
some  of  the  puzzles.  It  comes 
in  14  installments  of  1,200 
words  each. 


BETTER  UNDERSTANDING  among  editors  of  the  world  was  tke 
theme  of  message  that  Kingsbury  Smith,  vicepresident  and  generi 
manager  of  International  News  Service,  delivered  to  Asian  editors  it 
a  luncheon  at  United  Nations  recently.  Mr.  Smith  spent  17  yttn 
abroad  as  a  foreign  correspondent. 
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Editors  Deny 
Strike  Parley 
With  Hoffa 


was  composed  of  many  of  the 
same  persons  who  met  as  > 
liaison  group  during  the  46-day 
strike  in  the  19.55  Christinas 


Detroit 


Childhood  Fitness 
Is  Questioned 


Herald  Angel's 
Christmas  Story 

With  Autmn  at  hand,  Christ¬ 
mas  is  on  the  way.  In  prepara¬ 
tion  for  that  holy-happy  holi¬ 
day,  newspapers  are  offei’ed  a 
beautiful  Christmas  story  en¬ 
titled  “Raphael,  the  Herald 
Angel.”  (Hall  Syndicate.) 

The  story  was  written  by 
Merle  Hudson  of  Bryan,  Texas, 
writer  for  newspapers  and 
magazines,  and  David  Appel, 
feature  editor,  Philadelphia 
(Pa.)  Inquirer.  Syndication  of 


Are  we  raising  our  children 
to  be  weaklings  and  cowards? 
Does  city  life  stultify  youth — 
with  no  work  to  do,  no  wood 
to  chop,  no  ashes  to  lug,  no 
groceries  to  fetch,  no  gardens 
to  dig,  no  errands  to  run,  no 
household  or  barnyard  chores 
to  do? 

The  somewhat  frightening 
questions  ai-e  discussed  authori¬ 
tatively  in  a  five-part  series  on 
“Is  Your  Child  Fit?”  (New 
York  Herald  Tribune  Syndi¬ 
cate).  The  articles  are  by 
Bonnie  Prudden.  Starting  date 
is  Sept.  30  or  thereafter. 
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Washington  Building 
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Chicago 
WILLIAM  B.  RYAN 


CLIFFORD  B.  MARSHALL  333  N.  Michigan  Avc. 
Healey  Building  Financial  6-6460 

JAckson  5-1576 


Editors  of  Detroit’s  three 
dailies  have  made  a  public  de¬ 
nial  of  a  published  report  that 
they  met  with  James  R.  Hoffa, 
the  teamster  boss,  the  night  the 
recent  newspaper  strike  ended. 

Time  magazine  had  quoted 
Mr.  Hoffa  as  saying  that  the 
three  editors  came  to  see  him 
at  3  a.m.  and  “we  worked 
things  out.  I  talked  and  they 
listened.” 

“That  is  categorically  un¬ 
true,”  the  editors  state  in  a 
letter  published  by  Time  this 
week.  It  was  signed  by  John  C. 
Manning,  Times;  Harry  Wade, 
News;  and  Lee  Hills,  Free 
Press.  They  said  they  thought 
Mr.  Hoffa  may  have  been  re¬ 
ferring  to  the  fact  that  repor¬ 
ters  from  all  of  the  papers  had 
talked  with  him  “but  in  no 
way  participated  in  the  settle¬ 
ment.” 

The  newspaper  shutdown 
ended  shortly  after  Mr.  Hoffa 
returned  here  from  Washington 
where  he  had  testified  before 
the  Senate  labor-management 
rackets  committee. 

The  quiet,  behind-the-scenes 
work  of  a  committee  of  union¬ 
ists  representing  the  various 
newspaper  crafts  is  credited 
with  keeping  the  August  news¬ 
paper  tie-up  to  one  week  in¬ 
stead  of  a  weeks-long  affair. 

The  committee  was  headed  by 
Louis  Cook,  president  of  the 
Detroit  Newspaper  Guild.  It 


season. 

The  Guild  took  a  leading  role 
in  the  mediation  attempts  be¬ 
cause  it  was  in  the  position  of 
being  a  neutral,  its  members 
not  having  lost  work  time  when 
the  three  publishers  declared 
that  a  strike  against  one  was  a 
strike  against  all  three,  and 
closed  down  all  operations. 

Mr.  Cook  from  that  time 
either  kept  the  committee  in 
session  or  had  the  committee 
members  on  call  for  any  emer¬ 
gency. 


picket  Line  Honored 


The  tie-up  dragged  on  be¬ 
cause  the  teamsters  refused  to 
go  through  the  mailers’  picket  | 
line. 

A  Free  Press  reporter  con¬ 
tacted  Hoffa  in  Washington  and 
got  the  assurance  that  he  had 
ordered  an  end  to  the  tie-up  as 
far  as  teamsters  were  con¬ 
cerned.  But  here  in  Detroit  the 
local  teamster  lieutenants  were 
making  no  move. 

Mr.  Hoffa  was  in  no  position 
to  bring  about  a  settlement  bj 
himself,  but  he  had  in  the  re¬ 
presentative  committee  headec 
by  Mr.  Cook  a  means  for  peace 
making.  He  and  Mr.  Cook  were 
the  joint  mediators  who  finally 
won  agreement  for  a  resump¬ 
tion  of  printing  on  the  basis  of 
an  arbitration  plan. 


Capital  Names  K&E 


Capital  Airlines  has  >!>■ 
pointed  Kenyon  &  Eckhardi 
Inc.  as  its  advertising  agent! 
effective  Oct.  1. 
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Y  »  rp  1  Publications;  David  Zeitlin,  Military  Reporter 

Ij06W  S  1  BK6S  Cameron  Shipp,  free-  Honored  bv  Wilson 

O  i  Widem,  Hart-  Honorert  l>y  Wilson  ruoucauons  jot  saie 

T-i*!  W/^  *1  (Conn.)  Times.  Washington  chart  area  2. 

rllm  Writers  Howard  Dietz,  vicepresident  Lloyd  Norman,  military  cor-  One 

in  charge  of  advertising,  pub-  respondent  of  the  Chicago  Trio-  available  at  price  and  terms  that  border 

Tn  T  rmiQvillp  exploitation  for  une,  this  week  received  a  letter 

1  (J  LjULIIoV  I  lie  Loewi’s,  is  setting  up  Louisville  of  appreciation  from  Secretary  best-edited  on  the  Atlantic  seaboard. 

press  headquarters  for  the  of  Defense  Wilson  for  his  Ten  to  is  full-sized  newspaper  pagw. 

One  of  the  film  industry’s  writers.  coverage  of  the  Pentagon  for  “  s”"  Tneome  i^t  year 

most  ambitious  post-war  press  .  the  last  10  years.  $53,799  (up  $2,000  so  far  this  year) ; 

j„„kets-pperation  ‘-Raintree  Annoillted  -"in""8%"on 

County” — becomes  an  actuality  Navy  during  the  war,  is  a  price  and  707o  on  investment.  Local 

Oct.  1-3.  Assistant  to  Dean  graduate  of  Northwestern  Uni-  “^"‘■"jii'Siern'^pUnt.^”  #rke  *  tsTooo*” 

Loew’s  Inc.,  parent  company  James  Richard  Boylan,  29,  of  versity.  He  joined  the  Tribune  terms  $i3,ooo  down  and  owner  will 
of  MGM  Pictures,  is  taking  York  City,  has  been  ap-  in  1938  and  was  assigned  to  ScuUr" 

critics,  columnists  and  com-  pointed  assistant  to  the  Dean  the  Washington  bureau  in  1943.  sample  copies,  balance  sheets,  address 
mentators  from  Boston,  Hart-  Columbia  University  Gradu-  •  may  BROTHERS^i^amto^N^ 

ford.  New  York,  Washington,  ^te  School  of  Journalism.  He  excellent  potential 

D.  C.,  Chicago  and  Los  An-  concentrate  on  alumni  af-  >  moeilt  Weber  Dies  .‘ndus?r5:;‘"'lJ^ating 

1  geles  to  Louisville,  Ky.,  for  fairs,  A.  Vincent  Weber,  59,  a  mapuzine.  Monthly,  rejrionai  (tJhart 

three  days  of  activity  marking  Boylan  was  graduated  salesman  for  Walter  Scott  &  ^ 

1  introduction  of  a  new  wide-  f^om  Cornell  College,  Iowa,  in  Company,  press  manufacturers,  ^^^rT^T^wis^si'n,  top  fli^t 

screen  system,  termed  M-G-M  1950  after  having  been  elected  died  Sept.  20  of  a  heart  ail-  semi-weekly  grossing  $75,000  in  stable 

Camera  65.  The  motion  picture,  to  Phi  Beta  Kappa.  He  at-  ment  at  his  home  at  White  -p^rtTnUy  lor^’^grrivi"  PuWishen 

based  on  Ross  Lockiidge  Jr.  s  tended  the  Pulitzer  School  on  Plains,  N.  Y.  He  joined  the  Libby  Agency.  35  East  Kellogg  Boule- 

Civil  War  best-seller,  co-stars  ^  Fellowship  and  received  his  Scott  company  in  1946  after  yard,  st.  Paul,  Minnesota. 

Montgomery  Clift,  Elipbeth  Mastei-’s  Degree  in  June,  1951.  having  W'orked  for  Ludlow  Publications  Wanted 

Taylor  and  Eva  Marie  Saint.  jjg  hag  worked  as  an  editor  of  Typograph  Company  and  the  J.  ■  - - - ^ - 

The  film  company  is  charter-  This  Week  magazine.  M.  Huber  Company.  ooo^^o  $30MOO,^6.oto  or°*over  circu^ 

ing  two  planes — one  from  Los  -  lation  in  Chart  Areas  4.  5,  9,  10,  12. 

_  Able  to  finance.  Sweetwater  Reporter, 

Angeles,  the  othei  fiom  New  \  .  -  ^  Sweetwater,  Texas. 

York — to  take  the  press  party  ■  ■  ■  ■ _ — 

and  home  office  and  studio  per-  ^  I  mk  ^  ^  ^  ^  ^ M  |  Business  Opportunities 

SOnalitieS  and  executives  to  1  rotary  plants  in  chart  Areas  3 

Louisville  9*  Ogden,  Utah  area  to  handle 

Louisviile-bound  the  morning  Benefit  from  our  Vast  Newspaper  Audience  high  speed  Tubular  «iuipment  with 

Of  Oct.  1  will  be  Bosley  |  roun\s“0e  74;;rdetails."‘Br'39r9: 

Lrowther,  Aeir  1  ork  Times;  I  Kditor’ &  Publisher.  _ 

T  William  K.  Zinsser,  New  York  ■■  ...  ‘wi-i  i  vstaiu  ished  community 

j  Herald  Tribune ;  Frank  Quinn,  ANNODNCEMEIN TS _ AN^OU^CEMENT8  j  newspaper,  6  years,  located  in  one^  of 

\ew  York  Mirror;  Rose  Pels-  Newspaper  Brokers  Newspaper  Brokers  readv'* ^"tremendous  expansion, 

wick.  New-  l-(,rfcj0Mnin/-.4  men-  ^  ^  the  -CK.lden  Rule"  is  our  yard-  NORMAN  *  NORMAN,  Inc,  610  naX^V't'm^^^ 

CQUf  Alton  Cook,  New  York  stick.  Stypes,  Rountree  &  Co.,  625  Security  BldR.,  Davenport,  Iowa.  Sales,  rponirc^d  Box  S935  Editor  & 

World-Telegram  &  San;  Archer  Market  St.,  San  Francisco  5,  Cal. _ _  ^^wreUon.  ‘‘“^ij^rienTid  Pi'bHsber. 

Minsten,  New  Y’ork  Post;  Gay  ’  MIDWEST  NEWSPAPERS  Former  newspaper  manager  with  stock 

Pauley,  United  Press;  Phyllis  i„  proven  fields  Herman  Koch,  2923  _  Advertising  Rates 

Battelle,  International  News  Virginia  St.,  Sioux  City,  Iowa. _  Newspaper  Appraisers  CLASSIFIED 

Seivice;  Ed  Sullivan,  New  York  may  brothers.  Binghamton,  n.  y.  newspaper  valuations  ,,  _  -  i. 

Daily  News-CBS;  John  Mac-  Established  1914.  Newspaper  bought  .J.  „unK.ses  "“*•*  ConwcutlY. 

Donald,  Life;  Ted  Robinson  and  sold  without  publicity.  Sver  “  140  “"vaCtrons‘''''^ma“:  i 

Jr.,  Newsweek-  Hollis  ^Inert  SALES,  appraisals,  manage-  ‘o  SITUATIONS  WANTED  <«’»>»«* 

„  r>  .  '  D  ’  ment  aid.  NEWSPAPER  SERVICE  ^  I  •’’•'•''I  *  *'"**  ®  50e  per  line  e^ 

!>aUirdny  Review;  Jesse  Zun-  company,  601  Georgia  Savings  Bank  Complete  reports  submitted  Insertion;  3  times  «  SSe;  2  @  60e: 


ANNOUNCEMENTS 
Publications  for  Sale 


CHART  AREA  2. 


classified  section 

Benefit  from  our  Vast  Newspaper  Audience 


ANNOUNCEMENTS 
Newspaper  Brokers 


ANNOUNCEMENTS 
Newspaper  Brokers 


Publications  Wanted 

DAILY  NEWSPAPER  grossing  $200,- 
000  to  $300,000,  6,000  or  over  circu¬ 
lation  in  Chart  Areas  4,  5,  9,  10,  12. 
Able  to  finance.  Sweetwater  Reporter, 
Box  760.  Sweetwater,  Texas. 

Business  Opportunities 

ROTARY  PLANTS  in  Chart  Areas  3 
and  9.  also  Ogden.  Utah  area  to  handle 
high  volume  printing  contracts.  Prefer 
high  speed  tubular  «iuipment  with 
color  decks.  Triple  A  national  ac- 
j  counts.  Give  full  details.  Box  3909, 

I  Editor  &  Publisher. _  _  _ 

WELL  ESTABLISHED  COMMUNITY 
newspaper,  6  years,  located  in  one  of 
richest  districts  in  New  York  City. 
Now  ready,  tremendous  expansion. 
Owner  expansion.  Owner  seeking  ex- 


iciv,  ^  ^  the  -CKilden  Rule"  is  our  yard-  NORMAN  &  NORMAN,  Inc.,  610 

in;  Alton  Cook,  New  York  stick.  Stypes,  Rountree  &  Co.,  625  Security  Bldg.,  Davenport,  Iowa.  Sales,  rmiiiiri>d  Box  3935  Editor  4 

'<"orld-Telegram  &  San;  Archer  Market  St.,  San  Francisco  5,  Cal. _ _  ^^w?J«on.  ‘‘“^iJ^rienTid  Publisher.  _ 


MIDWEST  NEWSPAPERS  Former  newspaper  manager  with  stock 

in  proven  fields  Herman  Koch,  2923  - 

Virginia  St.,  Sioux  City,  Iowa. _  Newspaper  Appraisers 

MAY  BROTHERS.  Binghamton,  N.  Y.  NEWSPAPER  VALUATIONS 
Established  1914.  Newspapers  bought  ~  ,  ,,  , 

.,d  ..u 

SALES,  APPRAISALS.  MANAGE- 

MENT  aid.  NEWSPAPER  SERVICE  ^ 

COMPANY,  601  Georgia  Savings  Bank  Complete  reiiorts  submitted 

Bldg.,  AtlanU,  Ga.  A.  S.  VAN  BENTHUYSEN 

SALES  AND  PURCHASE  negotiations  Ocean  Avenue.  Brooklyn.  N.  Y. 

handled  with  discretion.  Publishers  u-.ui-  ••  e  a  m 


_ Publications  For  Sate 

MISSOURI  EXCLUSIVE  WEEKLY 
near  Ozarks ;  circulation  over  1,000 ; 
priced  low,  low  down  payment.  Bailey- 


ser,  Cue.  |  Bldg.,  AtlanU,  Ga.  A.  S.  VAN  BENTHUYSEN 

Out-of-town  delegation :  Mar-  !  SALES  AND  PURCHASE  negotiations  Ocean  Avenue.  Brooklyn.  N.  Y. 

r;%,£”"cSi*c.2;'“rs _ ^ 

Clark;  and  Mary  x!  |  the  D.Ak  AGENCY  , 

Sullivan,  Boston  Record-Ameri-  ;  “America’s  No.  l  Newspaper  Broker’’  priced  low,  low  down  payment.  Bailey- 

rm-Slinday  Advertiser;  Rudv  66  Adelaide,  Detroit,  Mich,  wo  3-3926.  Krehbiel._l^ox  j96^  Salina,  Ks. _ 

Fli  and  AUn  AT  1  D  t  ^  > - ESTABLISHED  3  weekly  plant  in 

anu  Alta  Alaloney,  tsoston  ^  its  NOT  the  down  payment  that  progressive  community.  Chart  Area  4. 
Herald-Traveler;  Jav  Carmody,  ‘  buys  the  newspaper  —  it’s  the  per-  Population,  gross  both  at  40,000  and 
IFas/iinntnn  J „  A  „  «  .  i  sonality  and  ability  of  the  buyer.  This  growing.  Good  net.  Responsible  parties 

p.  ”  CiVening  Otar,  l  jg  vvhy  we  insist  on  personal  contact  only. _ Box  3927,  Editor  &  Publisher. 

IChaid  L,  Coe,  W  ashington  j  selling,  six  well  accepted  wet*kiy  newspapers 

Dost;  James  O’Neil,  Washing-  '  LEN  FEIGHNER  AGENCY  >"  Eastern  MMsaehusetts  contiguous 

t/ru  AT  T-.,  T'  '  i  area.s.  All  audited  paid  circulation. 

m  uaily  News;  Eleanor  Keen,  Box  192  Mt.  Pleasant,  Mich.  Establish<-d  from  1870  to  1930.  Three 

Lhicago  Sun-Times  -  Sam  Les-  '  - competition,  three  first  in  com- 

nar  n  -i  ’a-  a  OUR  RECORD  of  successful  sales  munity.  Excellent  printing  facilities 

*  '-'Uicago  Lfaily  News;  Ann  speaks  tor  it.«elf.  We  invite  your  in-  available  under  long  term  contract 
-uar.sters,  Chicago  .American-  vesfiltation.  We  solicit  your  inquiriM  if  desired  without  plant  investment. 
.UiYiTYnT  r  „  4  .1  IT  ’  on  our  exclusive  listings  of  California  Financing  can  bo  arranged.  Box  3924, 

__,j  ^  &tar,  Los  Angeles  Her-  |  and  Arizona  newspaper  propertiM.  Editor  &  Publisher, 
ow  Express;  Lowell  Redelings,  l  Oabbert  &  Hancock,  Associate,  3709  WEEKLIES — DAILIES 


66  Adelaide.  Detroit.  Mich.  WO  3-3926.  Krehbiel._l^ox  396,  Salina,  Ks^ _ 

- ESTABLISHED  3  weekly  plant  in 

ITS  NOT  the  down  payment  that  progressive  community.  Chart  Area  4. 
buys  the  newspaper  —  it’s  the  per-  Population,  gross  both  at  40,000  and 
sonality  and  ability  of  the  buyer.  This  growing.  Good  net.  Responsible  parties 
is  why  we  insist  on  personal  contact  only.  Box  3927.  Editor  &  Publisher. 


selling.  SIX  WELL  accepted  weekly  newspapers 

LEN  FEIGHNER  AGENCY  Eastern  Massachusetts  contiguous 

areas.  All  audited  paid  eirrulation. 
Box  192  Mt.  Pleasant,  Mich.  Established  from  1870  to  1930.  Three 

- - no  competition,  three  first  in  com- 

OUR  RECORD  of  successful  sales  munity.  Excellent  printing  facilities 


Advertising  Rates 
CLASSIFIED 

Lina  Ratat  Each  Contacutiva 
Insartion 

SITUATIONS  WANTED  (P»y*Me  •«" 
order)  4  timet  9  50c  per  line  each 
Insertion;  3  timet  9  55c;  2  9  50c; 
1  ®  65c.  Add  20c  for  Box  Service. 

JOB  APPLICANTS  ""‘T  •“**  » 
of  printed  employment  application  forms 
by  sendinf  self-addressed  6c  stamped 
envelope  to  E&P  Classified  Dept. 

AU  OTHER  CLASSIFICATIONS: 
4  times  9  95c  per  line  each  insertion; 
3  times  •  $1.00;  2  times  9  $105; 
1  9  $1.10.  3  lint  minimum.  Add  20c 
for  Box  Service. 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING,  Wadnatday,  2  p.m. 
Count  30  units  per  line,  no  abbreviations 
(add  1  lint  for  box  information.)  Box 
holders'  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  A 
Publisher  reserves  the  ri|ht  to  edit  all 
copy. 

DISPLAY  RATES 

Agate  1  6  13  26  52 


WEEKLIES— DAILIES 


Hollywood  (Calif.)  Citizen-  Rivgrsid**-  California,  OFFER  an  outotanding  lUt  of 

‘Veu’s;  Len  Boyd,  North  Holly-  CONFIDENTIAL  INFORMATION  dailies^throug'hout  THE 

wood  (Calif)  Valley  Times-  Daily  Newspaper  Properties  WHOLE  UNITED  STATES. 

William  Tyree,  UP;  Emily  Bell  W.  H.  Glover  Co.,  Ventura,  Calif.  ".rpap'^"why"-t  u,e‘’"/ur‘ 


INS;  James  Powers  and 


WESTERN  NEWSPAPERS 


Joseph  Russell,  Hollywood  Re-  I  Joseph  A.  Snyder,  12163  W.  Waal^ 

oortpf  C54.  •  ‘  TY  •  1  ington  Boulevard,  Loe  Angeles  66. 

yorier,  Herb  Stein,  Triangle  !  Calif.  Day  or  NiU  Phone:  EX  1-6238. 

editor  sc  publisher  for  September  28.  1957 


Weetern  weeklies  and 
DAILIES  THROUGHOUT  THE 
WHOLE  UNITED  STATES. 

If  you  are  planning  to  buy  a 
newspaper  why  not  use  our 
personalized  service? 

JACK  L.  STOLL  A  ASSOCIATES 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Cal. 


6 

13 

26 

52 

Time* 

Time* 

Time* 

Timec 

$430 

$405 

$370 

$330 

240 

228 

210 

190 

140 

128 

123 

110 

95 

84 

72 

66 

54 

48 

45 

40 

70  105  95  84  ^  66 

35  62  54  48  45  40 

Editor  &  Publisher 

1700  Time*  Tower  N.  Y.  36,  N.  Y. 
Phene  BRyonI  9-3052 


NEWSPAPER  SERVICES 


Circulation-Promotion 


CIRCULATION  BUILDING:  Europe. 
Africa,  Middle  East.  Promotion,  aub- 
■cription  campaigns.  Newsstand  de¬ 
velopment.  Informatisn,  surveys,  an¬ 
alysis,  service.  Several  U.  S.  publica¬ 
tions  have  succeeded  by  consulting 
TIM  GREY  and  Associates.  12H  Ob¬ 
servatory  Gardens,  London  W.8. 
England. 

Prizes,  Fellowships  Etc. 


MACHINERY  and  SUPPUES 


Press  Room 


GOSS  8  Units  and  Folder 
ROP  Color,  AC  Drives 
SCOTT  6  Units  and  Folder 
Substructure,  AC  Drives 
GOSS  3  Units  and  Folder 
AC  Drive,  End  Feed 
DUPLEX  16  Page  Tubular 
GOSS  4  Units  &  Folder 
Cline  Reels,  AC  Drives 


MACHINERY  and  SUPPUESs 


Press  Room 


FOR  QUICK  SALE  AND 
PRICED  LOW  INVESTIGATE 
THIS  ROTARY  PRESS  EQUIP¬ 
MENT  AND  PACKAGE-IN¬ 
STALLED  DEAL.  AVAILABLE 
IMMEDIATELY. 


CITY  EDITORS  and  re^^m:  u^  JOHN  GRIFFITHS  CO.  INC. 

Journalism  AWARDS  DIRECTORY 

for  story  and  pic  ideas  that  pay  off  415  Lexington  Ave.  New  York  17,  N.Y. 
in  prizes ;  also  fellowship  data.  Order 


Press  Room 


AVAILABLE  IMMEDIATELY 
and  Priced  for  Quick 
LIQUIDATION 

8  page  DUPLEX  FLATBED 

Model  AB.  Located  California 

16  PG  DUPLEX  TUBULAR 

and  %  pg.  Folder — Stereo — AC 


now,  catch  deadlines.  Only  82  a  copy. 
P.O.  Box  434,  Rye.  N.  Y. 

Syndicates-Features 


HOE  SUPERSPEED  Twen-  20  pg  Duplex  Tubular 
tieth  Century  Press  Equipment  2  to  i  Model,  ac  Drive,  Compi«» 


Efficient  with  Distinctive  heatui’es  Stereo,  Located,  Illinois. 

TWO-TO-ONE  DUPLEX  TUBULAR  such  as:  Patented  Ink  Pumps,  Solid  - 

16-page  capacity.  Equipped  with  mat  Steel  Cylinders  with  Roller  Bearings.  16/32  pg  GoSS  Straightline 
roller,  pot,  pump,  curve  caster,  plate  Indeiiendent  Vertical  Drive  Shaft  to  Cnmnlete 

finisher,  router,  scorcher,  chipping  drive  each  unit  with  heavy  construe-  ’  ^ 


with  Web-bieak  detectors. 


WAREHOUSED  in  Philadelphia.  HOE  t-iivt 

“Suiiersiieed’  Si.x  Units— 2  Double  Single  width,  23  9/16”,  %  and  \ 

Folder  press,  22%"  page  cut-ofi,  sub-  Folder,  AC  _  Drive,  Complete  Stereo, 
structure,  Kohler  Reels  with  Wood  Located  Florida. 


ALL  THREE  PRESSES  immediate-  Auto  Pasters,  Dollies,  Cutler  Hammer 


CARTOONIST  DESIRES  newspaper  block,  chases.  R  &  L  turtle,  mat  shear  tion  throughout  for  S|>eed.  Each  Unit 

to  test  run  his  comic  strip.  Box  3709,  and  mat  box.  with  Web-bieak  detectors. 

Editor  &  Publisher.  Delivered  and  put  into  operation  any- 

_  where  in  U.S.A.  WAREHOUSED  in  Philadelphia.  HOE 

Prd>MM  FnwinetTs  12-24  PAGE  GOSS  single  width  press  •'Superspeed  Six  Units— 2  Double 

“  22%"  cutoff.  Folder  press,  22%”  page  cut-ofI,  sub- 

_  T  ,  11  »•  Model  B  Duplex.  structure,  Kohler  Reels  with  Wood 

ALL  THREE  PRESSES  immediate-  Auto  Pasters,  Dollies,  Cutler  Hammer 
MOVHNG—REPAIRII^— TRUCKING  .  ^^gji^ble.  Convevors.  Equipment  is  out  of  the 

Expert  Service  World  Wide  liPPr'O  Philadelphia  Bulletin,  is  complete, 

SKIDMORE  AND  MASON,  INC.  .  crated  and  skidded,  warehoused  in 

65-69  Frankfort  Street  420  Valleybrook  Ave.  Philadelphia  ready  for  shipment.  Is 

New  York  88,  N.  Y.  Lyndhurst,  N.  J.  identical  twin  set-up  to  what  was  sold 

BArcIay  7-9775  -  and  installed  at  the  Huntington  Park 

-  Daily  Signal,  Huntington  Park,  Cali- 

GOSS  “"J  in  use  over  eight  months. 

x-resB  r-recior,  moving,  neouiioing  v.,,rL-ri  i  More  than  thirty  of  these  Philadelphia 

FlatW  Semi-Cylindrical  Tubular.  nQMg[_^  WIDIH,  Bulletin  H<«  Press  UniU  were  sold 

7  Oak  Court,  Islip.  New  York  si  ^vyi  ikirsni/^  a  i  installed  in  6  other  California 

JU  1-0687  INDRiClAI  .  newsuaiiers  in  the  nast  3  vears.  We 


24/48  pg  GOSS 
STRAIGHT  LINE 


Complete  Stem. 


ly  available. 

UPECO 

420  Valleybrook  Ave. 
Lyndhurst.  N.  J. 


Conveyors.  Equipment  is  out  of  the  3  UNIT  SCOTT 

Philadelphia  Bulletin,  is  complete,  ...  „  ,  _  ,  _. 

crated  and  skidded,  warehoused  in  *  *xtr*  COLOR  Couples.  Floor 


Philadelphia  ready  for  shipment.  Is  f®**  •  ■ 

identical  twin  set-up  to  what  was  sold  Location:  Portsmouth,  Virginia. 

and  installed  at  the  Huntington  Park  . 

Daily  Signal,  Huntington  Park,  Cali-  3-4  and  5  Unit  HoeS  22^ 
fornia  and  in  use  over  eight  months.  Former  Boston  Post 

More  than  thirty  of  these  Philadelphia  _ 

Bulletin  Hoe  Press  Units  were  sold  /  IIMIT  C^/"ATT 

and  installed  in  6  other  California  ®  UINII  I  I 

newspaiiers  in  the  past  3  years.  We  Multi-Type — 22% "  cut-off.  Leads  for 

will  add  color  production  equipment.  SPOT  COLOR.  3-Arm  Reels  ft  Tos- 

sions.  Complete  Stereo. 

3  UNITS,  24/48  page  press  roll-arm-  Location:  Detroit,  Michigan, 
floor-fed,  complete  with  motor  drive.  ■  • 

,“ki‘  *  6  or  7  UNIT  GOSS 

new  CAPCO  Portable  Fountains  for  ••  -atJ,  u- , 

added  color.  22%  page  cutoff.  ,  units— -White  M*** 


UPECO.  INC. 


10  GOSS. 

DOUBLE  WIDTH. 
SEMI-CYLINDRICAL. 

ROLLER  BEARING  UNITS 

3  Double  Delivery  Folders 

DisMANTLiNG-MOVED-ERECTED  Being  Replaced  by 

Universal  Headliner  Units 

Printing  Equipment  Co..  Inc.  Angle  Bars  Over  Each  Unit 

420  Valley  Brook  Ave.  4  Color  Cylinders 

Lyndhurst.  N.  J.  3  Upper  Formers 

MACHINERY  and  SUPPUES  Drives.  Reels  and 

-  Automatic  tensions 

Composing  Room  Geared  Speed  42.000  P.P.H. 

REID  V  BELT  drive  for  Linotype-  23-9/16"  Cutoff 

Intertype  with  new  clutch  wheel  ^  nr  i  /-x  .• 

8125.  Make  a  drive  to  go  above  and  Can  be  been  In  Operation 
a  drive  to  hang  below.  Reid  Maga¬ 
zine  Racks  31  stock  sizes  or  make  up 
to  suit  your  needs.  Like  to  have  your 

Cincinnati  enquirer 

r.t.ai'-fwf.vas,.  the  goss  printing  Sn 

PRESS  CO. 

Will  sell  all  or  part.  «  r,-  -  •  >  w-  » 

Contact  Randall  Barton  A  Division  of  Miehle-Gosa-Dexter.  I 

RepuMic  and  GMette  5^01  West  31st  Street 

P.O.  Box  1950,  Phoenix,  Arizona. 

THE  NATION'S  Newspaper  Forms  _ Chicago  50,  Illinois 

roll  on  L.  ft  B.  Heavy  Duty  News¬ 
paper  Turtles— 884.60  to  897.50.  Write  NEW  COLE  QUARTERFOLDEB 
for  literature.  L.  ft  B.  Sales  Company. 

P.O.  Box  560,  Elkin,  North  Carolina —  Portable,  custom  built,  adaptable  to 
World’s  Largest  Manufacturer  of  all  types  rotary  presses. 


3-4  and  5  Unit  Hoes  223^ 


cut-off.  Leads  for 


Location:  Detroit,  Michigan. 


"  ,“ki‘  *  6  or  7  UNIT  GOSS  223/4" 

!w  CAPCO  Portable  Fountains  for  'rvoc  ••  ttr,.-,  u- , 

ded  color.  22%  page  cutoff.  ,  units— -White 

Bearings.  Cline  3  Arm  Reels  and  Tos- 
4  UNITS,  32/64  page  press  on  sub-  sions.  Trackage  and  TurnUble. 


structure  with  Kr.hler  Reels,  or  roll- 
arm-floor  fed,  with  motor  drive,  will 
reverse  one  unit  couple  with  2  new 
CAPCO  Portable  Fountains  for  added 
color.  22%"  page  cutoff. 


GOSS  FIVE  UNIT  PRESS 

Arch-Type,  22%  inch  Cut-off,  sub¬ 
structure,  Cline  Reels,  Cutler  Hammer 
Conveyor  Trackage.  Balloon  B'ormer 
available  with  equipment  can  be  seen 
at  Detroit  Free  Press,  or  similar  units. 


same  paper  installed  at  the  pot,  110  V  _ , 

S.anta  Monica  Outlook,  Santa  Monica,  within  past  year;’  Margarh  feeder. 

California.  Removal  of  equipment  be-  capacity  up  to  18  point.  Hay  be  Ktn 

fore  September  1st.  1967.  Write  for  in  operation.  Herald-Pres.s,  Huntin*- 

particulars.  ton,  Indiana. 


Location :  Detroit. 

FOR  PRESSES  OF  EVERY  SIZE,  i 
DESCRIPTION  AND  PRICE  .  .  .  J 

CONTACT: 

BEN  SHULMAN  ASSOCIATES  ! 
60  E.  42nd  St..  N.  Y.  17.  N.Y. 
Oxford  7-4590 

MODEL  E-168  ELROD,  Electric  220  V 


motor ;  elements  rebuilt 
year ;  Margarh  feeder. 


A  Division  of  Miehle-Goas-Dexter,  Inc.  INDIVIDUAL  GOSS  Hi  Speed  Arch-  4  g  uiqii-g  qF  BEAUTIFULLY 

5601  West  31st  Street  i^strUrti™  00^01!^  5*20  OOo’'''LpISt''°ON  lW 

lllln^l.  ^  P“«-  YFARU  ON  IT  LAST 

Chicago  50,  Illinois  to  „„t„  that  YEARS. 

needs  increased  production.  Will  quote  PRINTS  four  colors 
NEW  COLE  QUARTERFOLDER  dismantled  and  also  insUllation  by  USES  62"  paper  roll 

competent  press  erectors.  PAPER  is  end  fed 


5601  West  31st  Street 
Chicago  50,  Illinois 

NEW  COLE  QUARTERFOLDER 


Newspaper  Form  Trucks. 

Press  Room 

GOSS  STRAIGHTLINE— 24  Page 

22 %"  cut  off,  *4  page  folder:  complete 
stereo ;  Sta-Hi  Dry  Mat  Former ; 
factory  rebuilt  1939 — ^top  condition. 

HUDSON  MACHINERY  CO. 

8  Spruce  St..  N.Y.  WO  2-1266 


Moderate  price. 


OKLAHOMA  CITY 
MACHINE  WORKS 

1633  W.  Main 
Oklahoma  City,  Oklahoma 
Call  RE  6-8841 


acme 

8  Spruce  St.,  N.Y.  WO  2-1266  Single  width  Rotary.  Prints  in  2  page 

_  jumps  from  4  to  16  pages.  All  stereo- 

24  re  DUPLEX  UNITUBULAR  SS4 

6  UMTS,  all  reversible,  and  2  Double  now.  Excellent  press  for  large  weekly 

Color  Decks.  Balloon  Former.  AC  or  small  daily.  Bargain.  Write  for 

Drive.  Complete  Stereo.  Available  details.  Inland  Newspaper  Supply  Co., 

Summer  1968.  422  West  8th.  Kansas  Citv  6.  Mo. 


Summer  1968.  422  West  8th.  Kansas  City  6,  Mo. 

n  I  |M|T  HOP  PAGE  OR  48  tabloid,  S-deck  Hoe, 

J  tJiNl  I  nwt  overhauled  and  in  excellent  condition, 

END  mD,  22% "  Cut-off.  A.C.  Steel  electric  hoist,  22%  inch  cutoff,  with  or  1 
Cylinders— Roller  Bearings-Spray  Foun-  without  all  stereo  and  chases  except 
tains.  Ixication :  Perth  Amboy,  N.  J.  mat  roller.  Now  doing  excellent  job 
-  printing  16,000  circulation  semi-weekly 

BEN  SHULMAN  ASSOCIATES  ’55. 

60  E.  42  St.,  N.  Y.  17  OXford  7-4690  Illinois,  Press-Record. 


BEN  SHULMAN  ASSOCIATES 


WE  WILL  quote  complete  installed 
price  for  the  equipment  which  is 
now  dismantled  and  warehoused 
ready  for  shipment.  Write  for  com¬ 
plete  details  and  brochure  with 
testimonials  of  similar  satisfied  pub¬ 
lishers  who  purchased  this  same 
equipment  from  us. 

NEWSPAPER  EQUIPMENT 
SERVICES.  INC. 

Jerome  Feldman,  President 

Press  Sales  —  Press  Installers 

305  Cupertino  Way 
San  Mateo,  California 
Phone:  Fireside  5-9591 


PRINTS  four  colors 
USES  62"  paper  roll 
PAPER  is  end  fed 
CUT-OFF  23%6 

PRESS  has  all  NEW  BEARINGS 
PRESS  runs  at  34,000  an  hour 
THREE  folders  (one  used  as  spar*) 
ALL  electrical  control  equipmerit 
TWO  76  HP  Motors  , 

PRESS  has  automatic  tension 
control 

SPARE  roller  liners  and  man> 
other  spare  parts 
FOUR  portable  Ink  fountains 
REVERSIBLE  unit  cylinder 

ERIE.  PENNSYLVANIA.  TIMES 
MAKE  US  AN  OFFER. 
CONTACT  MR.  CLARENCE  MOSEB- 

PRESS  MOTOR  DRIVES  of  26. 

60.  60.  76,  100,  160  H.P.  A.C.  Georg*  C- 
Oxford.  Box  903,  Boise,  Idaho. 

_ Stereotype 

ELROD,  good  condition,  86  pt. 
ity,  large  crucible,  gas  fired, 
operation.  Price  less  molds  and  f*w 
81.360.00  FOB  WesUm  Pennsylvyj- 
Deal  with  publisher.  Box  8913,  EdiW 
I  ft  Publisher. 


EDITOR  ac  PUBLISHER  for  September  28,  1957 


machinery  and  SUPPUES 


Stereotype  Equipment 
For  Sale 


■U  for  22%  sheet  cut,  14%" 
piste  diameter,  ’hsT  thick — 
duo^ooled  castinK  box 
inside  shaver  with  A.C.  motor 
inside  tail  cutter  or  trimmer 
with  A.C.  motor 

Complete  outfit  used  up  to  and 
including  September  14. 


HELP  WANTED 


Administrative 


HELP  WANTED 


Display  Advertising 


ALERT  NEWS  MAN  or  woman  for  YOUNGEST  DAILY  in  town  of  two 
group  of  Michigan  weeklies.  Must  be  has  oi>ening  for  advertising  salesmen 
able  to  assume  executive  responsibility,  not  afraid  of  rugged  competition. 
Box  3954,  Editor  &  Publisher.  J  Grades  preferred;  energy  and  ideas 

essential.  Good  starting  salary,  bonus 
pinn  and  raises.  Daily  News,  Box  1660, 
_ CirCHloflon _  Anchorage,  Alaska,  Use  Airmail. 

r  f  ADVERTISING  SALESMAN  for  8 

For  ABC  weekly  of  12.500  circulati^.  assignment  in  St.  Thomas,  Vir- 

Th«  IS  an  unusual  opportunity.  We  gi„  islands.  Good  compensation.  Must 
publish  one  of  the  finest  papers  in  reliable,  capable  and  industrious. 

America  in  fast  growing,  high  income  3833^  Editor  &  Publisher, 

area  (Chart  Area  .  No  carriers  " ' 

used  at  present  time.  If  you  are  ener-  YOUNG  MAN  or  woman  to  take 
getic,  promotion  minded  with  expert-  charge  of  advertising  on  3  small  west- 
enee  in  high  quality  programming,  ern  New  York  weeklies.  Must  have 
write,  giving  experience  to:  Box  3916,  car.  Send  resume,  and  salary  desired. 


Editor  &  Publisher. 


Classified  Advertising 


CLASSIFIED 

SALESMAN 

Excellent  opportunity  for  experienced 
Classified  salesman  in  Florida's  fast¬ 
est  growing  market.  One  who  is 
familiar  with  Classified  Display  and 


Box  3817.  Editor  A  Publisher. 


EXCEPTIONAL  OPPORTUNITY  for 
experienced  salesman.  Large  daily,  Sun¬ 
day,  Chart  Area  2.  Outline  previous 
experience,  education,  earnings.  Replies 
confidential.  Box  3948,  Editor  A  Pub¬ 
lisher. 


^  _ _ _ _  ADVERTISING  MANAGER 

fr  anted  to  iSuy  est  srrowinf;  market.  One  who  is  _  a  li-  .  ..  ^ 

familiar  with  Classified  Display  and  L^g.<stablished  m^ium-size  daily, 
NEWSPAPER  PRESSES  layout.  Approximately  90,000  circula-  Area  1.  will  shortly  have  open- 

COMPLETE  PLANTS  tion,  morning  and  Sunday  on  Florida's  advertising  manager.  We  want 

T  roc  Suncoast.  Salary  plus  commissions,  ex-  «  exwrience.  who  must  have 

MAT  ROLLERS  tensive  company  benefits.  Apply  aassi-  sdcwfu'  ““  Bunnu  tech- 

STEREO  EQUIPMENT  fied  Advertising  Manager,  ST.  "‘Hues  in  his  local  selling.  We  choose 

PETERSBURG  TIMES.  ST.  PETERS-  carefully,  most  of  us  have 

BEN  SHULMAN  ASSOCIATES 

to  E.  42  St.,  N.  Y.  16  OXford  7-4590  EXCEPTIOF^L  OPPORTUNITY  for  mutual  convenience— we'd  like  suc- 

-  a  working  Classifi^  h^nager  to  de-  cessful  applicant  to  work  with  present 

OLD  PEDESTAL  MODEL  No.  2  CftG  '’C'dP  a  sisable  stalL  Must  show  ex-  .idvertising  manager  fora  while.  Write, 
or  ATF  saw  trimmer.  Leo  W.  Hauau  ceptional  background  with  verifying  (jiving  full  information  and  salary 
man.  107  So.  38  St.,  Philadelphia.  Pa.  reterenrm.  We  are  an  ABC  daily  range  desired  to  Box  3624.  Editor  A 
-  located  in  beautiful  California.  Send  Publisher 

KEMP  CARBURETOR  SYSTEM  No.  full  particulars  to  Box  3939,  Editor  *  ^ ^ - 

2  or  No.  8  Series  T  Industrial  Model  Publisher. _ ADVERTISING  SALESMAN  for  small 

complete  with  compressor.  Contact,  WANTED  AT  ONCE.  Classified  Man-  daily.  875  salary  plus  commission 
J.  W.  Jackson,  American  Press,  Lake  a,rer.  good  starting  salary,  need  man  brings  earnings  to  8100.  5  day  week. 

Charles,  Louisiana. _  knows  Classified  Promotion  and  2  weeks  vacation.  Write  Don  Hall, 

LUDLOWS  Linos  Intertynes  mats  "  of  doing  a  hang  up  job.  publisher.  Journal,  Neyada.  Iowa. _ 

^  Advertising  GROWING  AFTERNOON  daily  in 

^  Director.  The  Tacader  Herald.  Glovers-  western  oil  town  needs  additional  ad 

683  Plymouth  Court,  Chicago  6,  III.  n^w  York.  man.  Good  pay.  The  Daily  Ranger, 


layout.  Approximately  90,000  circula-  p^art  Area  1,  will  shortly  hdve  open- 


tion,  morning  and  Sunday  on  Florida's 
Suncoast.  Salary  plus  commissions,  ex- 


ing  for  advertising  manager.  We  want 
a  man  with  experience,  who  must  have 


THOMAS  W.  HALL  CO.. 
STAMFORD.  CONN. 


tensive  company  benefits.  -Apply  (Hassi-  '".*'‘1*  successful  use  of  Bureau  tech- 
fied  Advertising  Manager,  ST.  >"  hi*  local  selling.  We  choose 

PETERSBURG  TIMES.  ST.  PETERS-  carefully,  most  of  us  have 

BURG  FLORIDA.  been  with  the  paper  a  long  time.  Salary 

'  ‘  o|ien;  starting  date  can  ^  arranged 


683  Plymouth  Court,  Chicago  6,  III. 


WANTED:  8-page  Duplex  or  Goss 
flat-bed.  Advise  serial  no.  and  when 
available.  Northern  Machine  works, 
328  N.  4th  St.,  Phila.  6,  Pa. _ 

WILL  Buy  for  Cash.  Complete  Plants, 
also  Individual  Machines  and  Equip¬ 
ment— anywhere  in  U.S.A. 

PRINTCRAFT  REPRESENTATIVES 


HELP  WANTED 


DESK  MAN 

strong  medium  sised  evening  daily 
has  opening  for  able  young  desk  man 
who  is  reaidy  for  upward  step.  Chart 
Area  6.  Box  3740,  Flditor  A  Publisher. 

F'REE 

MONTHLY  JOB  MARKET  letter, 
with  list  of  available  jobs  and  nation¬ 
wide  employment  conditions.  Bill  McKee 
Birch  Personnel,  69  E.  Madison,  Chi¬ 
cago,  Illinois. 


REPORTER  for  leading  A.B.C.  weekly 
at  the  seashore.  General  news,  some 
siiorts.  The  Leader,  Wildwood,  N  J. 

REPORTER,  preferably  man  who 
understands  language  of  agriculture. 
For  general  news  beats,  with  some 
farm  reporting.  Working  knowledge 
of  Speed  Graphic  desirable  tot  not 
required.  Give  details  of  training  and 
experience,  and  references.  R.  S.  Mar¬ 
vin,  Beatrice  (Nebraska)  Daily  Sun. 

WANT  TO  ADVANCE?  — Large 
Metropolitan  newspaper  needs  man 
2-3  years  exiierience  in  Chart  Area 
2  bureau  handling  city  and  county. 
Car,  camera  needed.  Job  offers  solid 
experience  covering  all  types  major 
news.  Unlimited  advancement  oppor¬ 
tunity.  Air  mail  resume,  salary  needed 
to  Box  3715,  Editor  A  Publisher. 


CONNECTICUT 

TWO  OPENINGS 
IMMEDIATELY 
AVAILABLE 


Contact  Robert  J.  Arnold.  Advertising  GROWING  AFTERNOON  daily  in 
Director.  The  I.eader  Herald.  Glovers-  western  oil  town  needs  additional  ad 
ville.  New  York.  man.  Good  pay.  The  Daily  Ranger, 

Glendive.  Montana. 


PERMANENT  POSITION  for  experi¬ 
enced  display  ad  salesman  on  small 
Pacific  Northwest  daily.  Mild  climate, 
excellent  outdoor  recreational  area. 
Exceptional  opportunity  for  advance¬ 
ment.  Write  fully:  include  details  of 
I  employment  during  post  ten  years, 
WHOSE  ultimate  goal  is  business  minimum  sa'arv  requirements.  Box 


Display  Advertising 

ADVERTISING 

MANAGER 


manaprershin  of  amall  daily  needed  at  3001^  Editor  ft  Publisher. 
t77  Broadway*  New  York  7,  N.  Y.  once  by  jrrowinjr  daily*  5000  circula- - 

RETAIL  DISPLAY  SALESMAN 


DOUBLE  NEWSPAPER  FOLDER  13.000. 
wanted,  with  angle  bar  and  slitter 


Finest  Opportunity  in  the  South 


tey.  21%*  cutoff.  Want  Hoe  serial  JOB  requires  sales,  layout,  copywriting  LOCATION:  In  a  dynamic 


1700  or  later,  or  equivalent.  Califor-  ability,  knowledge  of  Bureau  terh- 
nia  Rotogravure  Co.,  2888  E.  11th  St.,  niques.  ability  to  train  and  direct 


south  Atlantic  Seaboard  City 

ongeies.  staff.  Excellent  future  as.sured.  1  QUALIFICATIONS;  T^  flight 

- - -  space  sales  ability 

^NT  recent  model  teletypesetter  COMPLETE  resume  with  minimum  |  EXPERIENCE :  At  least  two  years  on 

pmorator  and  operating  unit.  Also,  starting  salary  expected  to  Box  39.52.  '  "  - 

rood  heavy  dutv  nsire  m.»  Kditor  &  Publisher. 


rood  heavy  duty  pnge  mat  roller. 
Snn-SUr,  Merced.  California. 


NEED  TOP  FLIGHT  young  ad  sales- 


daily  newspaper  over  25.000. 
AGE :  25  to  45 

EARNINGS :  Good  salary  commensurate 
with  experience,  plus  bonus. 


1  man.  Good  opportunity.  Personal  in-  ...t  ■  ’  .  _ 

'  t.rvi.w  nece«.arv.  Confidential.  Refer-  FUTURE:  There  IS  no  greater  oppor¬ 


tunity,  anywhere  to  partici¬ 
pate  in  the  complete  revitili- 
zation  and  expansion  of  a 
fine  well  established  news¬ 
paper  property. 

Extensive  and  continuing  ex¬ 
pansion  program  makes  this 
a  job  for  only  those  who 
have  the  drive  to  succeed  in 
the  Newspaper  advertising 
profession. 

Mail  comnlete  resume  to: 

Box  3918,  Editor  ft  Publisher. 


_  HELP  WANTED  man.  Good  opportunity.  Personal  in- 

**  terview  necessary.  Confidential.  Refer- 

_ Administrative  ences.  Press,  Box  231.  Dickinson.  N.D. 

A  rx  rMr>i-/---r.rxrx  GOOD  AD  SALESMAN  with  special- 

AD  DIRECTOR  i*ed  knowledge  of  credit,  furniture, 

iTnii.„.i  _ _  r  wnd  appliance  accounts,  should  he  able 

Md  awreamve  h,,p 

in  100  uoo  tJ^  I  *^^**^’''*  merchandising.  Ninety  dollars  per  week 

dtv  A®  ^ith  bonus  arrangement.  Good  small 

vertisinir  dir«I?****  ****?**5!^  ***"<-**11  **al'y  In  pleasant  Virginia  community. 

2S?ng  in  touch  with  Robert  T.  Navlor. 

achievement  Advertising  Manager,  Suffolk,  Virginia, 

acnievement  with  good  opportunity  to  Mpw,.Herald 

•ecome  principal  operating  executive - ^ - .r  a,  ,  u... 

*n  a  short  time.  All  replies  strictly  ADVERTISING-NEWS  man  or  woman  '  '  ~  ^ _ ' 

wnfidential.  Box  8800,  Editor  ft  Pub-  *'?’'*"*  Michigan  weekly  yoP  FI.TGHT  Southern  New  England 

Classified  and  commercial  print-  .„„klv  wants  advertising  manager 

- *7''  exPwrlence  desirable,  ability  and  Experienced  man  only  with  real 

COMPTROI  1  PR  alertness  in  writing,  good  public  rj^  imagination,  layout  know  how.  am- 

v-vyivir  I  l\V.>»LLCIA  lations  and  salesmanship  essential  Field  f.,,  necessary.  Fine  onnortunity 

for  rapidly  growine  daily  in  unstatc  advancement,  even  possibili^  of  wide-nwake  community.  Write  irlv- 

Now  York  Heav^f  w^untine  Imd  experience,  references. 

•uppIemenUryre^SrdkSli"  *  Publisher, 

opportunity  with  progressive  organ  ixa-  -  *  ■**— - 

•  pleasant  community,  among  ADVERTISING  MANAGER  .  ,, 

'  ,f|''8ent'  congenial  staff.  This  job  For  one  of  America's  largest  (and  "  -  -  —  ■ 

coils  for  person  with  newspaper  me-  prize  winnini?)  weeklies.  Must  have  MANAGING  EDITOR  for  airTrsnive, 
eounting  experience,  able  to  assume  i  outstanding  ability  to  merchandise,  progressive  evening  newspaper  of 
rtsponsibility  and  to  grow  with  his  plan,  create  ideas  and  supervise  staff  20,000  circulation  in  Chart  Area  1. 
company.  Salary  to  87,500  depending  of  6.  87.500  (or  more)  per  year,  plus  Gc^  Pay,  iplendid  working  eonditiona, 
on  previous  experience.  Our  staff  marginal  benefits.  (Chart  Area  ijfi)  chance  for  advancement  with  new^ 
nnires  of  this  ad.  Send  detailed  resume  Write,  giving  complete  experience  to:  paper  man's  newspaper.  Box  8680, 
to  Box  3900,  Editor  ft  Publisher.  Box  3917,  Editor  ft  Publisher.  FMitor  ft  Publisher. 


ONE  is  for  a  man  under  30  with 
camera  knowledge  for  general  assign¬ 
ments.  THE  OTHER  is  for  a  young 
lady  to  replace  one  of  our  girl  im¬ 
porters  who  is  leaving  for  the  Oilum- 
bia  School  of  Journalism  and  whose 
work  has  included  the  Women's  Pages, 
general  assignments  and  feature 
stories.  Journalism  school  graduates 
or  equivalent  preferred.  Limited  M- 
perience  acceptable  if  there  is  ability 
to  produce  and  a  genuine  desire  to 
learn.  These  jobs  offer  good  opportuni¬ 
ties  to  develop  on  a  growing  80,000 
evening  daily.  Pleasant  suroundings 
and  a  friendly  staff  under  young  and 
progressive  direction.  Please  write 
fully  giving  references  to  Personnel 
Department.  New  Britain  Herald, 
New  Britain,  Connecticut. 

WANTED— Two  Copy  Readers:  6 
night  week ;  attractive  working  con¬ 
ditions  ;  permanent  if  experienced. 
Give  references,  salary  expected.  F7rst 
call  or  letter.  Phone  Atlas  8-6681.  The 
M uncle  Star,  Muncie,  Indiana. _ 

COMBINA'nON  Reporter,  Feature 
writer  by  New  England  10,000  after¬ 
noon  daily,  population  60,000,  Prefer 
2  or  3  years  experience.  Write  educa¬ 
tion,  experience,  etc.  Box  8838,  Editor 
ft  Publisher. _ 

DESK  OPPORTUNITIES  available, 
large  New  England  daily.  Both  gen¬ 
eral  desk  and  telegraph  spota  open. 
Box  8818,  Flditor  ft  Publirtier. _ 

REPORTER-DESK  post  on  strong 
semi-weekly  in  Cumberland  valley  col¬ 
lege  town.  Age  not  a  factor.  Oppor¬ 
tunity  for  advancement.  Write  or  call 
B.  W.  Mittler,  News-Chronicle,  Shii^ 
liensburg,  Pennsylvania. _ 

REPORTER.  GENERAL  ASSIGN¬ 
MENT.  wanted  on  small  afternoon 
daily,  desert  agricultural  region.  Some 
copy  desk  work.  Knowledge  of  camera 
desirable.  Chart  Area  12.  State  quali¬ 
fications  first  letter.  Box  8801,  Flditor 
ft  Publisher. _ 

AMBITIOUS?  Prizewinning,  fast  grow¬ 
ing  north  Jersey  daily  looking  for 
reporter  with  weekly  or  small  daily 
experience.  Good  starting  pay,  oppor¬ 
tunity  to  advance,  company  paid  Blue 
Cross,  other  benefits.  Car  needed. 
Apply  Managing  Editor.  Morristown 
Daily  Record.  New  Jersey. 
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HELP  WANTED 


Editorial 


WANTED :  Reporter  beginner  on  small 
daily  located  on  Florida  Blast  Coast. 
Some  news  training  miuired.  Write 
•o  Editor,  The  Daily  Times.  Melbourne, 
Florida. 


YOUNG  MAN  or  woman  to  take 
charge  of  Editorial  end  of  small  west¬ 
ern  New  York  weekly  newspaper.  Pre¬ 
fer  recent  journalism  grad  with  ideas. 
Must  have  car.  Send  resume,  and  sal¬ 
ary  desired.  Box  3816,  Editor  &  Pub¬ 
lisher. 


ASSISTANT  EDITOR 

C.OOD  OPPORTUNITY  for  Assistant 
Editor  on  employee  house  organ  in 
Chicago.  Prefer  man  in  his  20’s  with 
two  or  three  years  of  editorial  writing 
ex|<erience.  Journalism  schooling  hel|)- 
ful.  but  not  essential.  Must  have  lik¬ 
ing  for  people. 

GOOD  SALARY,  top  employee  l>ene- 
fits  including  profit  sharing,  free  in¬ 
surance,  paid  vacations,  etc. 

SEND  COMPLETE  resume  of  age, 
education,  exj>erience  and  salary  de¬ 
sired. 


Box  3937,  Editor  &  Publisher 


APTERNOON,  Sunday  i>ai>er  wants 
general  assif^nment  reporter.  Knowl- 
edg:e  of  photofrraphy  helpful.  News* 
Journal,  Mansfield,  Ohio. 

COURT  HOUSE  Reporter  who  likes 
politics.  A.  M.  Chart  Area  6.  Tell 
salary  desired.  5  day  week  and  benefits. 
Box  3926,  Editor  &  Publisher. 

DESKMAN  for  unusual,  hiifh  quality 
M-E  50,000  New  Engrland  Daily.  No 
drones  needed.  Guild  shop,  plus  profit 
sharing.  Box  3907,  Editor  &  Publisher. 

GENERAL  ASSIGNMENT  REPORTER 
— man  or  woman — for  over  12,000  cir¬ 
culation  daily  in  Western  New  York 
near  area  of  the  new  Niagara  Falls 
power  development  project.  Good  work¬ 
ing  conditions,  40  hour  week.  Knowl¬ 
edge  of  photography  and  ownership 
of  car  helpful.  Give  background,  ex¬ 
perience,  references,  salary  expected. 
Easton  Elliott,  managing  editor.  Union- 
Sun  &  Journal,  Lockport,  N.  Y. 

GENERAL  NEWS  REPORTER  by  up¬ 
state  New  York  Aft<‘rnoon  daily  in 
15,000  class.  5  day  week.  State  ex¬ 
perience,  education,  salary  desired. 
Box  3940,  Editor  &  Publisher. 


IMMEDIATE  OPENING 
MAN  OR  WOMAN 

CITY/WTRE  EDITOR  for  small 
County-Seat  Daily.  Age  not  a  factor. 
Salary  open.  Will  have  complete  charge 
news-editorial  department.  Send  resume, 
and  starting  salary  you  will  require 
to;  Walter  E.  Summers,  Wapakoneta 
Daily  News,  Wapakoneta,  Ohio. 


LOCAL  NEWS  EDITOR 

for  daily  in  town  of  12.000,  Hudson 
Valley.  Permanent  position  for  man 
who  wants  small  tow'n  life  in  pleasant 
community.  Box  3944,  Editor  &  Pub¬ 
lisher. 


MAN  READY  to  settle  for  satisfactions 
of  directing  small-scale  news  operation 
of  established  daily,  whose  motto  might 
be:  Absolutely  no  sacred  cows.  Only 
applicants  subscribing  to  news  phil¬ 
osophy  of  O.K.  Bovard.  need  apply. 

Box  3947,  Editor  &  Publisher. _ _ 

MANAGING  EDITOR.  Highly  com¬ 
petitive  small  afternoon  daily.  Tough 
job  with  future.  No  chickens  needed. 
Box  3908,  Editor  &  Publisher. 


HELP  WANTED 


Editorial 


POLICE  and  general  assignment  re¬ 
porter.  Good  spot  for  a  good  man. 
Write  Harry  Mauck,  The  Nonpareil, 
Council  Bluffs,  Iowa. 

REPORTER  and  reporter-deskman  on 
fast-growing  daily,  18,000  circulation, 
city  of  27,000,  Chart  Area  11,  Box 
3906,  Editor  &  Publisher. _ 

REPORTER — General  assignment,  per¬ 
manent.  Afternoon  paper  22,500  cir¬ 
culation  in  stable  industrial-agricultural 
northern  Indiana  area.  Some  experi¬ 
ence  preferred.  References,  clips;  state 
starting  pay  desired.  Write  Emerson 
Martin,  News  Editor,  The  Elkhart 
Truth,  Elkhart,  Indiana. _ 


REPORTER  needed.  Experience  not 
necessary  but  ability  essential.  Write 
Gen.  Mgr.,  Clarksburg  Publishing  Co., 
Clarksburg.  West  Virginia. 


SPORTS  WRITER  — Solid  desk-writer 
combination  needed,  with  experience 
all  sports.  Must  be  fa.st  worker,  smooth 
writer.  Apply  to  Sports  Editor,  Santa 
Barbara  News-Press. _ 

WESTERN  PENNSYLVANIA  DAILY 
in  the  23,000  circulation  cln.ss  has  im¬ 
mediate  openings  for  2  reporters.  Edu¬ 
cation,  experience,  and  references  are 
must  in  first  letter.  Interview  will  be 
arranged.  Box  3929,  Editor  &  Publisher. 

WOMAN’S  PAGE  editor  and  writer. 
Congenial  staff,  w-onderful  climate,  full 
charge.  Write  A1  Stubbs,  Roswell  Daily 
Record.  Roswell,  New  Mexico. 


_ Merhanieal _ 

OMItlNATION  OPERATOR  and  make¬ 
up  man ;  also  one  ad-make-up  man. 
Open  shop  in  Rio  Grande  Valley  of 
Texas.  Unsurpassed  climate,  (get  away 
from  those  cold  winters)  modern  city, 
excellent  schools  and  churches,  econom¬ 
ical  living  conditions,  44  hour  week, 
hospitalization  insurance.  vacation. 
Reply  Box  3922.  Editor  &  Publisher. 

PRESS  B'OREMAN,  I,os  Angeles  Met¬ 
ropolitan  area.  Must  he  capable^  of 
handling  operation  of  double-width 
octuple  presses.  State  age,  experience 
and  starting  salary  required.  Prefer 
man  with  experience  on  Midwest  daily. 
Union  shop  throughout.  Excellent  ot>- 
nortunity  for  right  man.  Box  3912, 
Editor  &  Publisher. 


Photography 


PHOTO-.TOURNAI.IST.  Outst.nnding 
opjiortunity  for  skilled  wrlter-photopra- 
pher.  News  nnd  feature  writing  for 
M’DI  AND  COOPF.RATOR.  weekly  of 
lOO.Onn  plus  circulation  to  farm  areas 
of  Minnesota.  Wisconsin  and  Iowa. 
Take  and  develop  pictures,  other  Pul>- 
licity  Department  functions.  Farm 
background  desirable. 

A-1  BENEFITS  -insurance,  pension, 
sick  leave,  vacation,  etc.- -organized 
merit  increase  program.  Start  84^00 
up  depending  on  qualifications.  Write 
qualifications  and  references  to  Per¬ 
sonnel. 

MIDLAND  rOOPERA'nVES.  INC. 

739  Johnson  Street  N.  E. 

Minneapolis  13,  Minnesota 


Salegmen 


SALESMEN  TO  CALL  ON  NEWS¬ 
PAPERS  WITH  HIGH 
INCOME  SIDE  LINE 
Established  almost  three  years-top 
dailies  now  subscribe-all  sold  by  one 
part-time  salesman.  The  only  service 
of  its  kind,  now  ready  for  intensive 
development.  Territories  available  in 
west,  mid  west,  east  and  Canada. 
Liberal  commissions  on  new  contract 
and  renewals.  Substantial  earnings.  No 
investment  required.  Box  3717,  Editor 
&  Publisher. 


WANTED 

Salesman,  now  contacting  newspapers, 
to  represent  Rubber  Band  manufac¬ 
turer.  Full  time  or  sideline.  Attractive 
commission  arrangement.  Write  Box 
3920,  Editor  &  Publisher,  giving  ter¬ 
ritory  covered,  etc. 


HELP  WANTED 


_ Syndicate  Saletman _ 

SEEK  SYNDICATE  SALESMEN  in¬ 
terested  in  adding  a  top  quality  inter¬ 
national  weekly  feature  to  the  material 
they  now  represent.  Territories  open : 
West,  Mid-West,  South,  East.  Canada, 
parts  of  B'ar  East,  Europe.  Latin 
America.  Box  3928,  Editor  &  Publisher. 


INSTRUCTION 


CloMtified  Advertising 


CT,ASSIFIED  MANAGERS 
TELL  US  .  .  . 

The  20  lesson  Howard  Parish  Cor¬ 
respondence  Course  in  Classified  Adver¬ 
tising  does  for  them  the  complete  train¬ 
ing,  and  retraining,  job  they  want 
done  .  .  .  but  which  few  have  the  time 
and  material  available  to  do. 

Increasing  numbers  of  CAMs  are 
enrolling  themselves  .  .  .  and  their 
staff  members.  (281  newspapers  have 
now  enrolled  people  from  their  Classi¬ 
fied  Departments.)  And  many  Ad  Di¬ 
rectors  and  Business  Managers  have 
taken  the  course  to  broaden  their  un¬ 
derstanding  of  Classified. 

The  cost  is  $66,  payable  as  little  as 
$16  upon  enrollment  and  $2.66  a  week 
for  20  weeks.  To  enroll  .  .  .  just  send 
the  name  of  the  person  who  is  to  take 
the  course,  and  the  address  to  which 
you  wish  the  lessons  mailed. 

Descriptive  brochure  on  request. 

HOWARD  PARISH 

School  of  Classified  Advertising 
a  division  of 

Howard  Parish  Associates.  Inc. 
Classified  Advertising 
Development  Service 
2900  N.  W.  79th  St.  Miami  47,  Fla. 


Linotype  Scht>ol 


OHIO  LINOTYPE  SCHOOL 
LOGAN,  OHIO 

Linotype,  Intertype  Instruction 
Free  Information 


SITUATIONS  WANTED 


Administrative 


ATTENTION  TIRBID  PUBLISHER: 
Let  me  be  your  right  arm.  Experi¬ 
enced  on  dailies  as  display  salesman 
and  newsman.  Built  my  own  weekly. 
Want  permanent  spot  in  management 
with  weekly  or  young  daily.  U-grad» 
30.  family.  Chart  Areas  10.  11.  12. 
Write  Box  308*  Auburn.  California. 


NEED  PHOTO  EDITOR— Art  Depart¬ 
ment  Manager?  Well  experienced 
metropolitan  newspaper  photographer, 
capable,  sober,  desires  position  on 
pai>er  or  magazine  with  large  staff  in 
Chart  Areas  2  or  3.  Box  3910.  Editor 
&  Publiidier. 


SITUATIONS  WANTED 


Administrative 


NEED  ABLE 
YOUNG  MANAGEMENT? 

Arrange  for  immediate  interview  with 
capable  young  ad  manager  who  hu 
earned  enviable  reputation  in  comixti. 
tive  markets  both  medium  and  metro¬ 
politan.  50%  revenue  increase  lut  i 
years,  able  administrator,  proven  di. 
rectorship  ability,  management  train- 
ing.  Knows  all  phases  of  newspapr 
operation.  20  successful  years.  Earl) 
40's  ambitious,  energetic,  tempera, 
mentally  and  culturally  suited  to  step 
into  medium  or  small  market  froa 
present  employment  in  metro  markrt 
Box  3729,  Editor  &  Publisher, 


NEWSPAPERMAN,  85,  with  11 
year’s  international  experience  seeb 
new  opportunity  with  major  newapa- 
per,  business  management  or  public 
relations.  Presently  managing  Pacific 
editions  of  international  weekly  group 
with  net  480,000  circulation.  Qualifi¬ 
cations:  Editorial — nine  years  on  major 
city  dailies,  two  international  news 
agencies,  handling  all  aspects  domestic 
and  overseas  reporting  and  desk  work. 
Business — three  years  managing  Pa- 
cific-wide  multiple-weekly  operation, 
including  production,  circulation,  pro¬ 
motion,  advertising  and  public  relatioM 
for  major  advertisers.  Box  3710,  td:- 
!  tor  &  Publisher. 


I  PUBLISHER,  general  manager  or 
'  executive  editor’s  position  desired  on 
I  small  daily,  weekly  chain,  or  trade 
publication  in  New  York  area,  bet! 
character  nnd  profes-sional  references 
Box  3733,  Editor  &  Publisher. 


NEWSPAPER  MUST 
GO  FORWARD 

They  can't  afford  to  stand  still.  Th« 
must  have  resourceful  leadership  for 
aggressive  selling,  broadest  possible 
revenue  base,  minimum  waste,  maxi¬ 
mum  employe  will-to-work  and  an 
alert,  public  service  news  product.  If 
you  ne^  a  publisher  or  general  nuin- 
ager  with  a  record  of  sound  daily 
newspaper  development,  write  Box 
3822,  Editor  &  Publisher. 


BROAD  EXPERIENCE 

Mature  Midwest  newspaper  man  with 
well-rounded  backgrouncl  to  be  in 
California  for  West  Coast  interview 
after  October  7.  Experience  of  211 
years  with  two  publishers  as:  letoil 
adman  and  manager  on  small  daily. 
Retail  adman,  classified  and  country 
circulation  manager,  assistant  business 
manager  on  metropolitan  daily.  Fam¬ 
ily  man.  War  II  veteran.  Can  invest. 
Box  3931,  Editor  &  Publisher. 


QO 
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SITUATIONS  WANTED 


SITUATIONS  WANTED 


SITUATIONS  WANTED 


AdniinUtrative 

SUCCKSSKUL  FORMER  PUBLISHER 
weekly  newspapt'i's  and  experienced 
-mall  daily  man  wants  Keneral  man¬ 
agership  or  advertising  managership  of 
east  coast  property  preferably  with 
investment  interest.  Thorough  experi¬ 
ence  advertising,  printing  and  editor¬ 
ial  Age — early  forties.  Plea.se  write 
fully.  Box  3942,  Editor  &  Publisher. 


Circulation 


IF  I  CAN’T  double  your  circulation 
you’d  better  close  up  shop  I  Increase 
circulation  consistently  successful  in 
metropolitan  areas  can  guarantee  sub¬ 
stantial  gains  at  lowest  cost.  Receptive 
to  top  offers.  Box  3516,  Editor  & 
Publisher. 


ClRCULA'nON  MANAGER  —  Experi¬ 
ence  13,000  to  2i>0,000.  Thoroughly 
familiar  with  merchant  carrier.  ABC, 
mail,  promotion,  office  routine,  labor 
relations,  transportation,  dealers  and 
diitributors.  Write  Box  3619,  Editor 
t  Publisher, _ 


Display  Advertising 

I  SOLD  ON  NEWSPAPER  ADVER¬ 
TISING  1  Seeking  opportunity  to  sell 
I  Advertising  on  daily  in  Chart  Area 
11.  Good  layout  and  promotion  man. 
27,  single.  6  years  experience  on  small 
daily.  Box  3727,  Editor  &  Publisher. 

TOPFLIGHT  MII)WE.ST  AD  MAN 
Will  l)e  in  California  after  October  7 
for  interviews  for  staff  or  managerial 
l>oaition.  Twenty  years  with  only  one 
small  and  one  metmpolitan  daily.  A 
prtalucer.  Quick.  powerful  layouts. 
Family  man.  War  II  veteran.  Box 
3930.  Editor  &  Publisher. 


Editorial 


WASHINGTON  CORRESPONDENT 
WASHINGTON — Experienced,  capable 
corresi)ondent,  operating  independently 
can  assume  additional  accounts.  White 
House,  Capitol  Hill,  and  Federal- 
agency  accredited.  Fast,  dependable 
service,  reasonable  rates.  Mac.  Smith. 
1142  National  Press  Building,  Washing- 
ton,  D.C. _ 


IS  YOUR  circulation  department  run 
down  or  needs  developing?  43  years 
newspaiier  exiteriences.  Young  man¬ 
ager  61,  not  afraid  of  work.  Prefer 
mid  or  far  west  (California)  small 
daily.  Earl  Bond.  Bradford.  Penna. 

EXPERIENCED  CIRCULATION  MAN 
18  years  in  morning  and  evening  field. 
Thoroughly  familiar  with  all  phases 
including  A.B.C.,  little  merchant  etc., 
desires  top  job  on  paper  in  60  to  100 
thousand  class.  Best  of  references. 
Box  3846,  Editor  &  Publisher. 


Classified  AdvertiMing _ 

CLASSIFIED  MANAGER— top  calibre. 
Proof  in  past  records.  Now  available. 
Box  3608,  Editor  &  Publisher. 


CLASSIFIED  MANAGER— 10  years 
highly  successful  experience  in  100.000 
population  city.  Best  references.  Avail¬ 
able  reasonable  notice.  Box  3726,  Edi- 
tor  A  Publisher. _ 

CLASSIFIED  MANAGER  or  AssisUnt. 
20  years  advertising  experience.  Re¬ 
locate.  Box  3632,  Editor  &  Publisher. 


Dispatch  •  Production 

PRODUCTION— Purchasing  assistant, 
experienced.  Editorial  background, 
B.A.  English,  know  French.  Chart  Area 
2.  Single,  39.  Box  3933,  Editor  &  Pub¬ 
lisher. 


Display  Advertising 


ADVERTISING  ASSISTANT.  Experi- 
enced  all  phases.  25,  B.A.,  Vet.,  singlet 
will  relocate.  Box  3810,  £^itor  &  Pub- 
lisher. 


SUCCESSFUL  AD  DIRECTOR  seeks 
to  re-locate  in  East,  Maine  to  Florida, 
in  comparable  position  on  pai>er  up  to 
50,000  ABC.  37,  married.  Enviable 
production  record  all  departments. 
Strong  on  Traininc  and  Ortranizing. 
Two  employers  in  12  years.  Excellent 
references.  $10,000  plus.  Will  answer 
»U  inquiries.  Write  Box  3821,  Editor 
«  Publisher. 

retail  advertising  salesman 

years*  exiierience  in  newspajwr 
sdvertisinjf  and  1  year  in  department 
■tore  desires  connection  in  aKency,  pub- 
t^Jntions  or  large  department  store. 
Ullw  graduate.  31.  married.  In- 
tw^ted  in  permanency  and  progress. 
-  3846,”  Editor  &  Publisher. 

ADMAN  seeks  day, 
night  to  day  situation. 

_ _  Editor  &  Publisher. 


experienced  display  sa 

MAN  eight  yearn  midwest  metroix 
daily,  two  years  national  mar 
^Icge  graduate,  age  35,  family 
wking  upiiortunity  with  metro|x 
daily.  Chart  Area  7,  10,  11,  o 
-  ^  Uditor  &  Publisher, 


I  WANT  CALIFXJRNIA.  7  years  ex- 
*’*”?’?**  to  daily  display.  2  years  Ad¬ 
vertising  Manager  for  6500  morning 
daily.  Publish  own  monthly  paper 
now.  Want  back  as  Advertising  Man- 
1  ager  medium  daily  in  California.  83, 
2  children.  Box  3903,  Editor 
«  Publisher. 


ALERT-Mature,  but  eager  to  do  a 
suiierior  news  job  anywhere.  Qualified 
reporter,  copyreader  and  thinker.  U.  of 
Missouri  graduate  with  medium  size 
daily  and  wire  service  background  in 
west  and  southwest.  Want  an  editorial 
post  in  Chart  Areas  10-11-12.  Will 
submit  references  and  resume  upon 
request.  Box  3623,  Editor  &  Publisher. 

REPORTER  -  PHOTOGRAPHER,  6 
years’  daily  experience  including  city 
desk  work,  plus  weekly  background ; 
32,  married,  veteran,  BA  degree  in 
business ;  seeking  post  on  P.M.  daily, 
an  location,  available  at  once,  now 
with  Chart  Area  2  daily.  Box  3620, 
Editor  A  Publisher. _ 

COPY  EDITOR:  14  years  experience 
— Reporter,  wire,  news,  layout,  make¬ 
up.  Would  like  West  Coast.  Box  3748, 
Editor  &  Publisher. _ 

SEASONED  COPY  EDITOR,  key  man 
on  daily,  college  background,  spruce 
heads,  taut  editing,  recognized  as  good 
man.  Box  3743,  Editor  t  Publisher. 

ASSISTANT  SPORTS  EDITOR.  45. 
large  metropolitan  (Chart  Area  2) 
daily,  wants  position  as  sports  editor 
and/or  columnist.  Current  salary 
88,800.  New  location  not  important, 
but  position  and  money  are.  Box 
8712,  Editor  &  Publisher. _ 

^♦EDITORS  &  REPORTERS** 

National  clearing  house  for  comiietent 
personnel  from  coast-to-coast  at  no 
charge  to  employer.  Phone,  Write  or 
Wire  MIDTOWN  AGENCY.  130  West 
42  St.,  N.  Y.,  N.  Y.  W1  7-5745. 

NEWS  EDITOR:  to  build  maximum 
local  news,  feature,  photo  coverage, 
provide  balanced  editorial  product  for 
competitive  small-city  daily,  6-15000 
circulation.  Chart  Areas  1,  11  or  10. 
Young,  family,  now  managing  editor 
highly  successful  small  daily.  $6,500 
year.  Box  3711,  Editor  A  Publisher. 


POLITICAL  CARTOONIST  for  na¬ 
tional  and  world  news.  Able.  Desire 
important  newspaper  or  syndicate.  Box 
3827,  Editor  A  Publisher. 

REPORTER-FEATURE  writer  nine 
years  experience.  Woman  who  knows 
desk  wants  opportunity.  Box  3728. 
Editor  A  Publisher. _ 

TOP-NOTCH  COPYREADER:  Fast, 
yet  careful.  Knocks  out  dead  wood. 
Tightens,  shariiens  stories  and  writes 
bright  heads.  Has  solid  experience 
rewrite,  telegraph,  rim,  makeup,  slot, 
news  desk.  Mature,  educated,  depend- 
able.  Box  3738,  Editor  A  Publisher. 

AVAILABLE  NOVEMBER— REPORT¬ 
ER.  experienced  general  assignments. 
Vet.  26,  single,  B.A.,  car,  prefer 
60,600  circulation  or  greater.  Box 
3802,  Editor  A  Publisher. _ 

CAPABLE  DESK  MAN,  executive  edi¬ 
tor,  editorials,  features  ex-foreign  cor¬ 
respondent.  Mature,  congenial,  coopera¬ 
tive.  Widely  traveled.  Chart  Areas  2, 
3,  4.  Box  3804,  Editor  A  Publisher. 

EDITOR 

Long  experience  weeklies,  ton  man. 
New  York  area.  Box  3826,  Editor  A 
Publisher. 


editor  sc  publisher  for  September  28.  1957 


Editorial 


EDITOR  two  suburban  weekly  news- 
liaiieis,  lotal  10  years  exiierience  small 
dailies,  weeklies,  sober  family  man 
interested  (lermanent  industrial  news¬ 
paiier  connection  Chart  Areas  6,  4,  12. 
B.A.,  age  35.  Salary  now  $120  week. 
Write  Itox  3803,  Editor  A  Publisher. 
EXPEiRlENCED  REPORTER  on  north¬ 
ern  New  Jersey  suburban  daily  seeks 
a  general  assignment  spot  with  100,- 
000  and  up  in  large  or  medium  sized 
city.  Married,  veteran.  J-school  grad. 
Box  3808,  Editor  A  Publisher. 
FEATURE  WmTER- Magazine  and 
news ;  editorialist ;  columnist.  Also 
seasoned  music  and  theater  critic. 
Seeks  right  spot  in  any  of  these 
fields.  Box  3815,  Editor  A  Publisher. 

NEWSPAPER  GAL 
Good  background  of  experience  in  city 
side  and  women’s  news.  Interviews, 
features,  fashions,  research,  column ; 
editing,  heads,  layout.  Some  photog¬ 
raphy.  Resourceful,  capable,  conscien¬ 
tious.  University.  Single.  Have  car 
and  camera.  Available  mid-October  or 
sooner.  Location  secondary.  Good  sal¬ 
ary  a  must.  Will  consider  allied  fields 
with  top  notch  company.  Box  3831, 
Editor  A  Publisher. _ 

SPORTS  EDITOR,  writer.  10  years 
experience,  college  grad.  33,  family. 
Box  3819,  Editor  A  Publisher. 

YOUNG  WOMAN  wants  job  offering 
opportunity  to  review  books,  theatrical 
and  musical  productions.  Alan  will  help 
with  reporting,  features  and  society. 
Box  3809,  Editor  A  Publisher. _ 

ASSISTANT  EDITOR 

for  your  Sunday  magazine  section. 
Solid  experience  all  phases  of  magazine 
production.  Good  feature  writer*  spe- 
;  cialized  knowledge  travel  field.  Box 
3839,  Editor  &  Publisher. _ 

LOS  ANGELES  ONLY — Experienced 
Editor  —  Proofreader  with  excellent 
background  can  bring  to  right  firm 
thorough  knowledge  of  production*  pub¬ 
lic  relations,  layouts  and  pasteups  and 
creative  writing.  Resume  on  request. 
Box  3836,  Editor  &  Publisher. 

QUESTION !  Can  Ivy  League  **Ex- 
ecutive  Trainee'*  be  transformed  into 
newspaperman?  I’ll  be  your  eager 
Guinea  Pig.  Single*  vet,  27,  prefer 
Daily  Chart  Area  2  then  6,  12*  over- 
seas.  Box  3841,  Edi tor  &  Publisher. 
REPORTER.  29*  currently  on  small 
daily*  seeks  general  as^dgnment  spot 
on  daily  50,000 — 100,000  class.  Com¬ 
plete  resume  on  request.  Box  3844, 

Editor  &  Publisher. _ 

REPORTER,  29,  likes  East  but  wants 
to  grow  with  the  West.  Three  years 
all  types  reporting  on  busy  beat.  Want 
general  assignment,  features.  Handy 
with  camera,  vet,  single,  have  car, 
clips.  Seek  Chart  Areas  10,  11,  12. 

Box  3837,  Editor  &  Publisher.  _ 

BOSTON  AREA  POST  wanted  by 
news  gal.  27.  College  public  relations- 
feature  w'riting  background.  Box  3904, 
Editor  &  Publisher. 

DESKMAN  seeks  job  with  future. 
Married.  35.  AB,  MSJ,  SDX.  Fast, 
accurate,  sober,  reliable.  Chart  Area 
2  or  Florida.  Box  3901,  £<litor  &  Pub¬ 
lisher. 


DO  YOU  NEED 

A  SEASONED  EDITOR 
EXIR  YOUR  TRADE  OR  COMPANY 
MAGAZINE? 

I  am  heavily  exi>erienced  in  magazine 
planning,  feature  writing,  press  pho¬ 
tography,  copy  editing,  making  lay- 
out.s,  ordering  engravings  and  all 
phases  of  production.  Business  maga¬ 
zine  e<litor  for  the  past  12  years: 
former  newspai>erman.  Prefer  Chart 
Area  2.  Box  3950,  Editor  A  Publisher. 

EDITOR-MANAGING  EDITOR  seeks 
job  writing  editorials  and/or  editing 
editorial  page.  Present  job  13  years. 
B^x  390f^  FMitor  &  Publisher. 
EDITOR.  3^000-5.000  Class,  daily “p.mT: 
familiar  with  all  phases  re|)orting. 
photography,  copyreading,  wire:  seek¬ 
ing  permanent  position  with  oppor¬ 
tunity:  J-grad ;  5  years  experience: 
family:  would  consider  city  editor  or 
desk  position  on  larger  publication. 
Box  3902.  Fklitor  A  Publishe  r. 


Editorial 


EDITORIAL  clerk-typist  seeks  Man 
Friday  job  on  small  town  paper.  B<  x 
3923,  Editor  A  Publisher. _ 

FLORIDA  GAL,  journalism  grad,  four 
years  newspaper,  public  relations  work 
wants  back  in  Sunshine  State.  Any¬ 
body  interested?  Box  3932,  Editor  A 
Publisher.  _ _  _ 

MIDWEST  REPORTER-EDITOR  look¬ 
ing  for  iJOSt  in  Chart  Area  2.  Young, 
able,  can  handle  camera.  2  years  daily 
experience.  Box  3934,  Editor  &  Pub¬ 
lisher.  _ ^ _ _ _ 

REPORTER,  Stanford  grad:  7  years 
experience  Northern  California,  Wis¬ 
consin  dailies.  Wants  reporting  or  re¬ 
lated  job  Northern  California.  Can 
start  after  Oct.  7.  Box  3911,  Editor  & 
Publisher. _ _ _ _ 

REPORTER-24,  getting  married. 
Want  to  settle  in  friendly  Midwest 
city.  l‘/i  years  exi)erience.  Want  pro-, 
gressive  daily.  Resume  on  re<iuest. 
Box  3945,  tklitor  &_  Publisher. _ _ 

TOP  REPORTER,  writer,  deskman. 
Exi)erienced  and  capable.  Married. 
College  graduate.  Box  3830,  Editor  & 

Publisher _ _ _ _ 

UNITED  NATIONS  CORRESPOND¬ 
ENT,  accredited,  thoroughly  experi¬ 
enced,  wants  to  add  freelance.  News- 
paiiers,  Rjidio-TV  stations,  syndicates: 
can  supply  news,  analyses,  features, 
interviews,  color — wired,  mailed,  tajied. 
^M-cial  angles  accommodated.  Box 
3946,  Editor  &  Publisher. _ _ 

WEEKLY  PUBUSHERS, 

Young  married  newsman  with  know¬ 
how  in  writing,  editing,  layout  and 
comiiosing  facets  of  newspaiiering 
seeks  a  futui-e  in  creative  po.st  as  edi¬ 
tor  or  right-hand  man  on  growth  area 
weekly.  Edited  high  school  weekly.  Ivy 
League  college  daily,  reiiorted  for  sev¬ 
eral  large  Metropolitan  dailies  and 
done  desk  work  for  one  of  nation’s 
largest  palters.  Chart  Area  2  preferred. 

Box  3943,  Etiitor  &  Publisher. _ _ 

YOUNG  NEWSMAN— two  years  iren- 
eral  assignment  on  small,  medium 
dailies,  seeks  si»ot  in  Chart  Areas  ^1, 
2.  Likes  long  hours:  delivers  crisp 
copy.  Single,  22,  college.  Have  cai , 
use  graphic.  References.  Box  3961, 

Fxiitor  &  Publisher, _  _ 

SIX  MONTHS  in  another  department 
of  daily  and  I’m  ready  for  return  to 
first  love  Siiorts,  Four  years  experi¬ 
ence  as  S|iorts  editor.  Column,  snappy 
pages,  camera.  Age  32.  married,  pref¬ 
erence  Chart  Area  10.  Box  3925,  Editor 

&  Publisher.  _ 

TOP  NOTCH  MAN.  tir^  of  13  years 
on  AMs.  would  like  change  to  PMs. 
City  heat,  sports  editor,  makeup,  copy 
desk  have  done  it  all.  Family  man 
now  employed  on  large  newspaper. 
Ton  refeiences.  Box  3914.  Editor  A 
Publisher. 


Photography 


EXPERIENCED  PHOTOGRAPHER. 
15  years  with  news,  magazine,  pub¬ 
licity,  wire  service.  Creative,  versatile 
and  reliable.  Excellent  references.  Seek¬ 
ing  permanent  spot  newspaper,  mag¬ 
azine  or  ptiblicitv.  Chart  Area  10  or 
12.  Box  3832,  Editor  A  Publisher. 


Promotion — Public  Relations 


l.IVFl-WIRE  news  gal.  four  years  on 
dailies,  seeks  Public  Relations,  adver¬ 
tising,  TV  or  Radio  job  in  Manhattan. 
Peppy,  poised,  precise.  J-School  grad. 
Box  360.5.  Editor  A  Publisher. _ 


SKILLED  WRl’TER  now  on  top  metro¬ 
politan  daily  seeks  challenging  and 
interesting  public  relations  position. 
College  degree.  1114  years  newspaper 
experience,  married.  Box  3618,  Editor 
A  Publisher. _ 

CONSIDERING  ALL  newspaper.  Pub¬ 
lic  Relations  offers,  college  Grad,  37, 
10  years  sports  experience  in  news¬ 
papers.  Like  interview.  Box  3807, 
Edi’or  A  Publisher.  _  _ _ _ 

SKILLED  PUBLIC  RELATTONS  and 
newsman  wants  temiiorary  assignment 
next  two  months  anywhere  U  S.  37. 
best  reference-.  Box  3936.  kkiitor  A 
Publisher.  , 
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Shop  Talk  at  Thirty 


By  Robert  U.  Brown 

Chicago,  Ill. 

The  real  benefit  of  the  ROP 
Color  Conference  here  this 
week  was  dramatized  on 
Wednesday  morning  when 
moi-e  than  200  newspaper 
mechanical  men,  advertising 
agency  art  and  production  ex¬ 
ecutives,  and  their  suppliers 
(such  as  engravers  and  electi’o- 
typers)  sat  down  for  a  two- 
and-a-half-hour  “shirt  sleeve” 
session. 

The  questioning  revealed  that 
communications  between  the 
designer  and  buyer  of  adver¬ 
tising  materials,  the  supplier 
of  those  materials,  and  the 
newspaper  user  are  badly  in 
need  of  repair. 

Art  Kowall,  art  director  of 
D’Arcy  Advertising,  St.  Louis, 
asked  why  engravers  don’t  go 
back  to  the  art  departments 
when  they  don’t  have  good 
copy  or  get  good  results.  Roman 
Demski  of  Collins,  Miller  & 
Hutchings  Engravers,  said 
that  they  frequently  do.  He 
felt  that  more  engravers  would 
do  so  if  they  could  be  initiated 
in  these  down-to-earth  sessions. 
Another  engraver  said  it  wasn’t 
always  possible  because  they 
don’t  know  what  will  happen 
until  they  see  the  results.  Then 
it  is  too  late  and  too  costly  to 
make  changes. 

Another  comment  was  that  in 
some  cases  art  directors  should 
be  sent  to  a  production  school. 

Harry  Eybers,  Washington 
Post  &  Times-Herald,  invited 
agency  people  to  visit  his  and 
other  newspaper  plants  to  see 
what  is  being  done  and  what 
the  problems  of  color  produc¬ 
tion  are.  In  that  way  the  diffi¬ 
culties  could  be  worked  out 
together. 

Another  indication  of  faulty 
communications  came  in  re¬ 
sponse  to  a  question  by  an 
agency  man.  Michael  Winow 
of  Ogilvy,  Benson  &  Mather 
commented  that  lots  of  ques¬ 
tions  are  asked  at  these  ses¬ 
sions  but  nothing  is  really 
settled.  He  suggested  that 
someone  follow  through  and 
attempt  to  provide  the  answers 
at  the  next  session  for  stand¬ 
ardization  of  procedures  and 
techniques.  Another  fault  he 
found  was  the  lack  of  informa¬ 
tion  on  what  papers  have 
adopted  such  standards  as 
there  are. 

J.  Harold  Mintun,  Pitts¬ 
burgh  Press,  chairman  of  the 
ANPA  Mechanical  Committee, 


noted  there  is  little  evidence 
that  agency  people  are  paying 
any  attention  to  the  material 
sent  out  along  these  lines.  A 
show  of  hands  revealed  that 
very  few  agency  people  are 
receiving  ANPA  material  that 
is  sent  to  them  because  it  is 
intercepted  in  their  offices. 

William  Dorriss,  Des  Moines 
Register  &  Tribune,  suggested 
that  if  newspaper  people  are 
unable  to  communicate  with 
agency  men  by  letter  that  they 
do  it  by  telephone  as  he  fre¬ 
quently  does  when  faulty  ma¬ 
terial  is  received.  He  said  he 
has  also  written  about  40  let¬ 
ters  to  agencies  about  im¬ 
proper  materials  since  April. 
Several  agency  executives  re¬ 
sponded  that  they  appreciate 
this  treatment  because  they 
don’t  see  the  finished  materials 
distributed  by  their  suppliers. 

*  •  * 

The  first  panel  on  “ROP 
Color,  Art  &  Engraving”  was 
presided  over  by  Gordon 
Kuster,  color  coordinator  for 
the  Columbus  Dispatch.  Par¬ 
ticipating  were:  Erwin  A. 
Miessler,  production  manager 
of  Needham,  Louis  &  Brorby; 
Ernest  Klostermann  of  Lake 
Shore  Electrotype;  Mr.  Demski 
and  Mr.  Kowall. 

A  question  by  an  agency 
man  as  to  whether  newspapers 
preferred  conventional  or 
“California”  progressive  proofs 
revealed  some  confusion  as  to 
what  he  meant.  “Conventional” 
was  described  as  meaning  a 
proof  of  yellow  on  red  as  well 
as  the  other  combinations  in 
addition  to  the  proofs  for  each 
color.  The  “California”  pro¬ 
gressives  were  explained  as 
separate  proofs  for  each  color 
only  together  with  the  finished 
ad. 

Most  agreed  they  should 
have  enough  final  proofs  of  the 
completed  ad  for  each  press 
being  used  but  that  one  set  of 
conventional  progressives  should 
be  enough.  'There  were  one  or 
two  exceptions  to  this.  The 
comment  was  made  that  a 
pressman  had  no  way  of  check¬ 
ing  the  yellow  on  red  combina¬ 
tions,  etc.,  on  the  press. 

Mr.  Miessler  urged  that 
newspapers  not  ask  for  more 
progressives  than  actually 
needed  because  of  the  cost  in¬ 
volved. 

A  question  of  the  proper 
screen  size — 65  or  75  lines — 
brought  a  variety  of  answers. 


Mr.  Klostermann  said  his  or¬ 
ganization  had  been  using  65 
but  he  had  seen  some  g:ood  75 
line  work.  Mr.  Miessler  said  he 
thought  it  depended  upon  the 
type  of  copy.  Vernon  R.  Spi- 
taleri  of  the  Sta-Hi  Corp.  said 
the  quality  of  the  etch  is  more 
important  than  the  size  of  the 
screen.  A  bad  etch  on  a  75-line 
screen  is  worse  than  a  good 
etch  on  a  65-line  screen,  and 
vice  versa,  he  said. 

Mr.  Eybers  concluded  that 
discussion  by  saying  they  had 
always  used  65-line  screen  be¬ 
cause  the  stereotypers  wanted 
it.  One  day  he  changed  the 
screen  to  75  without  notifying 
anyone  and  it  was  six  months 
before  the  stereotypers  found 
out  about  it,  he  said. 

*  *  * 

There  was  some  discussion 
of  the  benefits  of  the  “con¬ 
version  process”  of  blowing  up 
a  fine-line  magazine  ad  for 
use  in  newspaper  page  size. 
An  agency  man  reported  a 
saving  of  40%  on  one  job, 
and  an  engraver  said  he  had 
tried  it  and  could  find  no  sav¬ 
ings.  The  difference,  it  devel¬ 
oped,  was  in  the  amount  of 
color  correction  and  hand  work 
that  had  to  be  done  on  the 
plates. 

Mr.  Spitaleri  said  there  is 
no  question  it  can  be  done  and 
sometimes  well.  But  he  ques¬ 
tions  the  quality  that  would 
ordinarily  result.  When  you 
Wow  up  a  magazine  job  de¬ 
signed  to  be  printed  on  white 
paper  with  magazine  inks  and 
expect  it  to  reproduce  well  on 
newsprint  with  different  inks 
“you  are  destined  to  unhap¬ 
piness.”  Too  much  correction 
is  needed  on  the  average  ad 
and  it  is  not  worth  the  risk  in 
getting  quality  work,  he  said. 

The  second  panel  on  stereo¬ 
type  and  pressroom  problems 
dealt  pretty  much  with  the 


same  topics.  It  was  headed  bj 
Mr.  Eybers.  Others  on  the 
panel  were:  Lester  Walker  of 
the  Fremont  (Neb.)  Tribuiu; 
Joseph  McMullen,  Milwauktt 
Journal;  Mr.  Dorriss;  George 
Fuller,  Cleveland  Press;  Johi 
Vlk,  La  Crosse  (Wis.)  Tribunt; 
and  Leroy  Lindow,  St.  Louit 
Post-Dispatch. 

Aside  from  the  topics  cov¬ 
ered,  which  did  not  bring  defi¬ 
nite  conclusions  as  one  agenc; 
man  pointed  out,  the  value  d 
the  session  was  in  the  friendly 
give  and  take  of  the  partici¬ 
pants  on  the  three  sides  of  the 
ROP  Color  production  fence. 

If  more  agency  art  directors 
and  production  men  would  par¬ 
ticipate  in  sessions  of  this  kind  ' 
—educational  and  not  gripe 
sessions  —  the  quality  and  f 
quantity  of  ROP  color  would  ! 
advance  more  rapidly  in  the 
future. 

• 

Tom  White  Named 
For  PR  Assignment 

Baltimore,  Md.  ■ 

Thomas  J.  White,  of  the 
Hearst  Newspapers  Washing¬ 
ton  bureau,  has  been  appointed 
public  relations  manager  of  the 
News-Post  and  Sunday  Ameri¬ 
can,  Publisher  Fred  1.  Archi¬ 
bald  announced  this  week.  j 

Mr.  White,  a  son  of  a  former  1 
general  manager  of  Hearst  J 
Newspapers,  joined  the  News-  | 
Post  and  Sunday  American 
staff  in  1941  as  a  reporter  and 
rewrite  man.  He  returned  to  | 
that  post  after  serving  in  the  | 
Navy  and  became  picture  edi-  i 
tor  of  the  News-Post  and  as-  ] 
sistant  news  editor  of  WB.4L  i 
and  WBAL-TV  in  1949.  He  left  j 
the  newspaper  in  1951  to  be-  j 
come  news  and  publicity  man¬ 
ager  for  the  two  Hearst  sta¬ 
tions  in  Baltimore. 

He  went  to  the  Washington 
bureau  last  year. 


ALLEN  KANDER 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
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Amendment  of  The  Bill  of  Rights. 

Americans  don’t  think  about  the  First  Amendment  much. 
Some  may  not  even  know  it.  But  every  newsman  does. 

America’s  newspapers,  because  they  strongly  protect 
their  own  rights  of  free  expression,  help  keep  in  force 
the  other  guarantees  of  freedom  that  all  Americans  have 
. . .  but  sometimes  don’t  think  about. 

Truth  makes  America’s  newspapers  important, 
competition  makes  them  strong, 
dedication  to  principle  makes  them  great. 

Mergenthaler  Linotype  Company  is  proud  of  the  part 
it  plays  in  the  daily  life  of  American  newspapers, 
and  salutes  them  on  the  occasion  of 
National  Newspaper  Week 


LINOTYPE 


Priniiv!  in  U.S.A. 


MERGENTHALER  LINOTYPE  COMPANY 
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Allegheny 
County  4 


PITTSBURGH 


Reaching  7  out  of  10  of  your  customers 

When  it’s  a  question  on  the  Pittsburgh  Market— the  usual  reaction  is  “call  The  Press— 
they’ll  know’’ . . .  and  we  do  know!  Our  studies  of  the  people  who  make  this  a  great  market 
are  informative  and  up-to-date.  We  know  the  consumer  buying  habits  for  department 
store-type  merchandise,  we  watch  suburban  trends  and  population  movements— turn  out 
regular  automotive  sales  reports,  wine  and  liquor  volume,  grocery  surveys,  travel  informa¬ 
tion  and  the  like  .  . .  and  then  we  concentrate  on  covering  this  market  with  the  best  news¬ 
paper  possible,  so  you  can  make  sales! 


SCRIPPS-HOWARD  NEWSPAPERS 


NEW  YORK.WorM-r*(«grom  i  The  Sun 

aiVElAND . Press 

PITTSBUROH . Press 

SAN  FRANQSCO . News 

INDIANAPOIIS . Times 


COLUMBUS . Citizen 

CINCINNATI . Post 

KENTUCKY . Post 

Covingfon  edition,  Cincinnati  Post 
KNOXVILLE  ....  News- Sentinel 


0»ner«l  Advartiiing  Daportmant,  330  Park  Avanua,  Naw  York  City 


DENVER  ...  Rocky  Mountein  News 
BIRMINGHAM  ....  Post-Herold 

MEMPHIS . Press-Scimitar 

MEMPHIS  .  .  .  Commercial  Aopeal 
WASHINGTON . News 


EVANSVILLE . Preu 

HOUSTON . Press 

FORT  WORTH . Prms 

ALBUOUERQUE . Tr/bvee 

EL  PASO . HeraU  Post 


Chicago  Son  Francisco  Detroit  Cincinnati  Phllodolphia  DaHai 
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